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FTC Injunction 


vs. Chesterfield 
Denied by Court 


Federal Judge Rules 
That Tobacco Is Not 
a Dangerous Drug 


The Outdoor Advertising Industry 


On the eve of the outdoor advertising industry’s 55th annual 
convention Advertising Age presents, starting on Page 33, a spe- 
cial section devoted to the outdoor field. Included in this section 
are (1) news of important recent developments in the outdoor 
industry; (2) interesting case histories of successful users of out- 
door; (3) stories on national sales volume, auditing of outdoor, 
ratings of posters, etc., and (4) numerous pictures of outdoor dis- 
plays, including all the award winners in the 20th National 
Competition & Exhibit of Outdoor Advertising Art. 


‘N. Y. Times’ Paid 
a Visit by a Camel, 


a Prayer-Rug et al. 


New York, Dec. 4—This is the 
story of an ad, a camel and a 


New York, Dec. 2—Federal 
Judge Irving R. Kaufman has dis- 
missed a precedent-making Fed- 
eral Trade Commission complaint 
against Liggett & Myers Tobacco ‘ 
Co. which sought to obtain an in-| 9p Sales Claims 
junction against Chesterfield ad- , 
vertising prior to any proceedings.| WASHINGTON, Dec. 4—A special 

In a 13-page opinion, Judge committee on advertising has 
Kaufman dismissed the complaint called on commercial laboratories 
on the grounds that cigarets may | to exercise close supervision over 
not be considered drugs. FTC had/| sales promotion material which is 
sought the injunction prior to even | based on tests performed by the 

laboratories. 


issuing a false advertising com- Ss 
plaint, on the grounds that tobacco| The committee, appointed by the 
is a dangerous drug. The commis- American Council of Commercial 
sion claimed that normal court Laboratories, urged that labora- 
procedure wouid result in danger- tory reports contain a statement 
ous delay (AA, Nov. 3). that neither the report nor the 
name of the laboratory nor any 
member of its staff can be used 
in connection with the advertis- 
ing or sale of any product or pro- 
cess without written authorization. 
“If the laboratory gives per- 
mission for the use of a given re- 
port or quotation from it for sales 
promotion, it should be provided 
that copy must be submitted in 
duplicate before it goes to the 

(Continued on Page 102) 


Laboratories Told 
How to Keep Tab 


® In his decision, the district judge 
concluded that tobacco, as defined 
in the Federal Trade Commission 
Act, does not include smoking to- 
bacco. The reference cited by the 
FTC was to a tincture of tobacco 
solution. In connection with this 
the judge wrote: 

“The contention that cigarets 
are within the purview of these 

(Continued on Page 99) 


FCC Staffers, Senators and DuMont 
Protest UPT-ABC Merger Approval 


, Wasuincton, Dec. 4—The Fed- 
|eral Communications Commission 
| was under pressure this week to 


Chicago Agencies 
Seek Metro Area 


Circulation Data 


Cuicaco, Dec. 4—Ten large 
agencies here have taken steps de- 
signed to have newspapers in met- 
ropolitan areas incorporate as a FCC’s staff has filed a brief 
part of their standard circulation challenging portions of the decision 
statement the figure for their total | dealing with the merger and the 
metropolitan area circulation. | DuMont renewals, and has asked 

The figure would be based on) for oral argument. DuMont has 
metropolitan areas as defined by| also filed a brief opposing the 
the Bureau of the Census. Al-| merger and asking oral argument. 
though a newspaper’s metropoli- | 
tan area circulation can be ascer-/| fair appraisal of Paramount shows 
tained from present ABC reports,| that the company has been a re- 
it is not currently presented as a | peated anti-trust offender. DuMont 
separate individual figure. roundly attacks FCC for ruling 

(Under Audit Bureau of Cir- out evidence on anti-trust activi- 
culation rules, newspapers report ies which occurred prior to Au- 
their circulations by city zone, re-| gust, 1948. 
tail trading zone and “all other” 
trade and retail zones. These fig- 
ures, in their various aspects, cov- 
er a paper’s metropolitan area but 
no total figure for a paper’s met- 
ropolitan area coverage alone is 
reported at present.) 


examiner’s decision approving the 
merger of ABC and United Para- 
mount Theaters, and giving license 
renewals to radio and TV stations 
owned by Paramount and Du- 
Mont. 


® The situation was further com- 
plicated this week by the inter- 
vention of the prospective chair- 


mittees. 

Sen. Charles Tobey (R., N. H.), 
who becomes chairman of the in- 
terstate commerce committee, han- 
dling radio and TV legislation, 
cabled that he intends to investi- 
gate the handling of the case when 
Congress reopens. 

Sen. William Langer (R., N. D.), 

(Continued on Page 4) 


s Spearheading the work for the 
Chicago agencies has been Robert 
Hussey, media department mana- 
ger, Foote, Cone & Belding. The 
other agencies are Earle Ludgin & 
Co.; Leo Burnett Co.; Needham, 

(Continued on Page 99) | 


prayer-rug, with a moral. 

It started when Kaufman Car- 
pet Co. learned that a page ad it 
wanted to run in the New York 
Times on Sunday would be 
crowded out because the Times 
figures to be overset that day by 
‘some 20.000 lines of Christmas 
advertising. 

So Harry Kaufman, no man to 
take a rebuff lying down on one 


FCC Loath to 
Let AM Stations 
Combine for TV 


FC&B Does It Again: 
Resigns Toni Account 


Gives Up $4,000,000 
Billings; Four Agencies 
to Benefit by Changes 


Cuicaco, Dec. 5—“After months 
of thoughtful consideration,” said 
the memo circulated to all Foote, 
Cone & Belding employes yesterday 
afternoon, “we have notified Toni 
Co. that we wish to terminate our 
association. 

“We sincerely regret the ne- 
cessity of having to make such a 
decision. Differences of opinion 
and of policy between the two 
companies are such that our total 
effort together has become a com- 
promise. This has been bad for 
both of us. 


| reverse key portions of a hearing | 


Says It Fears That 
Competition Will Be 
Adversely Affected 


WASHINGTON, Dec. 4—The Fed- 
eral Communications Commission 
said today that it doubts that local 


radio broadcasters should be per- | 


mitted to join together in the op- 
eration of a single TV station. 

The commission notified Macon 
Television Co., Macon, Ga., and 
El-Cor Television Co., Elmira, N. 
Y., that their applications will have 
to be held up for public hearings. 

Both companies were formed by 
local radio stations which were 
interested in entering TV. By 
forming a single company, 
broadcasters hoped to avoid com- 
petitive hearings for TV channels. 

In both instances, the applicants 
said they would continue to oper- 
ate their radio stations separately 
and to compete vigorously with 


| each other. 


® But FCC said today the success- 


the | 


lof his carpets, yesterday dispatched 
| a camel, two drivers, a prayer-rug 
|'and $5,400 in cash to the Times 
| Bldg. on West 43rd St. 

Arrived there, the drivers dis- 
mounted, unloaded the prayer-rug 
and the money bags. They care- 
fully placed the rug on the pave- 
ment, spread the $5,400 thereon, 
| and dropped to their knees. Then 
| they bobbed and bowed vigorously 
in the direction of the office of 
the retail advertising manager 
| (Warner Perkinson), beseeching 
|him to accept the Kaufman ad 
| (telling of an oriental rug sale— 
35% to 60% off). 


® Today it looked like the story 
| would have a happy ending. Mr. 
| Perkinson thinks he’ll run the ad, 
| but he says he can’t give an iron- 
| clad guarantee because a big, late 
news story might force out some 
paid space. 

If Kaufman is rejected, the mor- 
al, obviously, is that 
for a camel to thread 


| 


ful operation of a TV station! an ad to enter the holiday-season 


requires a close and harmonious 


relationship among the owners. 
(Continued on Page 8) 


assed Times. Also, there’s no 
use putting an advertiser on the 
' carpet. 


it’s easier | 
safely | 
through Broadway traffic than for | 


Both briefs contend that any | 


men of two powerful Senate com-' 


Last Minute News Flashes 
Freund's Hiram Ashe Will Form Agency 


New York, Dec. 5—Hiram Ashe, v.p. of Morton C. Freund Advertis- 
ing (now closing its doors and combining with Lawrence C. Gumbinner 
Advertising), will announce next week the formation of Hiram Ashe 
Advertising, with offices at 244 Madison Ave., to be occupied Dec. 22. 
Mr. Ashe will take with him accounts he has serviced at Freund, in- 
cluding all divisions of Continental Copper & Steel Industries, Riegel 
Textile Corp. and Visirecord Inc., business equipment and systems | 
manufacturer. Creative director for the new agency will be Joseph 
Sollish, formerly account executive and assistant to Mr. Freund. Sev- 
eral other Freund people will join Mr. Ashe, who closed his own agency 
in February, 1951, to go with Freund. 


$150,000 Bond Set for Duane Jones Defendants 


New York, Dec. 5—The appellate division of the New York County 
supreme court today set $150,000 as the amount of bond to be posted 
by Scheideler, Beck.& Werner and the other defendants in the recent 
Duane Jones trial. The defenseywhich has filed notice of appeal, ex- 
pects the appeal to come in the March term of the appellate division. 
The bond is a guarantee that Mr. Jones will get the $300,000 awarded 
him by the trial jury, unless the verdict is changed by the higher court. 


Mail Order Company to Enter Supermarkets 
NEWARK, Dec. 5—Damar Products Inc., mail order maker and dis- 
tributor of kitchen items, has appointed Alan Radcliff Co., New York, 
consumer product marketing agency (AA, Nov. 17) which specializes 
in getting lines into supermarkets. Damar believes it will be the first 
mail order manufacturer also dealing directly with retailers. Damar’s 
regular account will continue with Maxwell Sackheim & Co. 
(Additional News Flashes on Page 103) | 


“The effective date of the ter- 
mination, probably some _ time 
|next spring, will be announced 
when it is worked out to Toni’s 
satisfaction.” 


'@ Most employes, especially those 
intimately concerned with the ac- 
count, were not surprised. Sooner 
or later, they had known, the de- 
teriorating relationship between 
| (Continued on Page 103) 


Audits of Trade 
Shows Praised 


| 


by Exhibitors 


Wedereit, Hart Urge 
ABC-Type Setup; EAC 
Told to Modernize Shows 
New York, Dec. 4—Audits for 
trade and industrial shows similar 


to those which have been devel- 
| oped in the publication field were 


| advocated vigorously by leading 
advertisers at the two-day annual 


trade show clinic sponsored by the 
Exhibitors Advisory Council. The 
show closed today. 

Chief advocates of trade show 
audits were Gene Wedereit, pres- 
ident of the National Industrial 
Advertisers Assn., who is also 
director of advertising, Girdler 
Corp., and William A. Hart, pres- 
ident of the Audit Bureau of Cir- 
culations and director of adver- 
tising, E. I. du Pont de Nemours 
& Co. 

Formation of the Exhibitors At- 
tendance Audit Bureau by the 
Exhibitors Advisory Council, Mr. 
Wedereit said, “justifies the exist- 
ence and continued grdwth of your 
organization, and justifies the sup- 
port of all manufacturers who 
spend money in shows.” 

Emphasis on the subject was 
taken to indicate that the Exhibi- 
tors Advisory Council intends to 
pursue the question of audits vig- 
orously, despite opposition from 
some show managements. 


s “If sufficient financial support 

will make it possible for EAAB to 

publish complete statistics, vital 
(Continued on Page 99) 
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Two National Sales 
Meetings Scheduled 


for Theater Video 


New York, Dec. 4— The growth 
of theater television should be 
speeded up considerably now that 
two companies are actively operat- 
ing in the field 

Pioneer in this phase of video 
is Theater Network Television, 
which is headed by Nathan L. Hal- 
pern 
fed major prize fights and other 
attractions into motion picture 
heuses throughout the country. In 
December it has two firsts sched- 
uled—a pickup of “Carmen” from 


the stage of the Metropolitan Opera | 


House here and James Lees & 
Sons’ TNT sales meeting. The latter 


session, set for Dec. 8, represents | 


theater television's initial use for 
a national sales and merchandising 
convention 


e Newcomer in the field is Tele- 
conference, whose existence came 
to light this week with the an- 
nouncement that it would stage a 
similar meeting for the Bendix 
home appliances division of Avco 
Mfg. Corp Dec. 30. This pro- | 
gram, originating in the Garrick 
Theater in Chicago, will be car- 
ried in theaters in more than 40 
cities, with Bendix distributors, 
“dealers, salesmen and their guests 
Making up the audience. The pur- 
pose of the telecast is to introduce 
the company’s newest appliance, a 
GoMbination washer-dryer called 
the Duomatic 
Teleconference is headed by 
Stanley Barr of the public relations 
company of Barber & Barr. Other 
officers include V.P. Aaron Feinsot | 
of Conference Counselors, which 
dles the mechanics of organiz- 
industrial sales meetings and 
comventions. Temporary headquar- 


on 


This is the group which has 


te®s have been set up at 270 Madi- 
som Ave. in the office of one of the 
G@Mpany's executives. 


NEWSPAPER SPREAD—Walter Houghton, advertising monager of Calvert Distillers 


Corp., points to o newspaper spread which 


will also run as o 24 sheet poster between 


now and Christmas. The spread is part of o series of ads which will run almost 
daily for Calvert through the Christmas season 


Reincke, Meyer Buys Hamilton Advertising 


Cuicaco, Dec. 2—Another agen- 
cy merger has been announced. 

Reincke, Meyer & Finn has pur- 
chased the “good will and assets” 
of Hamilton Advertising Agency 
in a transaction effective Jan. 1. 
The merged agencies will operate 
under the Reincke, Meyer & Finn 
name. 

John J. Lawler, president of 
Hamilton, will move to RM&F as 
a v.p., while Claire C. Loveless, 
Hamilton v.p., and Willard Banks, 
secretary and treasurer, will be ac- 
count executives. Mr. Loveless and 
Mr. Lawler were both with RM&F 
for several years before joining 
the Hamilton agency 


® Reincke, Meyer & Finn opened 
its doors in 1907 under the direc- 


tion of the late Arno B. Reincke, 
whose sons, Charles and Arthur, 
are now v.p.s. Wallace Meyer 
heads the agency now, and Joseph 
J. Finn, son of the late Joseph 
H. Finn, is a v.p. 

Among the Hamilton accounts 
moving over to RM&F are Em- 
ployers Liability Mutual Insur- 
ance Co., Wausau, Wis.; the Micro- 
Switch division of Minneapolis- 
Honeywell Regulator Co., Free- 
port, Ill; Webster Electric Co., 
Racine, Wis., and C. P. Clare & 
Co., Chicago manufacturer of re- 
lay and switch equipment. 

The Hamilton agency was 
founded in 1916 by the late J. R. 
Hamilton. Mr. Lawler has been 
president of the agency for many 
years. 


NCAA Unit Okays One-Game-a-Week Plan 
for Football on TV; DuMont Answered 


New York, Dec. 4—More of the 
same is what television can expect 
from college football authorities 


| if the tenor of this week's meeting 


@ Robert H. O’Brien, secretary- 
tr@asurer of United-Paramount 
Theaters, was one of the people 


quoted in the release announcing 
Teleconference’s first venture into 
theater TV 

However, Mr. Feinsot denied re- 
ports that United-Paramount, or 
any other theater interests, were 
batkers of the new company. He 
said officers of Teleconference will 
@ontinue their present positions in 
addition to the theater TV activity. 

For the time being, attention will 
be focused on industrial uses of the 
system, he said, but Teleconference 
will not steer away from other pos- 
sibilities for the medium. 


Babbitt's Directors 
Accept Resignation 
of Louis Gumpert 


New York, Dec. 3—The resig- 
nation of Louis J. Gumpert from 
B. T. Babbitt Inc., where he was 
v.p. in charge of sales (AA, Nov. 
17), was accepted yesterday by the | 
Babbitt board of directors. 

The company, maker of Bab-O 
and Glim, “praised his services as 
an able and honored sales execu- 
tive and expressed its apprecia- 
tion to him.” A dinner is to be 
tendered to him Dec. 17 

Mr. Gumpert, who spent 41 
years with Babbitt, is 60 years old. 
His name was mentioned in the 
Duane Jones suit, with Mr. Jones 
testifying he paid “finder’s fees” 
to Mr. Gumpert in 1948, when the 
latter was sales manager of Bab- 
bitt. At that time the Duane Jones 
Co. had the Babbitt account. Mr. 
Jones also testified that he paid 
such fees to Mr. Gumpert two or 
three times after his agency lost 
the account 

In its Nov. 17 story of Mr. Gum- 
pert’s resignation, AA quoted Mr. 
Gumpert as saying there was no 
connection between his resignation 


and the Jones trial testimony. 


of the National Collegiate Athletic 
Assn. TV committee is indicative. 

After a two-day session here, 
the 10-man group labeled the 1952 | 
restricted one-football-game-a- 
week video program “satisfactory” 
and intimated that it will recom- 
mend continuation of the restric- | 
tions when the NCAA holds its an- 
nual meeting in Washington next 
month. 

The committee said the belief 
that its technique for controlling 
television had “worked satisfactor- 
ily” was based on “opinion sur- | 
veys and the over-all reaction of 
public, press and the colleges| 
themselves.” 
® This year the NCAA designated | 
one game a week—with each team 
limited to one appearance on the 
schedule—for telecasting over) 
NBC under the sponsorship of | 
General Motors Corp. Criticism 
from member colleges, notably the 
University of Pennsylvania, and 
efforts by Dr. Allen B. DuMont to 
sidestep the committee's authority, 
did not dent the NCAA video bar- 
riers. 

Meanwhile, the NCAA made an) 
indirect rebuttal to some of Dr.| 
DuMont’s remarks (AA, Nov. 24) | 
concerning the effects of TV on 
the football gate with the release 
of a letter from Paul B. Sheatsley, 
eastern representative for the Na- 
tional Opinion Research Center of 
the University of Chicago. NCAA's | 
video policy has been determined 
to a large degree by the research 
findings of this group. 


® Promising “quick disposal’ of 
the contention that “unlimited 
telecasting is not harmful to at- 
tendance,” Mr. Sheatsley wrote: 
“Dr. DuMont notes that the 
NORC study itself ‘demonstrated 
that attendance declines were more 
marked among colleges where 
there was no television.’ This ar- 
gument is either incredibly naive 
or deliberately calculated to mis- 


lead because the NORC study dem- 
onstrated precisely the reverse 
Even in 1951, with a restricted TV 
program including blackouts, col- 
leges in television areas drew only 
85% of their 1947-48 pre-TV at- 
tendance while colleges outside of 
television areas improved over 
those base years to 106%—clear 
evidence of an over-all 21-point 
drop in attendance in areas where 
there was television competition. 

“Dr. DuMont has chosen toe pre- 
sent the trends from 1950 to 1951 
as evidence of television effect and 
notes that in TV areas attendance 
was off 4% from 1950, while out- 
side of TV areas it was down 10%. 
But obviousiy such a comparison 
from 1950 to 1951 cannot measure 
the effects of television. To meas- 
ure TV effects we have to look 
at the trends since the advent of 
television in significant quantity 
after the 1948 season and when 
we do that we find the 21-point 
difference above noted.” 

This rebuttal would seem to 
apply also to this week’s report 
of the Radio-Television Manufac- 
turers Assn. (see Page 20). The 
RTMA sports committee says foot- 
ball gate receipts will hit an all- 
time high in °52 and asks the 


| NCAA to ease its TV ban. 


Appoints Jackson-Hall Co. 
Perrine Quality Products Corp., 
Waltham, Mass., has 
Jackson-Hall Co., Boston, to han- 
dle advertising and sales promo- 
tion for its Polar Bear batteries. 
Point of sale and other dealer pro- 
motions for service stations and 
chain stores will be emphasized. 


Appoints William Kroske 

William B. Kroske, formerly 
with WMCK, McKeesport, Pa., has 
joined Ketchum, MacLeod & 
Grove, Pittsburgh agency, as as- 
sistant to James B. Tafel, radio 
and TV time buyer. 


Wister Joins ‘Weekly’ 

Kay Wister, who formerly con- 
ducted her own public relations 
office, has been named fashion 
and beauty editor of The American 
Weekly. 


appointed | 


ABC Criticizes 
AT&T Allocation 
of Cable for TV 


New York, Dec. 4—The fighting 
has flared up again along TV’s 
overcrowded network lines. 

Protagonist in the latest dis- 
}agreement over the ground rules 
jused by American Telephone & 
| Telegraph Co. in allocating its lim- 
| ited intercity TV facilities is Amer- 
\ican Broadcasting Co. This network 
jis making a stand against the in- 
dustry-adopted informal rules em- 
|ployed to decide between conflict- 
jine orders for the coaxial cable 
and radio relay routes. 


upon by the four networks, we 
feel the time has come to abandon 
them,” an ABC official told Apver- 
TISING AGE. “The net result of the 
complicated regulations has been 
that the network with the re- 
quirement to serve the largest 
number of stations gets the cable 
when two or more networks ap- 
ply for the same time period. As 
a result, the big get bigger and 
the small smaller.” 

The ABC position is that for 
the sake of the growth of the in- 
dustry generally all applicants, 
regardless of the number of sta- 
tions to be served, are entitled to 
equal consideration. ABC has 
proposed that the AT&T reassume 
its basic traffic responsibility as a 
common carrier and make “equit- 
able allocation” quarterly on the 
cable 


@ Viewing this dispute as a con- 
fidential matter between itself and 
subscribers, AT&T declined to com- 
ment on the situation. Talks on the 
coming quarter allocations have 
been going on for some time. The 
next meeting of network represen- 
tatives and phone company offi- 
tials is set for Dec. 8. AT&T is 
clearly hopeful for a continuation 
of the policy of working out the 
allocation on the basis of agree- 


ment, however reluctant, among 
the networks. 
American’s cable complaint, 


which is being pressed for the first 
quarter assignments of 1953, seems 
to have arisen partly because of 
difficulties in getting clearances 
for political convention and elec- 
tion coverage this year. Both CBS 
Television and the National Broad- 
casting Co. sold these events be- 
fore ABC, thereby getting their 
sponsored requests in for the cable 
first. 


e ABC feels that the way the cable 
assignments have been working 
out in recent months tends to keep 
|what might be promising new- 
comers off television since it is so 
hard to get time for such 
untried shows. 

The network also is opposed to 
the AT&T requirement that a new 
TV station must be on the air 30 
days prior to the start of a quarter 
to be eligible for allocation in that 
particular quarter. This, ABC be- 
lieves, discriminates against the 
small networks whose competitive 
position will be strengthened by 
[the prompt addition of these new 
outlets. 

Should AT&T fail to resolve the 
situation to the satisfaction of the 
network, which says it has re- 
ceived no support from the other 
chains, the problem could be 
dumped in the lap of the Federal 
Communications Commission. 


| 


‘This Week’ Names Weich 

J. Robert Welch, previously an 
advertising representative for 
Parade, has joined the New York 
office of This Week Magazine. 
Mr. Welch at one time was eastern 
advertising manager of The At- 
lantic. 


@ “Though these rules were agreed | 
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TEST—This color ad for Kraft oil ran in the 
| Dec. 4 Chicago Tribune. A $3 gift certifi- 
| cate toward a $7.95 Whirlwind electric 
corn popper and a pack of Davis corn 
| are offered with each purchase. The ad 
| is a test and future schedules depend on 
response. Needham, Lovis & Brorby han- 
dles Kraft oil. 


Auto-Lite Planning 
Repeat Performance 
of ‘Salute’ Series 


ToLEpo, Dec. 2—Electric Auto- 
Lite Co. has scheduled a repeat 
performance of its 1952 “Salute” 
promotion. 

The 12-week campaign, featur- 
ing new model automobiles with 
Auto-Lite parts, will be climaxed 
with the televising of the “Easter 
Parade of Stars” automobile show 
in New York’s Waldorf-Astoria 
under Auto-Lite sponsorship on 
CBS-TV. The show will be emceed 
by Ken Murray during the com- 
pany’s “Suspense” time slot, 9:30- 
10 p.m., EST, on April 7. 

A similar windup show was 
staged last year and both Auto- 
Lite and its agency, Cecil & Pres- 
brey, judged it a huge success, de- 
spite the fact that a surprising 
number of production boners 
plagued the show. 


® Starting Jan. 13, the 1952 parts 
campaign will be a repeat version 
of last year’s series, featuring one 
automobile with Auto-Lite parts 
each week on Auto-Lite’s “Sus- 
pense,” also aired on CBS Radio. 
On each broadcast an executive 
of the automobile company in- 
volved will make an appearance 
on the show and describe his car. 

Only cars which use Auto-Lite 
parts will be saluted, and this 
group excludes General Motors 
models. 

Local car dealers will cooperate 
in the promotion by placing each 
featured make of car on display 
in Auto-Lite plants. 

Royce G. Martin, president and 
board chairman of Auto-Lite, said 
that this year’s plans are being 
made on a “much larger scale and 
many new innovations are being 
added.” 


Wishart Gets New Post 


Paul B. Wishart, v.p. in charge 
of Minneapolis manufacturing ac- 
tivities for Minneapolis-Honeywell 
| Regulator Co., has been promoted 
| to the new post of general manager 
of the company. He also has been 
elected a director. All divisions 
previously reporting to Harold W. 
Sweatt, president, and C. B. 
| Sweatt and W. L. Huff, v.p.s, will 
|report to Mr. Wishart. The three 
top executives will devote their 
time to policy decisions. 


Ryther Joins Compo Shoe 

Lincoln Ryther, formerly in the 
advertising department of Boston 
Gear Works, has joined the adver- 
tising and promotion staff of 
Compo Shoe Machinery Corp., 
Boston. 


Names John Falkner Arndt 

United Gas Improvement Co., 
Philadelphia, has appointed John 
Falkner Arndt & Co., Philadelphia, 
to handle its advertising. 
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AANR Stress 
in ‘53 Will Go 
to Local Selling 


Douglas Taylor Elected 
President of Newspaper 
Representatives’ Group 


Cuicaco, Dec. 2—The American 
Assn. of Newspaper Representa- 
tives will put major emphasis this 
coming year on stimulating more 
aggressive selling of newspapers 
as media on the local level. 

The point was repeatedly made 
at the association’s annual meet- 
ing here this week that newspapers 
consistently have failed “to sell 
their own media at home.” 

A corresponding failure on the 
part of television and radio has| 
not been in evidence, it was noted. | 
On the contrary, it was stressed | 
that both TV and radio have| 
scored particular successes in sell- | 
ing their medium by aiming hard 
hitting campaigns at grass roots 
retailers, distributors and sales 
organizations. 


® As a result, AANR will make a 
particular effort to secure the co- 
operation of the Bureau of Adver- 
tising, the Newspaper Advertising 
Executives Assn. and others in get- 
ting this point across to news- 
paper ad managers. 

A motion also was passed to 
start long-range planning designed 
to obtain more advertising conta 
the building industry. J. H. Saw- 
yer Jr. of Sawyer-Ferguson- 
Walker Co., said a canvass he has 
made indicates that this industry | 
is now ready to use newspapers. 

Mr. Sawyer pointed out that the 
demand for housing has started to 
decline, which should mean more 
attempts by the industry to reach 
the public. Newspaper real estate 
and building page editors, he said, 
have given a great deal of coverage 
to the industry without any cor- 
responding advertising. 


® Much attention was devoted at 
the meeting to the various pres- 
entations developed by AANR 
chapters. Although the presenta- 
tions have been good, here again, 
it was said, newspapers have failed 
to give proper support, and gener- 
ally have been apathetic about! 
their use. 

Jack F. Kent, of Ward-Griffith 
Co., described an automobile pres- 
entation developed by the Detroit | 
chapter but noted that much} 
apathy blocks its effective use. He} 
said a great deal of pressure is! 
being felt in the automotive field | 
from other media—“particularly | 
television”—and he called the De- | 
troit problem “acute.” Lincoln- | 
Mercury, he said, has set up a co-| 
operative advertising 


Mr. Kent said all dealers seem | 
to want television shows. However, | 
he pointed out that the weekly 
minimum cost of a TV show is 
some $60,000, which means tying | 
up a lot of a dealer’s money. 

Later in the meeting it was 
brought out that much and, in 
some cases, all of an auto dealer’s 
advertising money is going for TV | 
shows. At the same time, accord- 
ing to one member, a Chicago Pon- 
tiac dealer said he had not been 
approached about newspaper ad- 
vertising since prior to World War 
Zz 


8 Also available to newspapers, 
Mr. Kent said, is a package pres- 
entation which has been developed 
by the Bureau of Advertising and 
is designed to reach General Mo- 
tors’ dealers. It also can be adapted 
to Ford and Chrysler. 

On the credit side of the picture, 
Mr. Kent said, is the fact Ford, 


NEWSPAPER REPS—New officers and directors of the American 
Assn. of Newspaper Representatives are (seated, left to right) 
Pau! Elsberry, Scheerer & Co., v.p.; Henry Slamin, George A. 
McDevitt Co., director ond retiring president; Douglas Taylor, 


J. P. McKinney & Son, president; R. M. 


Ormsbee Inc., secretary, and Charles Revelle, Ridder-Johns Inc., 


treasurer. Standing 


Mclean, O'Mara & 


Co., director; E. M. 


LP 
a en. | 


oo 
+ 


€ 


(left to right) are J. J. Cooper, John Budd 
Roscher, an out-going director; James S. 
McAnulty, Allen-Klapp Co., director; J. Donald Scott, Scolaro, 
Meeker & Scott, director; Ernest Mennell, Moloney, Regan & 
Schmitt, director, and Stephen P. Mahoney, Burke, Kuipers & 
Mahoney, director. 


plans to increase considerably the 
amount it will spend on coopera- 
tive advertising in newspapers. He 
stressed that, although efforts are 
being made to sell newspapers at 
the factory level, “we can’t over- 
look the appeal from the field.” 

A major criticism lodged against 
the presentations is that they dis- 
play large amounts of statistics 
but fail to make them available 
in literature form for later assimi- 
lation by the audience. 


® In the future, it was indicated, 
AANR chapters will make copies 
of their presentations available to 
audiences, and the presentation 
program and an expanded clinic 
program will be continued during 
the coming year. 

Douglas Taylor, v.p., J. P. Mc- 
Kinney & Son, New York, was 


|elected president. Others elected 


were: Paul Elsberry, Scheerer & 
Co., Chicago, v.p.; Charles Revelle, 
Ridder-Johns, Chicago, treasurer, 
and R. M. McLean, O’Mara & 
Ormsbee, New York, secretary. 

Elected to the board of directors 
were: 

From Chicago: J. J. Cooper, John Budd 
Co.; J. Donald Scott, Scolaro, Meeker & 
Scott; Henry Slamin, George A. McDevitt 
Co., the retiring president; James S. Mc- 
Anulty, Allen-Klapp Co.; Mr. Elsberry 
and Mr. Revelle. 

From New York: Stephen P. Mahoney, 
Burke, Kuipers & Mahoney; Lee A. Ward, 
Ward-Griffith Co.; Gerald McDonald, 
Kalph R. Mulligan Co., and Ernest Men- 
nell, Moloney, Regan & Schmitt. 

From Philadelphia: Ralph H. Steen, 
DeLisser Inc. 

From San Francisco: Louis Rubin, Gil- 
man, Nicoll & Ruthman. 

From Los Angeles: Leo Wilson, Cresmer 
& Woodward. 

From Detroit: 
Griffith Co. 

From Atlanta: Walter Guy, Sawyer-Fer- 
guson-Walker 


Tax Court Approves 
Advance Payment 
for Ad Campaign 


WasHINGTON, Dec. 3—The Bu- 
reau of Internal 
bowed to a tax court decision 
which reiterates the right of an ad- 
vertising company to deduct for 


tax purposes any legitimate ad- | 


| vertising payment made during a 
year. 

The case involved a Milwaukee 
ready-to-wear store which had 
pledged $7,500 to a cooperative 
neighborhood advertising cam- 
paign which was to run over a 
five-year period. 

When the retailer paid half his 
share in a single year, the Bu- 
reau of Internal Revenue con- 
tended that no more than a fifth 
of the payment could be considered 
a business expense in any one of 
| the five years. 
|@ The tax court reminded the bu- 
reau of a doctrine which it has 
| frequently quoted to advertisers— 
that advertising costs cannot 
spread over a number of years, 
jbut are deductible in the year 
| when the liability is incurred. 
| The store involved, Consolidated 
| Apparel Co., was to contribute 
| $7,500 to the advertising and pro- 
motional activities of the Upper 
Third Street Advancement Assn. 
| It claimed payments of $3,750 dur- 
| ing the year 1946. By spreading 
| this payment over the five-year 


| life of the campaign, the bureau 


only $437.50. 


The court commented: “Rea- 


Specialty Foods Group Eschews Foods 
ment, which means less money. | Called ‘Fancy’; It Aims at Young Folks 


New York, Dec. 3—From now 
on, those palate-tickling delicacies 
will be known as “specialty foods” 
rather than “fancy foods” if the 
National Assn. for the Specialty 
Food Trade has its way. 

At its 16th meeting, the group 
decided that “much more impor- 
tant to our industry now than the 
hard hit ‘carriage trade’ is a wide 
sector of population that enjoys a 
remarkably high standard of living 
and provides the specialty food 
manufacturers with unp3 .:leled 
sales opportunity.” 

Stephan Leeman, ~-ssociation 
president and manag’: director 
of Ming Tea Co., em; «.sized the 
importance of educiting people to 
fine foods which offer high quality 
at every-day prices. The associa- 
tion decided to adopt the expres- 
sion “specialty foods” in order to 
appeal to a larger market and place 
emphasis on “quality” rather than 
“luxury.” 


The main method of getting 
greater consumer acceptance is by 
increasing the appeal and effec- 
tiveness of specialty products at 
point of sale, it was decided. Spe- 
cialty food manufacturers will be 
urged to be more informative, use 
self-selling labels that illustrate 
the product and its uses, and 
will be asked to give more frequent 
demonstrations so that the younger 
population can become acquainted 
with fine foods. 


Matthews Joins A. C. Nielsen 


Joseph R. Matthews, formerly 
head of West Coast station rela- 
tions and manager of the San 
Francisco office of Weed & Co., 
has joined A. C. Nielsen Co., Chi- 
cago marketing research organi- 
zation. In his new post, Mr. Mat- 
thews will be in charge of Nielsen 
coverage service on the West Coast 
and surrounding states. 
maintain headquarters at the com- 
| pany’s San Francisco office. 


He will) 


sonable costs of advertising are 
| generally allowable as business 
|expenses. They are deductible in 
the year when paid, or if the tax- 
| payer reports on an accrual basis 
|—as petitioner does—in the year 
when the liability is incurred.” 


Revenue has) 


'@ The court said Section 43 of the 
Internal Revenue Code, which the 
bureau quoted to justify its posi- 
tion, “does not authorize the 
spreading of depreciation deduc- 
tions in respect to the cost of ad- 
vertising or the acquisition of any 
non-taxable capital asset. 

“The bureau has no case in sup- 
port of its position, and we find 
none.” 

The bureau confirmed today that 
| the case would not be appealed. 

Officials said, however, that the 
decision rested on the facts devel- 
oped in this particular case, and 
that other advertisers could not 
| assume that the decision is a green 
| hight to pay in advance for ad- 
| vertising in future years under a 
| different set of circumstances. 


Airline Advertising 
Will Gain Greatly in 
‘Future, Gragg Says 


| HOLLYwoop, Dec. 2—During the 
|second quarter century of air 
| transportation now beginning, ad- 
| vertising will play a much more 
{important role than it did during 
first quarter century, B. B. Gragg, 
|director of sales for United Air 
| Lines, told members of the Holly- 


Jack F. Kent, Ward- proposed to allow a deduction of | W00d Advertising Club. 


| In its earlier days, air trans- 
| portation had to be sold personally, 
he observed. But since World War 
| II, direct sales budgets have held 
| relatively stable, while ad budgets 
have gone up considerably. Mr. 
Gragg said that, now air trans- 
|portation has become common- 
place, advertising is needed to cov- 
er the greatly enlarged market. 
The result will be substantial in- 
;creases in airline advertising 
budgets, in his opinion. 


@ Mr. Gragg also predicted that 

within the next 25 years it is like- 

ly all long distance travel will be 
| done by plane, as will all freight 

shipments with any priority. Many 

railroad men are in favor of this, 

he said. This will enable the latter 
| to concentrate on the job they do 
| best—moving freight. 


WKRC-TV Appoints Johnston 

Sam Johnston, formerly with 
WSAI and WCPO, Cincinnati, has 
joined the WKRC-TV, Cincinnati, 
sales staff. 


Robert Conahay Inc. Moves 


Robert Conahay Inc., New York 
agency, has moved to new quarters 
at 366 Fifth Ave. 


' Post Office 


Wants 23% Hike 
in Parcel Post 


WASHINGTON, Dec. 3—The Post 
Office Department notified mail 
lusers today that it will apply to 
the Interstate Commerce Commis- 
sion next month for a substantial 
|increase in parcel post rates. 

The department published a 
|schedule of proposed new rates 
| which would represent an over-all 
jincrease of approximately 23%. It 
jinvited mail users to submit coun- 
ter-proposals during the next 30 
days. 

The new schedule is supposed to 
meet the requirements of sections 
of the postal law which specify 
that parcel post must operate or a 
“break-even” basis. 


s Under the law, the Post Office 
is authorized to obtain parcel post 
rate increases by applying to the 
ICC. Other major classes of postal 
rates can be changed only by act 
of Congress. 

This will be the second time in 
recent years that the Post Office 
has filed new parcel post rates 
with ICC. In November, 1950, Post- 
master General Donaldson sub- 
mitted plans for a $100,000,000 rae 
increase. Following a public hea 
ing, ICC gave its approval in Ju 
1951, and the parcel post increa: 
became effective on Oct. 1, 1951. 7 

In announcing the plan for fu 
ther increases today, the depart 
ment is following new procedur 
which give mail users somewh 
greater opportunity to air the 
point of view. 

Today’s announcement said th 
detailed information explaining t 
background of the proposed i 
creases could be obtained from t 
department. In addition, post 
officials will be available on D 
15 to consult with mail users w 
are interested in further inform 
tion about the increases. Finall 
all mail users are invited to sub 
comments during the next 30 da) 


s Mail users will also have 
opportunity to appear before IC 

On the basis of a $202,426,0 
parcel post volume during the fi 
half of 1952, the new rates wou 
raise approximately $68,290,000 
additional revenue in a six-mon 
period, or well over $125,600,000 a 
year. The increases are confined to 
parcel post and do not apply to 
catalogs or other fourth class mat- 
ter. 

Postal laws specify that parcel 
post rates shall be sufficiently high 
to cover expenses. In the past, 
Postmaster General Donaldson 
went to Congress for increases on 
several occasions. While Congress 
has voted two parcel post hikes in 
the postwar period, the service 
continues to fall behind. 

Mr. Donaldson resorted to the 
ICC procedure in 1950, after the 
House appropriations committee 
criticized the department for fail- 
ing to keep parcel post on a break- 
even basis. 


NRDGA Appoints McNair 
Prof. Malcolm P. McNair, Lin- 
coln Filene professor of retailing 
at Harvard Graduate School of 
Business, has been named chair- 
man of a new committee set up 
by National Retail Dry Goods 
Assn. to expedite more efficient 
retailing in a non-defense econ- 
omy. Invitations have been sent to 
ja list of department, chain and 
specialty store executives to serve 
as members of the new committee. 


BAB Names Miss Byers 

Janet Byers, previously director 
of sales promotion and merchan- 
dising for WBNS-TV, Columbus, 
O., has joined the Broadcast Ad- 
vertising Bureau, New York, as a 
member of the staff of the local 
promotion department. 
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FCC Staffers, Senators and DuMont 
Protest UPT-ABC Merger Approval 


(Continued from Page 1) 
who expects to be judiciary com- 
mittee chairman, said FCC will be 
called before his committee if it 
takes any action which weakens 
the anti-trust laws 

Sen. Langer forwarded a three- 
page letter to FCC blasting Hear- 
ing Examiner Leo Resnick for 
finding that the merger of UPT 
and ABC would not weaken com- 
petition. 


s “It is self-evident,” Sen. Langer 
wrote, “that the theaters and the 
TV licenSees will be competitors 
for the product of motion picture 
producers. 

“To indicate otherwise, as does 
your examiner, is to deny facts 
known to every child who looks 
at a TV set.” 

The senator asserted that the 
proposed decision would place 
“notorious” anti-trust violators in 
a position to violate the anti-trust 


laws in all respects similar to the 
position the Supreme Court struck 
down except that TV _ stations 
would be substituted for motion 
picture houses. 

The commission gives Para- 
mount, UPT and ABC ten days in 
which to answer the briefs filed 
by the FCC staff and DuMont. 
Subsequently, FCC will decide 
whether oral argument is neces- 
sary, or whether the final decision 
can be issued on the basis of the 
written arguments. 


@ There was some surprise here 
that CBS did not file comments 
on a portion of the decision which 
would authorize the merged com- 
pany to complete the sale of TV 
Station WBKB, Chicago, to the 
network for $6,000,000. 

The outcome of this portion of 
the decision has been further com- 
plicated because Zenith has applied 
for Channel 2 in Chicago. This is 


the channel WBKB must occupy 
as a result of a reallocation of fre- 
quencies. 


= CBS fears that it may find it- 
self in a competitive hearing with 
Zenith for the channel, and that 
the expenditure of the $6,000,000 
would buy nothing more than a 
right to participate in a hearing, 
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The FCC’s staff, DuMont and two prospective chairmen of senate 
committees—Sens. Langer and Tobey—are now challenging the pro- 


posed ABC-Paramount merger 


A federal judge refused to issue an injunction against Liggett & Myers, 
claiming tobacco is not a drug, but the FTC will continue the fight 


against Chesterfield ads 


CBS, however, is apparently going The NCAA appears to be sticking to its one-football-game-a-week TV 
program. However, the radio-television manufacturers say video has 


through with the deal. 

The Zenith application has 
raised some novel points of law, 
and the commission has been slow | 
to indicate whether it intends to| 
grant the hearing or not. 

A somewhat similar case, involv-| 
ing a situation in Lancaster, Pa., 
where an existing TV station and 
a new applicant are competing for 
a channe! as a result of realloca- 
tions, will be argued in the federal | 
court here next Thursday. 


ws If the court decides the existing 
station has an uncontested right to 
the channel, FCC may decide there 
is sufficient precedent to permit 
WBKB to move to its new channel 


ig? 


remember... 


ONE MILLION PEOPLE with a buying 
income of $1,500,000,000 live in 
lowa’s central 52 counties. 

THE DES MOINES DAILY REGISTER 
and TRIBUNE reaches 71 %e of these 


households . .. minimum coverage 40%, 
Des Moines (Polk County) 97 Ye cover- 


ee 


coverage, 


. additional 51 counties 63% 


This is an “A” schedule newspaper in a 


BIG, MUST MARKET. 


ABC Circulation March 31, 1952: 376,658 
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| The Canadian Advertising Research Foundation has come up with a 
comprehensive audience study of Canadian magazines 


ooo NO 36 


The Atlantic charges the refusal of the AMA Journal to run its ad is 


based on “an iron curtain premise” 


CUTS RA REEMA TERA WOES Page 85 


A new study by Market Research Corp. outlines the problems con- 


nected with growing drug sales 


in food stores 


A Newsweek study shows that imported liquors are holding up better 


than domestic ones 


G. Lynn Sumner tells what advertising is about in his book just pub- 


lished by Prentice-Hall 
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without considering Zenith's bid. 

The WBKB case is more com- 
plicated, however, because WBKB 
is also up for license renewal. 
Zenith’s legal rights in such a 
situation might be considerably 
stronger than they would be if 
WBKB were merely moving to an- 
other channel. 


‘Hit Parade’ on Radio Ends; 
Pabst Drops Bouts on AM 


Network radio casualties last 
week included: Lucky Strike’s 18- 
year-old “Hit Parade’ on NBC 
(through Batten, Barton, Durstine 
& Osborn), with the TV version to 
continue; Pabst’s Wednesday night 


fights (CBS, Warwick & Legler), 
coincident with the addition of 
about 19 stations to the CBS-TV 
lineup; John Daly’s newscast for 
Gulf Oil (Young & Rubicam) on 
ABC. 

Among new network video spon- 
sors: Deepfreeze appliance divi- 
sion, Motor Products Corp. (Roche, 
Williams & Cleary) as participat- 


ing advertiser on the “Garry 
Moore Show” (CBS-TV); Ameri- 
can Machine & Foundry Co. 


(Fletcher D. Richards Inc.) and 
electric shaver division, Reming- 
ton Rand Inc. (Leeford Advertis- 
ing Agency) for a short run on 
“Omnibus” (CBS-TV). Columbia's 
Jackie Gleason lost one of his 
three backers—American Chicle. 
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HOLIDAY GREETINGS 


AMERICAN MEDICAL ASSOCIATION 
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“We chose the 
HERALD TRIBUNE 


to carry the bulk of our 
advertising appropriation 
because it best fitted 

our promotion budget, 

thus reaching the nation’s 
leading advertising executives 
and agencies in a most 


practical manner.” 


*..s0 too has the 
HERALD TRIBUNE 
become our ‘preference’ medium.” 


New York Leaders Are 


Herald Tribune 


Readers 
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Dick Paisley, formerly assistant 
to the sales manager of WFIL, 
Philadelphia, has been named sales 
manager of WHUM, Reading. He 
also is expected to direct the sales 
for WHUM-TV when it begins 
operations in December. 


WHUM Appoints Paisley S. M. 


Appoints Dick Sutherland 

Dick Sutherland, formerly brok- 
erage sales promotion specialist 
for Connecticut General Life In- 
surance Co., Hartford, has been 
appointed promotion manager for 
“Na-Churs” Plant Food Co., Mari- 
on, O. 


for facts, figures and full information on 


The Fabulous Southwest 


The Nation's Largest Trade Territory 
Write General Advertising Department, Newspaper Printing 
Corporation, El Paso, Texas for your FREE COPY of informa- 
tion booklet. 16 pages of facts about El Paso and the Southwest. 
Latest population and family estimates for a 24 county area 
plus retail, food, drug, auto sales by towns and counties. 


Che El Pasn Cimes 
An independent Newspaper 
Morning and Sundoy 


El Paso Herald-Post 


A Scripps-Howard Newspaper 
Evening 


Lionel Train Sets 
Include Miniature 


Posters in Tie-in 


New York, Dec. 5—Through a 
tie-in plan, Lionel Corp., maker of 
mode! railroads, will distribute 8,- 
000,000 miniature 24-sheet pester 
designs with its 1952 trains. The 
tie-in also involves Standard Out- 
door Advertising and ten national 
advertisers. 

Now in its fourth year, the post- 
er plan “is designed to strengthen 
home interest in advertising and 
fulfill a demand from children for 
real-life advertising to bring au- 
thenticity to their model railroad 
layouts.” More than _ 1,000,000 
homes have plastic poster panels 
for displaying the miniature de- 
signs. 

The tiny posters, distributed in 
sets of ten, feature advertising of 
Wrigley’s Spearmint gum, Sun- 
sweet prunes, Frigidaire, Heinz 
beans, du Pont anti-freeze, Sunoco 


Advertising Age, December 8,- 1952 


gasoline, Plymouth cars, General 
tires, Florida’s Silver Springs and 
Baby Ruth candy. 

Lionel is advertising its Christ- 
mas catalog, which shows the post- 
er designs, in Collier's, Life, Look, 
Newsweek, The Saturday Evening 
Post, Time, and 20 other publica- 
tions. Buchanan & Co. is the Lionel 
agency. 


Promotes Hugh S. Ferguson 

Hugh S. Ferguson, since 1948 
executive v.p. of Dewey & Almy 
Chemical Co., Cambridge, Mass., 
has been elected presidert and 
chief executive officer of the com- 
pany. Mr. Ferguson succeeds Brad- 
ley Dewey, president since the 
company's founding in 1919, who 
has been elected chairman of the 
board. 


Lundy Joins Buchen Co. 

Bernard Lundy, for the past five 
years an account executive with 
Fuller & Smith & Ross in Cleve- 
land, has joined the Buchen Co., 
Chicago, as a copywriter and con- 
tact man. 


He’s improving the taste 


Many a package of pie-crust mix still sits 
on the grocer’s shelf because inferior re- 
production robbed the advertising of its 
lip-smacking appetite appeal. 

Full color illustrations of food really 
put an electrotyper to the test. But tough 
as that test is, we at Reilly welcome it. 
For it gives our team of skilled craftsmen 
—engravers, electrotypers, finishers, 
proofers—a chance to really show what 


they can do. 


You can Really Rely on 2 7 LLY 


Other Divisions of Electrographic Corporation: American Electrotype, San Francisco; Advance-independent Electrotype, Indianapolis; Lake Shore Electrotype, 
Chicago; Michigan Electrotype, Detroit; New Haven Electrotype, New Haven; Reilly Plastictype, Los Angeles; The Wrigley Company, Atlanta. 


of a prize-winning pie! 


In the picture above you can almost see 


|‘Journal-American’ 


|and‘World-Telegram’ 
Dispute Ad Linage 


New York, Dec. 2—Space sales- 
men for the New York Journal- 
American and the World-Telegram 
& Sun are fighting a running ver- 
bal battle in the offices of pros- 
pective clients all over town. 

And the managements of both 
the afternoon dailies are tilting 
lances in large-space ads. 

Right now, the Journal pecple 
have their backs up over a page 
ad which ran in both the World- 
Telegram and the Philadelphia 
Evening Bulletin in which the 
World-Telly declared it “led all 
New York weekday newspapers 
in full-run grocery advertising, re- 
tail and national combined,” dur- 
ing the first six months of 1952. 

The Journal got even madder 
when World-Telly space salesmen 
were said to be using the “full- 
run” linage approach with agen- 
cies and accounts. 


@ So the Hearst daily took a full 
page in its own pages to blast the 
Scripps-Howard paper for “plan- 
ned confusion” and for choosing 
“to distort the facts and resort 
to untruths in wooing advertisers.” 
The Journal also spoke of “un- 
qualified claims and juggled fig- 
ures.” 

The Journal said it carried the 
most grocery product advertising 
with 1,439,450 lines for the first 
ten months of the year and that 
the Worid-Telegram was “a bad 
third” with 983,656 lines. 

As for “full-run,” said the Jour- 
nal, it led in that category too, 
405,164 lines to 387,018. “That 
‘full-run’ angle,” said the Journal 
“is planned confusion at its worst. 
What it means is that the WT&S is 
covering up for some 225,000 lines 
of grocery advertising which ap- 
peared in the Brooklyn-Queens 
sections of the Journal-American 
and did not run in the WT&S. We 
think that advertising in our 
Brooklyn-Queens section should 
be counted as advertising. The cir- 
culation of this section is close to 
two-thirds of the WT&S total cir- 
culation.” 


@ The World-Telly said today it 
doesn’t plan to reply to the Journal 
ad. “We don’t engage in contro- 
versy with people over their pro- 
motions,” a spokesman said. 


the pride with which this particular spe- 
cialist is doing a ticklish job. And, when 


you see the result, you know he’s really 
improved the taste-appeal of that pie. 


That’s what Reilly is known for. Doing 
the difficult in electrotyping 
with the same superior results 
you expect of the easy jobs. 


You can rely on it! 
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Electrotype 


NEW YORK 


| World-Telegram 


| ATHE SWISS COLON 


In any event, this afternoon's 
carried a page 
claiming it led all other New York 
newspapers in “full-run linage of 
all New York women's apparel ad- 
vertisers.” 

It also claimed “more full-run 
advertising than any other New 
York weekday newspaper” from 
department stores. 


Indiana Motor Truck to JWT 


The Indiana Motor Truck Assn., 
Indianapolis, has appointed J. Wal- 
ter Thompson Co., Chicago, to di- 
rect an advertising and public re- 
lations program. 


Give assorted COUNTRY 


Aged, natural cheeses — gifts of old 
world excellence. Prices include beau- 


tful packaging and mailing to you, and 
A - - 


to gift lists, in U.S.A. 
or sell outside continental U. 
faction guaranteed. 

Pack 7te — Party Pack — Nut-sweet 
Swiss, Sharp Aged Cheddar, shelf-cured 
Brick, rich Port Salut, Aged American, 
and Blue Cheese. 


We do not ship 
S.A. Satis- 


Brick, Blue Cheese, and Sharp Cheddar 

Club. 22 oz. Gift boxed (no substitutes) 

ara ae Gaeta 
Write for New FREE Booklet 

in fell color, ‘‘Gitts of Perfect Taste’’. 


34 Cheese Row, 
Monroe, Wisconsin 
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To Mescure 
Your Advertsing 
>and Soles! 


If you believe in Testing before Investing, then Omaha, 
the 2 in 1 Test Market is the answer for you. In one 
package you get the vital small town-rural area reaction 

as well as that of a metropolitan center. 


In the Omaha 2 in 1 Test Market, World-Herald adver- 
tisers have a non-competitive, one-paper market where 
Mr. and Mrs. Average have’ an income that practically 
matches the national average buying power. 


Use this 2 in 1 yardstick in pretesting new products, old 
products in a new market, or increasing volume in estab- 
lished markets. This is a partial list of advertisers who 
have used the Omaha World-Herald’s 2 in 1 Test Market 
& . x to pretest their products ... Swift’s Premium Franks, 
; - $+ me Armour’s Dial Soap, Lever Bros.’ Shadow Wave, Pepsodent 

= : Chlorophyll Toothpaste, Rayve Home Permanent and 
Rayve Shampoo, Glaser Crandall Preserves and General 
Foods’ Swansdown Angel Food Cake Mix. 


The quick accessibility of Omaha, by air just two hours 
from Chicago or five hours from New York, makes it 
possible for key personnel to take part in your testing. 
ae > The Burgoyne Grocery and Drug Index, established in the 

Omaha 2 in 1 Test Market for years, provides comprehen- 
sive sales audit reports in metropolitan Omaha and your 
choice of 10 small town-rural areas. 


For the advertiser who wants the sales answers by pre- 
testing his product, the lew-cost Omaha World-Herald, with 
its dominant 2 in 1 Test Market coverage, is the answer. 


GET the FACTS... 


contact your nearest O'Mara & Ormsbee office 


a: or write 
Omaha World-Herald 
\ Se Omaha, Nebraska 


O’MARA & ORMSBEE rion) roorosomaner 


NEW YORK « CHICAGO « DETROIT « SAN FRANCISCO « LOS ANGELES 
\ \ i. 


. ¢ 


OMAHA WORLD-HERAL 


/ 
Dominan 


| poet Saas . 
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Shepard Spink and Fawcett Disagree, 
But Both Are Sure That He Is Fired 


New York, Dec. 3—Shepard 


Spink was fired at 11 a.m. yes- 
terday from his job as v.p. and 
advertising director of Fawcett 
Publications, posts he has held 


since early 1949 

Mr. Spink told AA the dismissal 
came suddenly and as a result of 
“an internal conflict among the 


The Rotarian magazine 
reaches key executives in 
69% of the manufacturing 


concerns employing 1000 


or more persons. It reaches 
key executives in 20% of all 
manufacturing concerns 

in the U. S. 


four Fawcett boys who run this 
business.” He said he “had def- 
inite ideas about publishing which 
were not shared by all” four Faw- 
cetts. “The majority opinion,” he 
continued, “was to dismiss me.” 

The ousted ad chief declined to 
enlarge on the “internal conflict” 
or on the publishing ideas he es- 
poused. He said he has no job 
plans at the moment. 


” 


e W. H. Fawcett Jr., president of 
the company, denied any “internal 
conflict” among the four Fawcetts. 
He told AA “the only conflict was 
between the four Fawcetts and 
Mr. Spink.” 

“Mr. Spink has done a very good 
job and he is a wonderful fellow,” 
said Mr. Fawcett, “but his opin- 
ions about managing an advertis- 
ing department did not agree with 
those of the management.” 

He said the four Fawcetts voted 
unanimously to discharge Mr. 


Spink. 
| Asked if anyone else at Faw- 
| cett would soon follow Mr. Spink, 
Mr. Fawcett said “there is no plan 
now to dismiss anyone else.” He 
denied that there was any top- 
level division between long-time 
Fawcett people and those whom 
Mr. Spink brought into the com- 
pany. 

“I have all the admiration in 
the world for Mr. Spink,” he went 
on, “but things didn’t work out.” 


e Mr. Spink first joined Fawcett 
in February, 1949, as advertising 
director. He succeeded Eliott Odell, 
who had been with Fawcett 11 
years and who is now with Farm 
Journal and Pathfinder. In April, 
1949, Mr. Spink was named a Faw- 
cett v.p., continuing as ad director. 

Previously, he had been adver- 
tising director of Life, a post he 
retired from in November, 1948. 
His retirement, after five years 
with Time Inc., was attributed to 
being “very tired for two years.” 
Howard Black, v.p. in charge of 
all sales at Time Inc., also said 
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that no disagreement led to Mr. 
Spink’s resignation. 


NO LAUX SUCCESSOR 
DUE UNTIL JANUARY 

New York, Dec. 4—Harold Wise, 
president of Macfadden Publica- 
tions, said today no one would be 
named as successor to David Laux, 
former v.p. in charge of advertis- 
ing, until Jan, 1 at the earliest. 

Mr. Laux recently left the com- 
pany after spending 18 months 
there (AA, Nov. 24). Mr. Wise 
said he has to speak to “10 or 15 
more people” both inside and out- 
side Macfadden. To date, he added, 
no one person has the inside track. 


‘TV Digest’ to Al Paul Lefton 

Ai Paul Lefton Co., Philadelphia, 
has been appointed to handle ad- 
vertising for TV Digest, Philadel- 
phia regional weekly program-fea- 
ture television magazine. 


Johnston Joins WKRC-TV 

Sam Johnston, formerly with 
WSAI and WCPO, Cincinnati, has 
joined the sales staff of WKRC-TV, 
Cincinnati. 
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Harper-Atlantic ci 


ms 


wherever there is an 


d. 


ofp 


power. For example: One out of every 762 
Iinois families lives in Winnetka, but one out 
of every 50 Harper or Atlantic subscribers in 
Iinois lives in Winnetka. 


NEW YORK + 


A good salesman, whenever he can, goes to 
“the tops” ... That’s where he can get authorita- 
tive action .. . One “Yes” from the man who can 
say “No” is better than wasting your time on men 
who can’t say either... And that’s where the Atlantic 
and Harper’s go for the answers . . . “The Tops” 
. . » They go to “the tops” for their circulation... 
They go to “the tops” in behalf of the advertiser 
... These two famous magazines are not under- 
studies, but stars in the drama of America... Read 
by 350,000 people who are “tops” in the pro- 
fessions of America . . . “Tops” in the industries of 


America .. . “Tops” in a thousand 


= 


eX 


activities that keep America rolling 
in the direction of new produc- 
tion “tops” and greater buying 
power ... Many magazines 
can sell you a seat for 
the show, but only 
Harper’s and the 
Atlantic can give 
you “two on the 

aisle .” 


i 


2 a) 
oe 


Harper-Atlantic 


SALES INC. 


BOSTON «+ 


CHICAGO 


* SAN FRANCISCO 


FCC Loath to 
Let AM Stations 
Combine for TV 


(Continued from Page 1) 

“We are unable to determine 
now that such a relationship would 
not be inimical in a significant de- 
gree to the normally expected 
arms-length competition in the 
operation of two AM stations,” it 
said. 

“The same persons who must 
reach agreement with respect to 
matters such as TV programming, 
rates and advertising policies 
would be required to plan with 
| respect to their AM interests on 
| the very same matters, but in com- 
petition with each other. The econ- 
|omics and psychology of such a 
joint venture mitigate against the 
| separate and independent opera- 
tion of the two AM stations.” 


® Commissioners Robert Bartley 
and George Sterling disagreed. 
They said they felt the applications 
should be granted in order to bring 
TV to Macon and Elmira with min- 
imum delay. Commissioner Bart- 
ley said he felt the stations would 
continue to compete with each 
other “so long as the conditions 
agreed upon are followed.” 

| The cases are considered vital 
| to the plans of dozens of other 
| broadcasters who may hesitate to 
}enter TV on the basis of limited 
|resources or to face competitive 
| struggles for a limited number of 
| channels. 
| The Macon corporation was 
| formed by the owners of WBML 
|}and WNEX. They said they are 
| each qualified to operate a TV 
station, and would file in com- 
| petition with each other if the ap- 
plication cannot be granted to the 
new company. 


|® They promised that the two 
| AM stations would be operated in- 
| dependently and separately from 
| each other. Program policies, sales 
| policies and the discharge of pub- 
| lie service responsibilities will be 
determined and effected indepen- 
| dently for each station by persons 
| who will have no interest, finan- 
|cial or otherwise, in the other 
| station. 

| “Separate rate cards for all three 
stations will be used, and no ad- 
vertiser will be required to pur- 
|chase time on one station as a 
condition to obtaining time on an- 
other. No special inducements, 
such as combination rates, will be 
offered advertisers to use more 
|than one of the three stations,” 
they added. 


8 The Elmira application was from 
a company formed by Corning 
Leader Inc. and Elmira Star- 
Gazette Inc. The Corning Leader 
is 100% owned by W. A. Under- 
hill and E. S. Underhill, owners 
of WELM, Elmira, and WCLI, 
Corning. The Elmira Star-Gazette 
is licensee of WENY, Elmira. 

In applying, the companies said 
the newspapers and stations would 
all have distinct and separate 

| staffs and that there would be no 
' combination rates, joint sales con- 
tracts or proposals. 

Chairman Paul Walker said he 
is not persuaded that hearings in 
the cases will be necessary. Point- 
ing out that the applicants have an 
opportunity to file further infor- 
mation with the commission, he 
said the applicants may be able to 
show how their competition in the 
AM field can continue unimpaired 
after they join forces as owners 
of TV stations. 


Weiner-Morton in Milwaukee 

Weiner-Morton & Associates, 
Madison, Wis., public relations 
consultant, has opened an office 
in Milwaukee. Richard Weiner, a 
| partner, is in charge. 
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6 milling machines 


on this spot? 


| uM Problem: How would you sell 
= 
O 
© 


Not even a genius could sell milling machines in this weed-grown field! 
ae But that was a short time ago. Today, on this same spot, the spanking new plant 


q shown below is turning out metalworking products in volume. Multiply this 

t 2 “quick change”’ by hundreds and you get some idea of what’s happening 

: throughout Metalworking America. Every week new plants are springing up 

: and an entirely new market is being created for your products and services. 
That’s why men sensitive to new market possibilities are raising their sales goals 
q aimed at Metalworking. That’s why STEEL is carrying more advertising pages 

: 7 today than ever before. For STEEL... through its continuing census of 

; Metalworking . .. is the on/y publication which has succeeded in matching 

: its circulation with Metalworking’s rapid growth. If you want to stake out a 


bigger claim in this dynamic market, talk to the man from STEEL. 


q STEEL + Penton Building + Cleveland 13, Ohio 
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Kahn to Carson. Roberts Inc. Roberts Inc., Los Angeles agency. Hugo Scheibner Agency, and Rob- 
Sid Kahn has been appointed He formerly was in charge of pro- ert F. Dennis Agency, all of Los 
production manager of Carson, duction for Louis Bass Advertising, Angeles 
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ONE OF TWELVE—A dozen spectacular painted bulletins like this are being rotated 

on the plant of Pacific Outdoor in Los Angeles, featuring various Kraft products in- 

cluding Miracle Whip, Parkay, mayonnaise, and cottage cheese, with others planned 
for the winter and spring months. J. Walter Thompson Co. is the agency. 


CHICAGO 
by Market Facts, Inc. 


for your FREE copy call FRanklin 2-6931 


Lf \Y/ rorecast 185 N. WABASH AVE., CHICAGO 1 UL 


New York, Dec. 2—Advertisers 
and their agencies are reminded 
that “guarantees should disclose 
conspicuously their exact scope 
and the conditions under which 
they are operative.” 

This reminder is contained in a 


\4-) ON-THE-JOB 


the clack = 


> 
. THE INDIANAPOLIS STAR THE INDIANAPOLIS NEWS 
Morning and Sunday Evening 
Sake In central Indiana . . . a rich, 2-billion dollar market . . . the big morning 
: “salesmaker” is The Indianapolis Star, Indiana’s largest morning news- 
a paper. In the evening, it’s the state’s number one evening paper, The 


Indianapolis News, 96°C home delivered. Together, they serve you night 
and day .. . "round-the-clock. If you want to sell Indianapolis and half 


of Indiana, use The Star and The News! 


KELLY-SMITH COMPANY - NATIONAL REPRESENTATIVES 


YOUR FIRST TEAM FOR SALES IN INDLANA 


NBBB Suggests 11 Rules to Guarantee 
That Ad Copy Is Proper on Guarantees 


report issued today by the National 
Better Business Bureau as a sup- 
plement to “Do’s and Don'ts in 
Advertising Copy.” 

Allan E. Backman, executive v.p. 
of NBBB, said that “the bureau 
has recently noted a failure by 
some advertisers properly to qual- 
ify advertised guarantees. It is to 
the advertiser’s own interest,” he 
pointed out, “to disclose clearly 
all the conditions or limitations 
of a guarantee since an unlimited 
guarantee requires the assumption 
by the advertiser of an unlimited 
obligation to the public.” 


® The new report contains 19 spe- 
cific recommendations to govern 
the use of guarantees in advertis- 
ing. Important@mong these are the 
following: 

“Guarantees should not be made 
unless the advertiser is prepared 
and willing to fulfill them prompt- 
ly and without quibbling. 

“Guarantees should be clear as 
to who is responsible for their ful- 
fillment. 

“Guarantee statements should 
disclose any additional charges or 
expenses required of the purchaser 
in making them operative. 

“Guarantees of ‘money back’ 
should be honored with a full re- 
fund in cash, unless qualifying 
conditions are clearly set forth. 
Guarantees of ‘satisfaction or your 
money back’ should give the pur- 
chaser the sole right to judge ‘sat- 
sfaction.’ 

“Guarantees which apply to a 
part or parts of an article shoul? 
be clearly stated so as to avoid 
creating the impression they apply 
to the whole. 


@ ‘Service guarantees’ should be 
clearly defined as to their nature 
and extent and should be promptiy 
fulfilled 

“*Time’ guarantees should be 
specific as to the period covered 
and should not extend beyond the 
normal life of the article covered 

“Guarantees should not extend 
beyond the reasonable perform- 


|ance possibilities of the product; 
|or the reasonable {fulfillment pos- 


sibilities of the advertiser. 

“Guarantees which offer op- 
tional adjustments should give the 
customer his choice of the one de- 
sired, unless the guarantor speci- 
fies that the choice is his. 

“Guarantees once given should 
not be subject to retroactive 
changes without the consent of the 
purchasers, nor should the guar- 
antor seek to circumvent them by 
offering alternate adjustments. 

“Guarantees should not be used 
as inducements to buy goods that 
are sold through false or fraudu- 
lent representations and should 
comply with state and federal 
laws.” 


| WFPG-TV Is New ABC Affiliate 


WFPG-TV, Atlantic City, will 
affiliate with the American Broad- 
casting Co. television network, to 
become ABC's 71st TV affiliate on 
Dec. 20. The station will operate 
on Channel 46. Neptune Broad- 
casting Corp. operates the outlet 
and Blair K. Thron is director of 
operations. 
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Limerick Contest 
Attracts 60,000 
Cranberry Eaters 


New Beprorp, Mass., Dec. 2— 
The lure of a Cadillac convertible 
has attracted more than 60,000 en- 
trants for a contest to supply the 
final line for a limerick which 
runs: 


| for CBS Radio in Hollywood. 


Make cranberry sauce delicious, 

And ether remarkable dishes, 

Se buy Eatmor today, 

For they're fresh and you'll say... | 

The contest, which closes Dec. | 
31, is being staged by American | 
Cranberry Exchange for Eatmor 
cranberries. Chambers & Wiswell, | 
agency for the cranberry produc- | 
er, describes the contest as “proba- | 
bly the biggest ever offered in the 
produce field.” } 


s Other prizes for runners-up in- 
clude 10 General Electric ranges} 
and 25 cash awards of $10 apiece. | 
A retailer contest, already closed, 
featured a Chevrolet sedan and ten | 
Winchester rifles as prizes. 

To promote the consumer con- 
test, Eatmor has been running a 
newspaper campaign in 125 U.S. 
and Canadian markets. Ads range 
from 1,000-line two-color splashes 
to 600-line b&w insertions. The 
November issue of Good House- 
keeping carried the 1,000-line ad 
fitted to its own page size. | 

Fred M. Knight, v.p. of Cham- | 
bers & Wiswell, described the 60,- | 
000 response as “beyond all expec- | 
tations” and said that cooperative | 
support from newspapers on the 
schedule has been impressive. 


Hertz 1953 Budget 
Set at $2,225,000 


Cuicaco, Dec. 2—The total 1953 
advertising budget of the Hertz 
Driv-Ur-Self System has been set 
at $2,225,000, according to Walter 
L. Jacobs, president. 

This represents an increase of 
14% over the present record ad 
budget. Of the total, $773,900 has 
been earmarked for national ad- 
vertising, with $1,482,000 allocated 
to local advertising in communities 
where Hertz operates. 


s Advertising for passenger car 
re ‘als will consume _  approxi- 
mately 85% of the national budget, 
Mr. Jacobs said, while the re- 
mainder will go for truck-leasing 
ads. Copy for car rental advertis- 
ing will stress economy and con- 
venience. Cooperative ads with 
airlines and railroads will empha- 
size the company’s plane-auto and 
rail-auto travel plans. 

Included on the 1953 media list 
are Business Week, Collier’s, Dun’s 
Review, Holiday, Life, National 
Geographic Magazine, Nation’s 
Business, Newsweek, The Satur- 
day Evening Post, Time and U.S. 
News & World Report. 

Other publications are American 
Aviation, American Society of 
Travel Agents News, Commercial 
Car Journal, Dairy Industries Unit, 
Fleet Owner, Industries Unit, Of- 
ficial Airline Guide, Official Guide 
of the Railroads and Railway Age. 

Campbell-Ewald Co. is the Hertz 
agency. 


Seltzer to Preside Over 
AFA Convention in Cleveland 

Louis B. Seltzer, editor of the 
Cleveland Press, has been named 
general chairman of the 49th an- 
nual convention of the Advertis- 
ing Federation of America at the 
Stat.er Hotel in Cleveland, June 
14-7. 

The AFA is seeking a new em- 
blem to represent “Truth in Ad- 
vertising,” and will pay $100 to 
any “artist or craftsman in the 
advertising profession” who will 
design a symbol “which will chal- 
lenge the industry to rededicate 
itself to Truth.” May 1 is the dead- 
line for the competition. Awards 
will be made at the AFA’s annual 
convention in Cleveland. 


Promotes Bob Hendricks Hillenbrand an account executive. 
Bob Hendricks, head of the| He formerly was with the adver- 

transcription department of KNX, | tising department of Procter & 

Los Angeles, has been promoted to| Gamble Co. 

associate director for KNX-CBS 

Radio. He succeeds Lucian Davis,| Dell Names Robinson 

who has been named production| Elihu Robinson, previously pro- 

coordinator of network programs! motion director of ‘Fopics Publish- 

ing Co., has nan nance ee 

|director of ishing Co., 

Appoints William Hillenbrand New York. He succeeds Allan 
Sherman & Marquette, New Stearn, who has resigned to pub- 

York, has appointed William R. lish Scope, Tab and Vue. 


Russell to Fruehauf Trailer 

W. J. (Bill) Russell has been 
appointed v.p. and director of sales 
of Fruehauf Trailer Co. of Canada, 
Toronto. Mr. Russell formerly was 
in charge of fleet sales throughout 
Canada for B. F. Goodrich Rubber 
Co. of Canada. 


Joins Daniel F. Sullivan 


Eugene B. (Gene) O'Keefe, for- 
merly with National Transitads 


| Inc., has joined the staff of Daniel! 


1} 


F. Sullivan Co., Boston agency, as 
a member of the new business de- 
partment. 


IT’S IN THE BAG 

s in your 

promotions. eys prove 

people prefer them. Pictorial 
reach 


mags. newspapers 

top circulations becouse of 

. . SINGLE PRINTS or 
ayy sub. cvail- 
able. Write FREE Proof- 

book No. 11. 


EVE*CATCHERS, Inc. 
\ 207 €. 37th St., N.Y. City 16 


° Fbcattug 


ANNUAL ROSE BOWL GAME, 
NEW YEAR'S DAY, 1952! 


it 


But in metropolitan 


130,972 aun 


see...and read...daily 


THE TELEGRAM 


as their ONLY daily newspaper 


This exclusive Telegram circulation is greater than the adult 


W. E. Browning, 
1106 Dominion Sq. Building, 
Montreal, Quebec. 


You can't TELL Toronto without The Tely! 


O'Mara and Ormsbee, Inc., 
420 Lexington Ave., 
New York, N.Y. 


John E. Lutz Co., 
435 North Michigan Ave., 
Chicago, lil. 


You can't SELL Toronto without The Tely! 


THE TELEGRAM can mus weeceno 


TORONTO 1, CANADA 
* DANIEL STARCH AND STAFF (Represented in Canada by Gruneau Research Ltd.) 


population of Windsor, Calgary, Halifax, London, Regina or Victoria. 
When you plan campaigns for Canada’s major markets, remember 
exclusive "Tely-Toronto” is one of Canada’s largest “cities” 


MORE THAN 500,000 PEOPLE IN CANADA'S RICHEST MARKET READ THE TELEGRAM 
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A Pleasing Instance of Cooperation 

It is interesting to note that Advertising Recognition Week, which 
developed as an activity of the Advertising Assn. of the West and its 
affiliated local advertising clubs, will next year be observed in many 
cities throughout the country whose advertising clubs are affiliated 
with the Advertising Federation of America. 

In the same way, there is reason to hope that the AFA high school 
Wssay contest may become truly national in character next year 
through the active participation of clubs affiliated with the AAW. 

Most advertising people, throughout the country, will welcome 
these evidences that the two large federations of advertising clubs 
are developing a working basis for mutual cooperation on projects 
Which can best be carried out on a truly national basis. They will 
hope, too, that the area of cooperation grows, and that before too 

ng the two organizations develop a unified program which will en- 
* the entire country to benefit from activities which are of im- 

wrtance to all advertising people everywhere. 

rhe Advertising Federation of America at present consists of mem- 
ber clubs which extend as far west as Denver. The Advertising Assn. 


“ef the West consists of member clubs which extend as far east as 


Denver. The Denver club has the unique distinction of being an im- 
portant member of both organizations. 

On first thought, it seems completely logical that there should be 
One national federation of local advertising clubs, instead of two re- 
gional ones. And perhaps this can be achieved at some time in the 
future. At the moment there are problems which make an amalgama- 
thon of the two organizations difficult to achieve 

But it is an encouraging sign that the two organizations are be- 
ginning to work in harmony on certain activities. The advertising 
Business needs a truly national, over-all organization which can speak 
and act for the advertising business as a whole, over the country as 
a whole, and these two active and growing organizations provide an 
excellent nucleus for such a truly national body 


Work for Mr. Summerfield 


lo the surprise of practically no one, President-elect Eisenhower 
has named Arthur Summerfield, chairman of the Republican Na- 
tional Committee, as Postmaster General. 

Mr. Summerfield admitted last week that he knows nothing about 
the Post Office and its numerous problems, but perhaps this will 
not be too much of a disadvantage. Very few people—with the pos- 


sible exception of one or two in the publishing business who have 
been forced to become experts by reason of their P.O. problems in 
recent years—know very much about the intricacies of postal opera- 
tions and costs 

It is a good thing, however, that Mr. Summerfield has announced 
his intention of giving up his job as chairman of the Republican Na- 
tional Committee when he takes over the postal position. The prob- 
lems of costs and service which face the Post Office Department are 
so complex, so vast, and so important to the whole of America that 
the job of Postmaster General can no longer be considered a sinecure. 
It will take all of a good man’s time to grapple with them 

Postal costs and deficits have been going up at an alarming rate 


in recent vears. The efficiency of postal service has been going down, 


t an equally alarming rate. It is the firm conviction of many business 
men who have studied the problem carefully that the entire postal 


structure and operation needs overhauling; that entirely new con- 
cepts of operational procedure must be developed and put into ef- 
fect; and that careful and intelligent business management, backed 
by an equally intelligent congressional approach, can do much to re- 
duce the frightening deficits and at the same time improve the de- 
teriorating service 

We hope Mr. Summerfield will labor diligently at the problem 
rhere is no greater service he could perform for the whole people 


The Torch, publication of the 
Milwaukee Advertising Club 


“My dad’s a commercial artist. There's an OUTSIDE CHANCE 
he may know what's wrong with it.” 


What They're Saying 


Commas But probably the most important 
There seems to be two schools of | Person of all who should see our 
thought on the subject of commas | ad reprints is the retail sales per- 
in a sequence. One school often son. We try to make sure that our 

insists to the point of apoplexy that | retailers see all of our ate. 
the only way to punctuate a se- This “merchandising” of adver- 
quence is like this: For dinner last | tising to the trade and to retail 
sales people is most important in 


night we had Martinis, onion soup, | 4 Brae ws 
tossed salad, pig’s knuckles and making advertising pay. any 


punkin’ pie. The other school, to| publications have excellent pro- 
which the chief proofreader of this | grams along this line, furnishing 
establishment belongs, insists that | reprints on window posters and 
pig’s knuckles and punkin’ pie do | counter-cards. But the best way I 
not go together, and that all words know to merchandise advertising 
lin a sequence of three or more to the trade is to send customers 


into our dealers’ stores asking for 
by a comma| 
pan Se meee Se the merchandise they have seen 
preceding the conjunction. 


; ..| in the advertising. 

What concerns this observer is ’ 
the inclusion in such a sequence | Pg cf — ao tes 
of the “surprise ending,” which advertising pays best when it 
happens more often than you might | y ; 
chink: | echoes and echoes and echoes right 

, | back from the consumer, through 

For é gerd ee ee ae the dealer, the distributor, to the 
prc tae sae ‘ > aate Ebert company’s saies organization. 
pigs nuckies an —Frank T. Tucker, director of adver- 
came late. tising, B. F. Goodrich Co., speaking 


— we om before the Milwaukee Advertising 
| tions, p by The E. F Club. 
Schmidt Co., Milwaukee. | 
| 96.2% Pure 


Echoes Are Important Advertising in America 
Repeating ads helps to make ad-| not be as pure as Ivory soap, but 


| 

| ss ‘ - - o | 

vertising pay in two ways. You get | neither is it so bad as some of its 
| 


may 


the reiteration of your message} critics claim. You hear people say, 
and you save a lot of money. You | for example, that “most advertis- 
} save particularly in the small Gr! ing is dishonest, or misleading, or 
| culation trade publications where| ¢-aydqulent.” 
| you may be paying $250 a page| we}, what are the facts? Just 
for the space and almost as much} pow honest or dishonest are the 
for making up the ad. Add your aq: we read and hear and see each 
| space cost and your mechanical day? The Federal Trade Commis- 
cost and figure your cost-per- | sion has an answer—and a favor- 
| thousand circulation. Pretty high.| ape one for advertising. 
But repeat the ad with no addi- Here’s what they told us: In the 
tional mechanical cost, which cuts | ¢jceg] year ending June 30, 1952, 
your over-all cost almost in half,| pTC staff members reviewed 636,- 
and see how much you bring aown $996 advertising messages. They 
that cost-per-thousand circulation. thumbed through mail order cata- 
A good way to repeat our mes- jogs, read magazine and newspaper 
sages is through the use of reprints ads and listened to radio and TV 
of advertisements. We think it is commercials. Of the original num- 
most important to send reprints of | per, 24.416, or about 3.8%. were 
advertisements to key customers 
and prospects and also to em- | words, the FTC was saying that 
ployes. We have used company | 
bulletin boards for showing blown- | 
up reprints of our ads like this, 
with a caption at the top reading: 
“YOUR COMPANY’S ADVERTIS- | 


was honest and factual. Not up to 
Ivory soap in purity... but still, 
not bad either! 


—Advertising News Letter published 
committee on advertising, 


| by the 
ING HELPS PROTECT YOUR p~ of Commerce of the U. S., 
JOB.” Washington, D. C 


set aside as objectionable. In other | 


96.2% of the advertising it checked | 


Rough Proofs | 


Station WGN’s window displays 
advertise dramatizations of stories 
of O. Henry, who perhaps was re- 
lated to F. P. Dunne’s Mr. Me- 
Dooley 

o 

Gladys the beautiful receptionist 
says she sees brewers change ad- 
vertising agencies very frequently 
and she doubts if this has any- 
thing to do with their interest i: 
hops 

+ 

“Selecting salesmen is like hand 
icapping horses, McMurry tells 
sales execs.” 

And the only horse player who 
did his own handicapping and 


| failed to die broke was Pittsburgh 


Phil. 
o 

Alan Garrett, v.p. of American 
Cigaret & Cigar Co., won a trip to 
Bermuda in an NBC tournament. 

This is the kind of customer golf 
no customer can object to 

+ 

Arthur Summerfield, the new 
Postmaster General, admits he is 
unfamiliar with the problems of 
postal service, but he will find 
plenty of people who are perfect!) 
willing to fill him in 

7 

“Dissapointed with your repro- 
ductions?” asks a photoengraving 
company. 

No, not if printers and plate 
makers agree to keep a dictionary 
handy 

. 

Public relations men are eager 
to do their part in leading the na- 
tion out of the age of anxiety, the 
story says. Between the Reds and 
the tax collectors, this can be re- 
garded as a difficult assignment 

. 

The Advertising Club of Los 
Angeles held a meeting which em- 
phasized the great advantages of 
films for TV, and neighboring 
Hollywood was quick to voice its 
approval. 

a 

Two more leading advertising 
agencies have joined forces, ap- 
parently convinced that in union 
there is strength, besides a better 
chance for the 15% to cover the 
overhead. 

. 

The present setup for television 
in Canada seems to be that the 
Canadian Broadcasting Corp. will 
assume the heavy load of serving 
the major markets, while the pri- 
vate broadcasters will be permitted 
to provide for the rest of the coun- 
try. 

e 

C. D. Jackson says mass media 
are not mutually exclusive. No 
television station, at any rate, has 
thus far seen fit to provide pro- 
grams for the cross-word puzzle 
addicts. 

» 

William I. Nichols says the mag- 
azine of the future will be either 
very large or very small. The edi- 
tor will have to decide whether 
he’s running a department store 
or a specialty shop. 

+ 


In spite of Notre Dame's discon- 
certing refusal to cooperate, the 
Trojans of Southern Cal still ex- 
pect to find their way to the Rose 
Bow! on New Year’s Day. 

Copy Cup 
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a The Chicago Tribune 
Q consumer-franchise plan gives 
specific answers to these sales 
and distribution problems 


Temporary volume gains based on costly deals 


The preference in shelf space and feature displays 
given to competing brands 


The trend to fewer brands per store which forces a 
brand out of important outlets 


: ... and produces these positive results! 


Greater immediate sales and steadily increasing 
share of the market 


More frequent “end” and “island” displays; more 
and better shelf space 


Helps salesmen get substantial orders from both new 
and old retail outlets 


Specific, workable solutions to problems such as these are 
among the reasons why the Chicago Tribune consumer- 
franchise plan is a proved success for grocery product 
advertisers in the multi-billion dollar Chicago market. 

The Tribune’s plan is designed to get your product on 
more grocery shopping lists and keep it there week after 
week regardless of strong competitive pressure. 

Based on today’s changed methods of retailing and the 


store manager’s own standards of brand evaluation, it 
can get more retailers to stock and feature your brand 
without resort to deals and premiums. 

If you are not satisfied with your share of Chicago's 
important grocery store spending, why not find out 
what a Tribune consumer-franchise plan has to offer? 
Call your nearest Chicago Tribune advertising repre- 
sentative today. 


CHICAGO TRIBUNE 


THE WORLD’S GREATEST NEWSPAPER 


Chicago New York City Detroit 
A. W. Dreier 


1333 Tribune Tower 220 E. 42nd St. 


E. P. Struhsacker W. E. Bates 
Penobscot Bidg. 


ADVERTISING SALES REPRESENTATIVES 


Sen Francisco 
Fitzpatrick & Chamberlin 
155 Montgomery St 


Los Angeles 
Fitzpatrick & Chamberlin 
1127 Wilshire Bivd. 


MEMBER: FIRST 3 MARKETS GROUP AND METROPOLITAN SUNDAY NEWSPAPERS, INC. 
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Boston Wool Group Urges $2,000,000 
Promotion Budget to Stop Sales Decline 


Boston, Dec. 3—A movement is 
afoot here to raise $2,000,000 in 
promotion money to defend wool 
from the encroachments of syn- 
thetic fibers. 

The plan originated within the 
Boston Wool Trade Assn., whose 
members handle three-fourths of 
all raw wool en route to weaving 
mills. It calls for a half-cent per 
pound levy on the wool they dis- 
tribute and is solidly backed by R. 
J. Keltie, association president 
until three weeks ago. 

Wool’s prominence as a garment 
fabric has been threatened since 


the introduction of acrylic textile! 


fibers, similar to wool in appear- 
ance and feel and in some respects 
superior to it. These synthetics— 
du Pont’s Orlon, Chemstrand’s 
Acrilan and Union Carbide & Car- 
bon’s Dynel among them—have 
benefitted by heavy promotion and 
publicity to the point where they 
are considered “miracle” fibers in 
the public mind. 

Wool merchants, confident of 
their product’s ultimate superior- 
ity, say that the passion for syn- 
thetic fabrics is a passing phase 
whose death will come after con- 
sumers have discovered for them- 
selves the disadvantages of the 


WHAT'S THE BEST } 

WAY OF PUTTING 

OVER PROMOTIONAL 
cory 


Ou@ “SPECIAL STORY” 
CONSUMERS 


ABVERTISING comic BOOKS! 
we IND OuT THEY BEST TELL 


TO THE 


RIGHT! AND FOR THE COMPLETE 

PRODUCTION OF & FULL COLOR 

TAILOR-MADE PACKAGE 
WE USE THE 


© EAST 591 STREET 
N.Y.C. 16, N.Y 


new fibres 
swers, “I do not want to run the 
risk of losing my business by de- 
fault.” 

He pointed out to ADVERTISING 
AGE that during the first half of 
1952 fully 50% of women’s suit- 
ing was pure synthetic and 47% 
of material processed for men’s 
slacks was made of 100% non- 
natural fiber. 

“Synthetic garments are replac- 
ing wool garments. There’s no 
doubt about it,” he stated flatly. 

“When you see the wool busi- 
ness dwindling at the same time 
that tremendous advertising cam- 
paigns are being conducted by 
manufacturers of synthetics,” he 
said, “it’s easy to tie the two facts 
together as cause and effect.” 


8 The question for the wool in- 
dustry is “who is to put the bell 
on the cat” and pick up the tab for 
promotion?, he continued. 

His answer is the wool distrib- 
utors—because they “have no out.” 


To growers, he explained, wool is 
! 


Advertising Age, December 8, 1952 


raised chiefly for meat. Garment 
manufacturers, he said, can use 
synthetics as well as wool and still 
stay in business. On the other hand, 
he pointed out, by their nature 


synthetics are a “standard prod-| 


uct” and consequently sales are a 
direct-to-manufacturer operation. 
It is up to the distributor to im- 


pose the levy on himself, he stated. | 


The cost added to finished wool 
garments would be “so negligible 
you could hardly measure it,” he 
declared. The average wool gar- 
ment weighs two pounds, he stated, 
and none weighs more than four. 
He noted that the value of the 
wool in a $100 suit is about $5. 


s As Mr. Keltie sees the campaign, 
five basic qualities of wool would 
be brought to the public’s atten- 
tion. No synthetic fiber, he pointed 
out, has more than two or three 
of these. They are: 

1. Absorbency. Wool, he said, has 
a capillary action that removes 
moisture from the skin and evapo- 


ea a] 


IT'S EASY WITH THE 


RIGHT 


COMBINATION! 


The advertiser who uses both Memphis news- 
papers to cover the $2 billion Memphis Market 
finds it easy to multiply his sales. By taking 
advantage of the optional daily combination 
rate of 65c per line this advertiser also finds 
it easy to secure maximum coverage at mini- 
mum investment. So, for faster results, remem- 
ber: Use the advertising columns of both 
Memphis newspapers. It's the Right Combi- 
nation in the Right Market! 


SCRIPPS-HOWARD NEWSPAPERS 


NS; 


MEMPHIS PRESS-SCIMITAR 


But Mr. Keltie an-;merely a byproduct from animals; rates it from the outside of the 


garment. 

2. Comfort when wet. Serrations 
|in wool fabrics point outward, he 
said, so wool clothing is not un- 
| pleasant to wear when damp. 
3. Versatility. There are more 
| than 5,000 types of wool from the 
| very finest garment material to the 
| most coarse carpet fabric. 
4. Strength. He admitted that 
| “pretty nearly all” synthetics ex- 
ceed wool in this category but 
pointed out that “there is a limit 
to how much strength you need.” 

5. Adaptability. Wool, he 
claimed, has a coloring beauty and 
ease of manufacture compared to 
which synthetics are “weak.” 


s Recent events in the wool in- 
dustry seem to indicate that a 
real problem exists. A report is- 
sued by the Boston Wool Trade 
Assn. itself noted that “the demand 
for wool is in a slump—particular- 
ly in the worsted end, business is 
depressed and our customers are 
increasingly turning to blends of 
synthetics with their wool in order 
to merchandise their products.” 

This same report added that in- 
creased demand for synthetics has 
put practically all of them on an 

|allotment basis until production 
| expansions are effected. 

Last month the giant in the wool 

|manufacturing field, American 
| Woolen Co., announced that in 
December it will permanently close 
several New England mills. 

Wool promotion is being carried 
on by the Wool Bureau in New 
York, which spends $750,000 an- 
nually for research, promotion and 
merchandising. Its funds come 
from British Dominion wool grow- 
ers. 


® Cotton already is organized to 
counterattack synthetics. The Na- 
tional Cotton Council, Memphis, 
has imposed a 15¢ per bale levy 
on growers and handlers and 5¢ 
a bale on spinners. The 1952 cot- 
ton industry promotion budget was 
$1,600,000. 

| Ernest Bentley, recently elected 
| president of the Boston wool group, 
told AA that at present he can 
offer “no particular views on the 
subject.” He disclosed that the as- 
sociation’s new advertising com- 
mittee will hold its first meeting 
in January, at which time the mat- 
ter will be taken up. 

It was his understanding that the 
idea for the undertaking came from 
the Wool Bureau, which was seek- 
ing a joint promotional effort. 


No. 5 in a Series 


When You Think of 
the LAST WORD in 


EQUIPMENT it’s 
NATIONAL van tines, inc. 


Who Has 


e RAIN-PROOF ¢ DUST-PROOF 


The ultimate in moving is at your serv- 
ice. This equipment warrants the praise 
of so many of our satisfied customers. 


YES SIR .. . for the best in moving 
service, contact your nearest National 
office or agent — refer to the yellow 
pages in your telephone book. 


wide AGENCY © 
wor aon 
SAN FRANCISCO EW YORK 


NATIONAL VAN LINES :. 


SACRAMENTO WASHINGTON, D.C. 
es 


EXEC. OFFICES: 2431 IRVING PARK ROAD 
GO, ILL. 
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Country Gentleman’s new editorial program is 
already winning wider readership by all age 
groups of both sexes. Regular reader traffic 
surveys show men, women and young people 
reading cover to cover. And still more all-family 
appeal is on the way! 


In addition to “Country Living’ — the unique 
section of better-living ideas for the whole fam- 
ily —the new Country Gentleman will carry 
more farm titles, more special departments, 
more sparkling color throughout. 


FAMILY APPEAL 


Ready in February, it will be a faster moving, 
harder hitting, more interesting magazine — to 
more people in more families. 


Circulation is already well above the 2,300,000 
rate base, with the total for February now esti- 
mated at 2,425,000. Indications are that 2,500,- 
000 will be passed during the first half of 1953. 


Wider and deeper influence — with substantial 
bonus circulation — makes Country Gentleman 
one of today’s most attractive advertising buys! 
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4-Man NBC Unit 
Keeps Busy Doing 
Some Publicity Jobs 


New York, Dec. 3—Ten months 
igo the National Broadcasting Co 
created a new department to he!p 


keep its sponsors’ names in the 
public eye 
This four-man department, or | 


unit, aims to give NBC radio and 
TV shows the same kind of razzle- 
dazzle buildup that the motion pic- 
ture industry has used to launch its 
proudest productions. However, 
the service as now set up is not 
something advertisers get as part 
the package when they buy a 
broadcast, but an extra they pay 
for. Norman Pader, former motion 
picture exploitation man, heads the 
unit, which works in conjunction | 
with the press department 


e 
or 


® One of its first projects was built | 
around the “Maxie the Taxi” char- | 
acter created by Eddie Cantor on| 
the “Colgate Comedy Hour.” Two 


Yes, there is only one 
newspaper in Akron but 
that newspaper reaches 
every buyer. 

When you wish to influ- 
ence Akron buyers toward 
selecting the products you 
remember, 
ONE does the job in Akron 


have for sale, 


John S. Knight, Publisher 
Story. Brooks & Finley 
Nat. Rep. 


Boston cabbies, with their taxis 
carrying banners plugging the 
show and five Colgate products, 
drove across the country to Los 


Angeles to present a plaque from | 
their association to Mr. Cantor. At | 


every stop, an NBC exploitation 
man paving the way for them, they 
were greeted by newspaper and 
radio reporters and civic officials. 

Last summer, to whip up en- 
thusiasm for a radio show spon- 
sored by the same advertiser, NBC 
took Bob Elliott and Ray Goulding 


back to Boston, where they 
worked, before coming to New, 
York, for an appearance in Fen- 
way Park. With the help of the 
Boston Red Sox and the St. Louis 
Browns, they drew 15,000 people, 
including the mayor, who was on 
hand to introduce the comedians. 
All of this was intended to help 
boost the rating for their morn- 
ing radio shenanigans on NBC. 


@ When Roy Rogers, who works 
for General Foods on radio and 
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TV, was in town for the rodeo at 
Madison Square Garden, the net- 
work muscled into the act with 
signs in his parade to City Hall. 
Nor did they fail to make use of 
the animal members of the Rogers 
team. Trigger was the hit of his 
cowboy’s owners cocktail party at 
the Essex House. And Rogers’ dog, 
Bullet, guested on NBC shows to 
celebrate National Dog Welfare 
Week. 

Non-sponsored programs 
have received 


also 
the exploitation 


1952 


treatment. The U. S. Navy docu 
mentary, “Victory at Sea,” has 
been featured in window displays 
in banks, department stores, book 
shops and at the American Mu- 
seum of Natural History. 

Currently, Mr. Pader and his 
aids are sitting up nights dream- 
ing up attention-getting stunts to 
publicize the new Bob Hope broad- 
cast for General] Foods, “I Married 
Joan” (General Electric Co.) and 
“Martin Kane-Private Eye” (U.S 
Tobacco Co.). 
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LD- EXPRESS 


eles FIRST Metropolitan Newspaper’ 


ABC Gets Unity Film Library 
American Broadcasting Co. has 
concluded a $250,000 contract for 
the entire film library of Unity 
Television Corp., New York. The 
films are to go to the company’s 
two owned stations, KECA-TV, 
Los Angeles, and KGO-TV, San 
Francisco. The stations have ex- 
clusive and unlimited usage of the 
library, including 18 feature pic- 
tures not yet seen on television, 
and 65 features that are Pacific 
Coast first runs. ABC has con- 
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ty for two of its other owned sta- 
tions, WXYZ-TV, Detroit, and 
WENR-TV, Chieago. 


Morton Advertising to Posner 

Henry Posner, president of Pitts- 
burgh Outdoor Advertising Co., 
has bought Morton Advertising, 
Baltimore. Whether Mr. Posner 
made the purchase individually or 
for his company has not been dis- 
closed. Pittsburgh is owned largely 
by General Outdoor Advertising. 


| Morton operates about 1,500 panels 


cluded similar contracts with Uni-|in the Baltimore area. 


S.F. Papers Change Column 
Size to ANPA Standard 


Following recommendations of) 


the American Newspaper Pub- 
lishers Assn., San Francisco's four 
daily and Sunday newspapers will 


alter their column widths to 11% | 


picas on Monday, Dec. 29, accord- 
ing to the San Francisco Newspa- 
paper Publishers Assn. This is a 
reduction from the present width 
of 12 picas. 

The four papers are the Call- 
Bulletin: Chronicle; Examiner, and 
News. 


In Los Angeles 
(America's 3rd Retail Market) 


ADVERTISER 
KNOW the 


HERALD-EXPRESS 
means SALES 


-SUCCE 


Gets ‘Invitation Playhouse’ 
“Invitation Playhouse,” quarter- 
hour film series distributed by 
Guild Films, Hollywood, has been 
acquired by WCBS-TV, New York, 
for first and second run programs. 
It is the 20th television market to 
which the series has been sold. 


Agency Changes Name, Moves 

Harry Feigenbaum Advertising, 
Philadelphia, has changed its name 
to Feigenbaum & Wermen and has 
moved to new, larger quarters at 
1922 Spruce St. 


If YOU want SALES 
you'll GET them from. 


The Los Angeles 


PAPAS 


> 
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ee 
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Three key dates 
for your 
public relations 
advertising 


in 1953 


The New York Times 


Review and Forecast 


of U. S. Business, 
LCE ITE RTM 


Industry & Finance 


January 5, 1953 
% 


The New York Times 


International 


Trade Section 


January 6, 1953 


The New York Times 


Business & Financial 
AN MME AE ett oor sc emte 


Review of 
| RRR 


the Americas 


January 7, 1953 


Only The New York 
Times—with the largest 
staff of news experts of 
any publication —could 
present the complete cov: 
erage of business and 
trade conditions that 


thesesections willcontain 


Let us tell you more about 


them... and show vou 
how hundreds of adver- 
tisers have effectively 
used these sections in past 
vears, Write, wire or call 
offices 


any one of om 


They be 


advise vou on the one 


happy to 


best-suited to your 1953 


advertising program. 
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FOR 33 YEARS FIRST IN ADVERTISING 


IN THE WORLD'S FIRST MARKET 
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59 Business Men Tell ‘Fortune’ What Kind 
of Information They Won't Tell the Public 


New York, Dec. 2—Running a| 
business successfully is a lot like 
playing a good game of poker 

A Fortune survey of business 
men, reported in the December is- 
sue, suggests this conclusion from 
a study of the strategy of informa- 
tion—-what to say about your busi- 
ness, how much and when. 

“Information is at the root of 
the matter,” John McDonald, au- 
thor of the Fortune article, says, 
“for nowhere more than in the 
market is knowledge power.” 


® The 59 business men queried by 
the magazine were asked to tell 
what type of information they 


wouldn’t make public and for 
what reasons of strategy they 
would withhold it. 

“Characteristically,” Mr. Me- 


Donald says, “U.S. business men 
are talkers, and they play a game 
in which most of the cards are 
open. There are companies, how- 
ever, that by individual quirk or 
ancient custom will tell literally 
nothing about themselves, not even 
what they won't tell.” 

One manufacturer said: “We try 
to keep confidential any informa- 
tion that we ourselves would like 
to have from our competitors.” An- 
other expressed the opinion that 
most businesses know pretty well 


STAMAT ¥ 


Incomplete. .. like a 


oi a ee 


' media schedule without The Elks 


Over one million mature family men, with incomes 


double the national median, want your ads to succeed 


in The Elks. It is their magi izine, fraternal in nature, 
national in scope, high in editorial excellence. At only 


$2.14 per page per thousand, The — delivers a mass 
market with class incomes. \ 


THE 


MAGAZINE 


, : j 


NEW YORK « CHICAGO « DETROIT « LOS ANGELES 


how their competitors stand; the 
only thing they don’t know is| 
where their competitors are going 
next. 


® Altogether, the business men—} 
most of whom represented con-| 
sumer goods industries—told For- 
tune that they withhold informa-| 
tion most often in the following | 
categories: Product research, pro-| 
duction costs, sales and profit} 
breakdowns by products, markups 
or discounts, and salesmen’s com- 
pensation. 

Among U.S. manufacturers, the 
survey indicated, the release of| 
new products calls for the greatest 
amount of strategy, and draws the 
closest parallel with the poker 
game. Using another metaphor, a 
rubber company executive said: 
“You just don’t tell the other team 
what your signals mean, and when 
you try a new play—or product—| 
you try hard to make it work the 
first time, because once you try it, | 
you have tipped your hand and} 
the opposition will be swarming | 
in.” 


s “In TV everyone plays his cards| 
close to his chest,” said a television 
manufacturer described by Fortune 
as “not one of the biggest.” “Sales 
promotions and advertising are 
concealed prior to being put into 
effect because they can be blocked 
by counter-campaigns,” the article 
states. 

In general, Mr. McDonald con-| 
cludes, business men talk pretty) 
freely about their business and) 
base their actions on what they | 
know about competitive enter- 
prises. What is actually withheld 

-compared to that which is pub- 
lic, whether by choice or govern- 
ment regulation—is quite small. 

Even so, such carefully con- 
trolled information is still the busi- 
ness man’s poker face in the mar- 
ket. 


Jell-Well to Erwin, Wasey 

Jell-Well Dessert Co., Los Ange- 
les, a division of Salem Congmodi- 
ties Inc. and an affiliate of Safe- 
way Stores, has appointed Erwin, 
Wasey & Co., Los Angeles, to han- 
dle its advertising, effective Jan. 
1. Foote, Cone & Belding, San 
Francisco, handles the account at 
present. 


Miss Gaige Joins Smith, Hagel 

Elise Gaige, formerly with John 
Mather Lupton Co., has joined 
Smith, Hagel & Snyder, New York, 
as publicity assistant. She will spe- 
cialize in the agency’s consumer 
accounts. 


GARY 


As reported in SALES MANAGEMENT Survey of Buying Power 
for 1952, among the 200 largest cities in the nation . . . 


Gary ranks 26th for per-family effective buying income 
... 51st for per-capita effective buying income 
..- 72nd for total effective buying income 


... 73rd for population 


Metropolis of Indiana Industry 
Second City In The State 


Whether you pick markets in which to advertise on the basis of 
populetion or buying power, or aecombination of both, here is a 
market far above the average in sales opportunities when you 
advertise adequately in the 


THE GARY POST-TRIBUNE 


’ 
Gary's only newspaper 

The only medium you can be sure will deliver your advertising with 
sales-preducing impact in this market. 

More than 95°% coverage of families in the city zone, better than 
80% in the entire Gary Trading Area. 

More than twice the effective family coverage of all Chicago daily 
newspapers combined in this market, and no other medium claiming 
coverage in this area even approaches our audience in size. 


DON’T LET ANYBODY KID YOU! There is no substitute, absolutely 
no substitute for THE GARY POST-TRIBUNE for effective family 


coverage in this compact, prosperous and rapidly growing market. 


(U. S. Census 1950) 


Additional 
Market Highlights 


Home of the world’s largest 
steel mills. Third largest steel 
producing center in nation. 


Principal shopping center 
for Lake and Porter counties, 
Populations total in excess of 
100,000. Total households 
113,276. (U.S. Census 1950) 
These counties offer a $713,- 
619,000 market. (Sales Man- 
agement 1952 Survey of 
Buying Power) 


Population of Gary 133.911. 


Of city and city zone 167,661 
Total for retail trading area 
220,603. (U.S. Census 1950) 


National Representatives: 
BURKE KUIPERS & MAHONEY 


Advertising Age, December 8, 1952 


Getting Personal 


Lew Hunt of the Buchen Co. allows as he’s selling more insur- 
ance these days than most insurance men, let alone admen. Lew’s 
house burned down Nov. 3 while the family was out, with practi- 
cally total loss of furniture and clothes. But his insurance is not 
only covering the loss, but paying his rent in a hotel apartment 
until the house can be made livable again, and Lew is so pleased 
he’s been talking it up like mad... 

John L. Coughlin, advertising manager of the Hartford Courant, 
and Mrs. Coughlin won the SCARAB Award (Special Costume for 
Advertising Recognition from the Arts Ball) at the first Advertis- 
ing Arts costume ball, sponsored by the Hartford Advertising Club 
at the suburban Avon, Conn., Country Ciub. Merwin Nair of Pasco- 
Nair Advertising Agency took second prize... 

Recently named chairman of public information and a director 
of the Boston metropolitan chapter of the Red Cross was agency man 
Paul H. Provandie of Hoag & Provandie. ..George Malcolm-Smith, 
assistant publicity manager of Travelers Insurance Cos., Hartford, 
has been named chairman of the Trinity College Alumni Fund 
campaign to raise $60,000 for college operating expenses. . .Harold 
B. Dow, director of public relations, Bridgeport Brass Co., Bridge- 
port, Conn., will be co-chairman for Connecticut of the Crusade 
for Freedom. .. 


GOLDEN ANNIVERSARY—Maude L. Clark, only woman ever to have completed 50 
years’ service with McGraw-Hill Publishing Co., was given a surprise cocktail party 
by the company recently. She’s pictured here with Curtis W. McGraw, president; 
Henry Lord, chairman of the finance committee, only other 50-Year Club member 
still active with the company, and Alfred M. Staehle, publisher of Engineering & 
Mining Journal, for which publication Miss Clark handles advertising makeup. 


Burt Browne, head of Burton Browne Advertising, Chicago, has 
some photographic proof of his Florida fishing prowess which he’s 
prepared to compare with any of the summer’s North Woodsmen. 
While he and Mrs. Brown were in Miami not long ago they caught 
a 6-ft. hammerhead shark that makes a nice picture, alongside its 
master, Burt... 

Experiencing the excitement of fatherhood for the first time is 
Francis Scott (assistant to the NBC Chicago TV operations man- 
ager), whose wife presented him with a son, William Francis, at 
West Suburban Hospital, Oak Park, on Nov. 23... 

Arthur Rosenberg, v.p. in charge of advertising and promotion 
for Food Fair Stores, received the 1952 Torch of Hope Award from 
the City of Hope, a non-sectarian medical center for tuberculosis 
and cancer, in Duarte, Cal. Screen star Rod Cameron made the 
presentation during a dinner in Mr. Rosenberg’s honor at the Belle- 
vue Stratford, Philadelphia .. . 

Another citation in the Quaker City last month went to Crawford 
H. Greenwalt, president of E. I. du Pont de Nemours, who received 
a gold medal award and plaque for outstanding business achieve- 
ment from the Wharton School alumni of the University of Pennsyl- 
vania. .. 

Paul W. Morency, v.p. and general manager of Travelers Broad- 
casting Service Corp., operating NBC’s 50,000-watt Hartford affili- 
ate, WTIC, served on a committee of Hartford University Club, in 
charge of a gala “Hollywood World Premiere” party. In addition to 
floodlights and spotlights, the dance program featured a 12-minute 
movie showing and presentation of “Oscars” to the deserving (or 
underserving) of the evening... 

William R. Batty, advertising manager of Wilcox-Crittenden Co., 
Middletown, Conn., has been named chairman of the public rela- 
tions committee of the Middletown Chamber of Commerce. . . 

E. L. Meier Jr., head of the Ft. Wayne, Ind., agency of that name, 
and his new client, Kidd Marshmallow Creme Co., got a real sales 
break Nov. 19 when the first small-space ad containing a recipe 
for “Never-Fail Fudge” ran in the Omaha World-Herald. That 
same day the daily carried a front page story and pix on a lady in 
an overturned car who kept alive on fudge for five days. “We 
didn’t push the good lady off the road, but the news tie-up worked 
wonders for Kidd Co.’s sales,” Mr. Meier reports. . . 

The Ivor Kenways (he’s head of Kenway Associates, Greenwich, 
Conn.) have announced the engagement of their daughter, Diana, 
to John Stuart Laing, of J. Walter Thompson Co., New York...After 
22 years as a publishers’ representative in Chicago, Thomas J. Rox- 
worthy Sr. moved to Barrington, Ill., where he joined a small local 
real estate company. About three months ago he opened a Barring- 
ton office for Baird & Warner and now he’s so completely sold on 
the country and the real estate business that he intends to keep at 
both for the rest of his working years. . . 
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Women’s Wear Daily 


Daily News Record 
Retailing Daily 
Footwear News 
Men’s Wear 
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RINTING THE NEWS 
WHEN IT’S NEWS 


The National Association of Food Chains Convention 
in Miami adjourned on Thursday, October 30th. 
SUPERMARKET NEWS showed the food industry how 
fast it can deliver the news. We covered the convention 
with the editor, a staff of reporters, southern 
correspondents, and a two way wire service. 

Two days later—Saturday, November 1st—all the 
convention news was set, printed and mailed. It beat the 
whole food reporting field by at least a week—-some 

by a month. Every phase, all the recommended 
innovations and new ideas, all the contemplated 

moves were reported. Truly, news hot off the griddle. 

The thousands of SUPERMARKET NEWS 

readers went through that issue and never skipped a 


word—because the news was not available elsewhere. 


Had your ad been in that issue you would have had more than mere circulation—you would have 
had reading circulation among top food men who buy merchandise by the billions. 
Advertising forms close Thursday. Last minute news printed and mailed Saturday. Your ad is 


always news in SUPERMARKET NEWS. 


The Only Real Newspaper In The Supermarket Industry 


Supermarket News 


A Fairchild Publication @ 7 E. 12 St., New York 3 
“Our Salvation Depends Upon Our Printing The News.” 
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Do You Make This Mistake 
About Modern Direct Selling? 


RTMA Says ‘52 


Advertising Age, December 8, 1952 


sports writers and announcers for | F. Gilligan, Philco Corp.; Dan D. 
their “understanding and fore- | Halpin, Allen B. DuMont Labora- 
sight” which have made possible a| tories; William H. Kelley, Motorola 
“record breaking sports year” dur-|Inc.; Walter L. Stickel, Hoffman 
| ing a period of the Korean War! Radio Corp., and L. C. Truesdell, 


Accepting the archaic concept of 
Direct Selling as mere door-to-door 


peddling of pins and potato peelers 


Is Record Year 
for Sports Gate 


Dec. 2—The Ra- 


tives a new profitable type of ae- 
count. For full and detailed facts 


and figures about modern Direct 
WASHINGTON, 


| and national defense mobilization. 


“We like to think that television | 


,}and broadcasting have helped to 


achieve the excellent results this 
year,” the RTMA sports committee 
said. “Certainly, there is no reason 


Zenith Radio Corp. 

Both college and _ professional 
football, the report said, should 
exceed their alltime high in gate 
receipts of $106,000,000 in 1949. 
Racing already is sure of its best 


can be a costly mistake. Modern Selling, send for free 24-page book | dio-Television Manufacturers) to believe that the rapid growth| year, and boxing has jumped into 
Direct Selling sells seven billion by expert, “The Quickest Way to Assn. says that 1952 has been a, of TV has hurt either spectator or| a national popularity not equaled 
. | \ National Sales.” Mailed id | great year for sports. | participating sports. The record is| in many years, the report says. 
dollars’ worth of goods and serv- ational Sales. ailed postpaic During 1952, the group’s sports| very clear on that point.” Professional baseball, especially 
ices annually, including many big- — if requested on business letterhead. committee reports, receipts from the minors, has been hardest hit 
; : the gates and from other sources'#® The RTMA sports committee is| by the wartime draft and disloca- 
ticket items. To sales executives Address: will probably reach “a new alitime | headed by J. B. Elliott of RCA|tion of “millions” of young men 
5 can mean added ket poten- high” of more than $1.7 billion. Victor division, Radio Corp. of| and others in defense work, the re- 
eiaiiarane ‘ asics cate H. J. BLIGH, Room 812-4 The committee has just released America, and includes the follow-| port says. 
tial, to advertising agency exeen- 307 N. Michigan Ave., Chicago 1, Ill. its annual report in which high ing industry representatives: A. A. 
. tribute is paid to sports leaders, Brandt, General Electric Co.; John |e It is the only major sport to show 
— a definite decline in attendance 
and income, which was partially 
made up by the sale of radio and 
TV rights for nearly $5,000,000. 
The committee unges the Na- 
Goo - Bee ve wer ne -- e~-- Beer tional Collegiate Athletic Assn. to 
spark PLUG oer Coos sectricess qourtur nta Feer* sone 5 iar AAr ‘2 Mot broaden its program for 1953 by 
Geo * U.9e se Yb A & Se Fires pute jer a ey Roce 
. Ve ou peksa ka. ° yal ne permitting more individual deci- 
xromers ° westine? tinge**) nisoms Tope vusterol®s ee Rov otors- of ,coron4 sions by colleges wishing to tele- 
eere & COs pecrut Coe eeht© ‘wipments + * pailwey>** wporn gon, cere. ue vise their football games regionally 
Frarth ymour z ra arm Eq) jan ationes Coes DO rry F TE, ed . Verme  owne to their “alumni, friends and 
wee” TSe*° Ide R oe 1 . £Zee? neighbors.” 
ye-chalm cel. sew case. «00> goodye= ene Mfe- whe AF P Reer-Tite fe Cooee™’ The committee also warns 
Ge * oe yp CO*r* Fert ine 2 mse-*” fs M ro against “opinion guessing” that 
eove nSee* Mote oa s-Hio Sys e jler+: .ue é 
ie & SO ford 1 se+ pot 4ce ry a Ro Ince ( blames any loss in attendance on 
i r sgaires°° pairvank® HE ct ece Servs astern OL, tal K.C iP television, and suggests to or- 
po eF TBS Incest or Sale Coes andse- eos and Comer Sor MfEr te , Link ganized baseball that the $4,000,- 
: P al Mills» weyernee™ putier MEé: naard br nigh port pig oh Hesston MIEe*® es 000 to $5,000,000 now being paid 
e, yet poy) . cerse*? Coes a) rastes Le eman Coe’ % COs e edess e:! for rights was large enough to 
; joan ar produ . Y - . perry 1 Air Lin justify a very thorough study on 
Beet ng ,pver es COee* attendance by the best research 
, $ ° ac 4a are a and sales promotion men in the 
Re * s pard F Me Low. «# country. The club owners were 
ase ed KANSAS FARMER Becotecg  SEkSecss 
a & Sonses poert spout Ince ~oc at their annual meeting in Decem- 
Ss Inces* + ‘tneolToSS » ade ber. 
jiiip un Impl tr -™ Seeds val “Television has now joined with 
Thee? , wall Breaks 2? -Year Record >= i COee* newspapers and radio in helping 
J . g ¢€ ; . 
Re ee ee Pet —_ | asin a pers contests troupe 
¢ ie ; tucker sin omy Tent pelt a gay country,” the committee 
. » ¥ . . ° e 
380" co c bt In 1952, Kansas Farmer will have broken its own Mulkey Con rks Cc The report reaffirms the belief 
; ar GOr** ci record with a total of 351,461 lines of commercial cer F CO-« that television is helping to stimu- 
Ge mn 
“3 W vigeFe*s gs Equip: late greater audiences for games 
. owe aesesit T advertising! (Based on orders at hand November y Ry es Corpe:° with larger gate receipts and 
y-0-18° galLowey CG 15.) This is 23,370 lines greater than last year’s ugh sa of Color? wg pod repay = —_ 
. a] v 4 or : r 
eet a Rollers 2 record —the BIGGEST in 22 years! ea -“ Labs, ince own advertising and promotion 
; Coe cto jas | facilities to help achieve this goal. 
ern er ‘ i , At 
¢ sonal Fen , iron Here’s The Reason:—Kansas Farmer editors get ® MigelOs** Fo: 
. - s Fy 
Coles Fue) acco out in the fields and learn the problems of their FOB Housinés "wn Mary Butterly Appointed 
reynolds Pe < readers. They keep informed of scientific develop- carawelt- Mic DeGarmo Media Director 
jess Ma ; : vifgeC°e* ‘ Mary Butterly has been ap- 
,peer jatese ments and new methods. That 8 why they turn out neide snell pointed media director of deGar- 
. : ee 
peak arti wind workable articles that a farmer can actually use on oxet wt Davit York 7. aa 
. : . , ‘ ; . gency. * 
pt MEE _ COee his land. This kind of help builds friendship— anges sine , erat! previously _ was 
cialty Po ; aay : ; e d gy 2 niey . Vv budget control 
Spe Lime & friendship that gives extra power to advertising. R00 Les Coes? director of Ped- 
h grove Pir : Eley S38 COee* lar & Ryan, New ae 
Gall y age OR No wonder advertisers get better results from their Way Gre pinex as wy + ne o~ P 
. . o 
esr poultry 6 c dollars—and keep putting MORE DOLLARS into ry oi) Gonorf ese’ worked for = : 
ee ee . ere 
sey -nerr® Jo Kansas Farmer advertising! To sell rich, rural " Mange cee bt! rn ge aga yw 
. e ~‘ ” 
Mild wii Y Kansas, be sure Kansas Farmer is on your schedule. ox se eh Li York. 
ieee COer* } yno (el | Miss Butterly 
yotur ing Mfger* . are 1 & COe«e* now assumes con- Mary Butterly 
p.Hudsom “p.MeH = rE BUSINESS PAPER OF KANSAS FARMERS } Ferre Mfgees a ies 
. Beoeh? : : pe “han hectares a * ater tor © | budgets, media planning, schedul- 
's Memo dy-** Editorial and Business Offices « Topeka, Kansas ups 4gere ing and contracts for print, time 
walke? rot pe — Inc .-ncor and outdoor. 
ee {ng on» 
Stamp 4 F a . ‘ rs ede? E P 
we Eee kere a sso arte wa — SpAves® yer orn ay coreiyg id York 
: ee 2 te ica iB , 
ta Globe “ ca p a am Capper Publications ' Less P Jonns< maker of rayon yarn, and its af- 
B6e%* aco Mfg: ; * ‘ Vacuulle «© Ref filiate, North American Rayon 
nces* ‘ be Ae : . THO Ms Corp., maker of Narco rayon yarn, 
eoquiP Corr Lm’ Largest Agricultural Press i gwaXe ortaye : have named Benet B. ——_ _ 
’ : ; o handle all their advertising. 
mTrEcte™ Fave sada oS RB 
- é 0 é 
wrlock city sve r eno issacpenieys TE ee). eee mC FP Nitrey & were last with Abbott Kimball Co. 
andi alice since a gipaue vasgel RANES painters’ 
n-preult® Weckens© Coe Warp eeriné:** P Way eget gnow wnite Se 4per Mu Names Norman L. Mayell 
Fousnee Mining ang Engi cal CoOee* Coe edt prod o*\ ey COr:* a star Graphic Calculator Co., Chicago 
+e copper A. chemi n Mie xed pet Le oi ee? 14a § manutacturer of slide rules and 
aconds 4 Gre Assne ston Moorm co 0 ips sxelly ¢fie computers, has appointed Norman 
pyor)! 1 CoOee* ter Cove? 3.0 eRit 8 oort Labs-*s jana)es* Pp L. Mayell to handle the develop- 
ea chemic# 8 pury Bag vifers: pury'S Coe4 e@ insdes* sé ment of new markets. Mr. Mayell 
sncert 410) P S' tT vile Dr gals ard oil amid Lif gna. +o formerly was with United Wall- 
sinter g Prom. uy prodes* e Coes? 4 stand plow. s*Fd™ eton-Pur ake Bros: paper Inc., Chicago. 
. Ge va: un words * er N Go 
1 Comme xe cony-Vee 38 Cee penn wrt pice) Coes? te Dive nef ; Appoints Lynn Baker Inc. 
o1ind . Coee? r Asse eum co 4n , Lub gneleit eTte** Atlantic Coast Fisheries Co., 
an sales 4ete 4-01 we prod- $ pione 
iwk APO > BE Dae .Rus —"#n Coes? - enel) C wareery** © aavalts ee w.nwvory 4 Boston, has appointed Lynn Baker 
is . a a. = Inc., New York, to handle advertis- 
ing for its Nordic quick frozen 
—. Currently Ray is con- 
ucting a promotion in New Eng- 


land. 


Tb gh A ong en es, «eres 44 : Boer : ee ee gee ee nes A ° gees i cS Sa am ot Beare eh eee 
Hace shirts Repo cae uaa a z a PRE: St reg. eee: fe ae oe : ee: ee a Re 
ft ae Se Lee Le we, hee $650 wey Fs 3 Ray epee aa i epee th is ai 7 Payoh; ee: ho. ee y SS coe 
+ RENO Fs wa aes 4 re 5 eee cet | a eres ig rey 5 spetaeawas Oa -* SUMRM ie SMe 2 BS Al ee 
is ea ee ¢ S fee hes: hae i : ee Gs oh eee pote <a eo a ieee.) See aN ieee 
bee bathe bt pe Fe Gk at ’ eles ph ae Emote Wien See Ries ade y= TA a a ase g eee 2 Be ee! To Ro 
Rata ees ee Hees a ae Sigh a eM ne tas Soe gli he eo. ie Ae er nee Ho 1 pl DS en =<: Se See es Re hn a 
4 TN 5 eg PERE | : eee | Re ata ! ~ = ct z oe sj ; eat it Cue Wem A : ates : eo ae eae 
ET ee Q ‘ ee Soe 
cor ie ee 
ae y 
iS 
ire ee 
: 
: Pe 4 
a ‘ 
a 
% 
3 es ! 
Sat. | 
SS i 
Pg i 
= 
et ; 
z H 
? ; 
ts - } 
“S) 
‘a : ; 
i \ 
eH | m4 
a; 
i¢ 
eh; * 
as 
a 
z. t 
“Se 
ll p _ 
(2 
+i 
: 
_ 
a iy 
A « 
ai 
; ‘ 
ee ; 
ao 
rf 
:/ 
ae 
ae ane 
a. 
i 
i : 
i 
is 
lee 
is 
a) 
iP | 
4 
ma 
me, 
~y x 
- 
+ 
Bret: 
A 
ur 
mp : 
3 
‘Eg 
on i. q 
Ax 
ts 
= 
Bx 
> 
Fa ved 
an ' 
a 
ae 
a 
be 7 
ah ¢ | : 
ms 
re. 
13 8 
} «i 
ea th 
fe ‘ 
a : 
a | 
, ‘ 
- 
| > 
, 
4 ' 
TR . acters + Prima ne nie 
aM Ae y : > : ; } ye ear ete anon gE ear IRIS oh ln Sita Rese ee NO, i es, Cee es a Ate nme 


‘ 


y 
i 
4 


SER TS age PE ge 


ee Pp a", 

2 a 2 , We ge ~~ 

_, © a w le -* 
- a Wt al ai ho Ye SP 


Policy courtesy Insurance Society of N. Y., Ine. 


Bar to Barratry 


Protection against willful destruction of property by a ship’s master 


is one of the earliest forms of business insurance. From these early These Leading Business Insurance Advertisers 
beginnings the insurance industry has broadened its protective sphere Are Reaching Important Prospects Through 
to cover almost every type of business risk. Business Week 


Leaders in the field of business insurance find that Business Week 
offers them an effective means of reaching many new buyers for their eo 
services. For Business Week is read by Management-Men. . . execu- 
tives who make or influence buying decisions. Because of this highly 


Johnson & Higgins 


Liberty Mutual Insurance Co. 


American Mutual Liability 


Insurance Co | Marine Office of America 
concentrated buying power, advertisers secure highest value at lowest inline al sinatdiiiananiiiaciies: 
cost in Business Week. New York 

National Life Insurance Co 
These are some of the many reasons why Business Week for the Employers Mutual Liability 
. * . Insurance Co. of Wisconsin New England Mutual Life 
past 14 consecutive years has carried more pages of business adver- Insurance Co 
o.2 : ° . Hardware Mutuals 
tising than any other general business or news magazine. Advertisers iis iil lala 
know... Hartford Fire Insurance Co. 
Hartford Accident & Travelers Insurance Co 
Indemnity Co 


Union Mutual Life Insurance 
The Home Insurance Co Co 


Insurance Company of U.S. Fidelity and Guaranty 
North America Co. 


YOU ADVERTISE IN BUSINESS WEEK WHEN 
YOU WANT TO INFLUENCE MANAGEMENT-MEN 


BUSINESS WEEK 


330 WEST 42ND STREET, NEW YORK 36, N.Y 


A McGRAW-HILL PUBLICATION 
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YOU CAN’T BEAT THIS FOR CREAM! 
Ledemee | 


Here's further proof that South Bend, Indiana offers real 
“cream” to advertisers. Sales Management magazine lists it 
superior to its population rank in 18 out of 20 points listed 
in their special metropolitan county area survey! No other 
major Indiana market enjoys as many points of superiority! 
In addition, South Bend is FIRST in Indiana in total retail 
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MANAGEMENT suBwWAYS TO CLINIL 


sales per family. People here not only enjoy big purchasing 


re. : J FOR CLINIC PATIENTS—Kohler Corp., which operates three hotels in Rochester, 
power — they use it! You reach them all with the South Bend Minn., where the Mayo Clinic is located, 
Tribune. Write for free market data book,” Test Town, U.S.A.” since 1932. This is one of the current designs, handled by National Outdoor Dis- 

play Co., Minneapolis. It is 17'2° high and 54’ long. All copy is treated with Scotch- 
? lite for nighttime visibility. 


has been o user of highway advertising 


Cuicaco, Dec. 4—Advertising 
" ; Nc Le Requirements, the new monthly 

Le es. in me magazine devoted to advertising 
TI une ; The South Bend, Ind. Market: production, promotion and mer- 
7Counties,1/2 MillionPeople Chandising which will be pub- 


she sortio > ~ : 
STORY, BROOKS & FINLEY, INC. + NATIONAL Representatives [Shed by Advertising Publications 
Inc. starting next month, is break- 


E Advertisers signing contracts 
_ with Progressive Architecture 


i. set 
See oer 
ee eben ae e 


* D> mit 


egies ae 


: ACT NOW... P A’s new rates, based on more than 


30,000 professional architectural subscribers, go into 


effect January 1953. But, by scheduling insertions 
today for the January, February and March issues 


of P/A you can make your best buy an even better buy! 


Progressive Architecture .. . first in architects, first 
in engineers, first in designers and first in draftsmen 
... reaches the world’s largest audience of architectural 
specifiers at the lowest cost per page per thousand. 


Note: Closing date for January issue is December 10th. 


Make more sales calls at less cost in P/A! 


PROGRESSIVE ARCHITECTURE 
REINHOLD PUBLISHING CORPORATION 
330 West 42nd Street, New York 36, N. Y. 
WORLD’S LARGEST PUBLISHER OF ARCHITECTURAL BOOKS 


=— 
a Che ee | ‘Advertising Requirements’ Subscription 


Soulh Bend 


Mailings Bringing in Returns of 7 to 10% 


ing records in pre-publication sub- 
scription demand. 

M. A. Hartenfeld, circulation di- 
rector of API, which also publishes 
ADVERTISING AGE and Industrial 
Marketing, said that test mailings 
during the past few months pulled 
from 7% to 10%. Larger mailings 
have almost equaled the initial re- 
sults, and as of Dec. 1 orders had 
been received from about 3,000 
subscribers. 


@ Last Monday was the largest day 
in the history of the company from 
the standpoint of the volume of 
subscriptions for a single publica- 
tion, he said, with over 900 sub- 
scriptions being received that day 
for Advertising Requirements. It 
will have a total pre-publication 
subscription list of more than 5,000. 

“The response to our circulation 
promotion,” he said, “indicates a 
great demand for the kind of edi- 
torial information which will be 
included in Advertising Require- 
ments. It is obvious that the field 
is hungry for practical, working 
material on all phases of advertis- 
ing production and on promotional 
activities such as store and window 
displays, direct advertising, pre- 
miums, specialties, signs and dealer 
identification programs, shows and 
exhibits, audio-visual aids, and the 
many other subjects which this 
new magazine will cover inten- 
sively.” 


@ The distribution of Advertising 
Requirements, starting with the 
February issue, which will appear 
Jan. 20, will total 20,000, and 
will include national, regional and 
local advertisers, advertising agen- 
cies, media and others interested 
in production and promotion activ- 
ities. The subscription price is $3 
a year. 


Hamilton Leaves Spier; 
Agency Appoints Lovitt 

Russel D. Hamilton has resigned 
as v.p. and account executive of 
Franklin Spier Inc., New York, 
effective Jan. 1, after 21 vears in 
the book promotion field. He will 
begin a business of his own in 
Greenfield, Mass., where he makes 
his home. 

Succeeding Mr. Hamilton at 
Spier as account executive on the 
Doubleday account will be George 
Lovitt, who has resigned as adver- 
tising and publicity manager of 
John Wiley & Sons. 


Two Join FC&B on Coast 


James von Brunn has joined the 
Portland, Ore., office of Foote, 
Cone & Belding as art director. He 
formerly was with Benton & 
Bowles and Batten, Barton, Dur- 
stine & Osborn in New York. Ray 
Husted, formerly assistant adver- 
tising manager for Pacific Car & 
Foundry Co., Renton, Wash., has 
been named an assistant account 
executive on the Hyster Co. ac- 
count. 


Popular Plans ‘Adventure’ 

Popular Publications, New York® 
is bringing out a flat format bi 
monthly called Adventure, with 
guaranteed paid circulation . 
225.000. First issue goes on sate 
Feb. 13, 1953. Advertising rates of 
the new magazine, which will have 
a trim size of 812x114”, will be 
announced later. 
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Business Paper 


11-Month Linage 
Is 10.2% over ‘51 


Cuicaco, Dec. 2—Advertising 
volume for 264 business publica- 
tions in November, 1952, was 35,- 
779 pages, a gain of 2,691 pages 
over November, 1951, or an in- 
crease of 8.1%. 

For the 11-month period of 1952 
the volume was 378,618 pages, a 
gain of 35,036 pages over the 11- 
month period of 1951, or an in- 
crease of 10.2%, according to an 
analysis made by Industrial Mar- 
keting. 

There were two sudden shifts in 
gain and loss. The 53 trade publi- 
cations, which had increased their 
volume 8.4% in October, lost 0.8% 
or 45 pages in November. But the 
18 export papers, which had lost 
1.5% in October, gained 11.6% or 
121 pages in November. 

The trade group gained 4% for 
the year-to-date, or 2;570 pages. 
In 1951, their volume had been 64,- 
702 pages and this year it was 67,- 
272 pages. 


s The export papers gained 5.9% 


or 670 pages for the year to date. 


In 1951 their volume was 11,324 
pages. It has risen to 11,994 pages 
for this period in 1952. 

The 158 industrial publications 
gained 10.6% or 2,214 pages in 
November. The volume for No- 
vember, 1951, was 20,944; for No- 
vember, 1952, it was 23,158 pages. 
For the year to date, these publi- 
cations gained 27,390 pages, a 
12.7% change, over 1951. They ran 
215,037 pages of advertising in 1951 
and 242,427 pages this year. 

The 27 class publications gained 
6.1% or 151 pages in November, 
and 2,625 pages in 1952 as com- 
pared with 2,474 pages in 1951. 
For the year to date, they gained 
5% or 1,206 pages, and 25,411 
pages this year as compared with 
24,205 in 1951. 

The eight product news publica- 
tions reported a gain of 9.1% or 
250 pages (reported in one-ninth- 
page units) in November this year 
over November, 1951. In 1951 they 
had 2,735 pages for November and 
this year 2,985 pages. For the year 
to date, they had an 11.3% gain, 
or 3,200 pages. For 1952 there 
were 31,514 pages as compared 
with 28,314 pages in 1951. 


Clark Named Media Director 
for Brisacher. Wheeler 

Richard I. Clark has been ap- 
pointed media director for Bri- 
sacher, Wheeler & Staff, San Fran- 
cisco, He will 
supervise activi- 
ties of radio, tele- 
vision, general 
magazines, trade 
publications, out- 
door, and all oth- 
er media. 

Mr. Clark’s ap- 
pointment comes 
as a result of a 
reorganization of 
the agency’s me- 
dia department. 
Under the new 
plan, the department will treat 
media as a separate operation 
rather than by individual accounts. 


Richard |. Clark 


Humphrey to Leave Pabst 
William V. Humphrey, publicity 
director for Pabst Brewing Co., 
Chicago, and editor of all Pabst 
publications, will leave on Jan. 1 
to join Robert A. Gibson, formerly 
publicity director and magazine 
editor of the Professional Golfers’ 
Assn., “to manage the largest 
stable’ of professional golfers ever 
ormed.” The pair will establish 
eadquarters at 119 Lester Rd., 
ark Forest, Ill. They will act as 
gents for Julius Boros, Jim Tur- 
nesa, Jack Burke Jr., Doug Ford, 
Dave Douglas and Ted Kroll. They 
also will handle publicity and 
promotion for golf tournaments, 


1952 


Brentano's Runs 16-Page Ad 
Promoting 147 Book Titles 


Brentano’s, New York, “book- 
sellers to the world,” took a 16- 
page special supplement in the 
Sunday New York Times, Nov. 30, 
to start “the most comprehensive 
retail book promotion in adver- 
tising history.” The supplement 
pushes 147 book titles. 

The same 16 pages were to ap- 
pear in the Dec. 7 Washington Post. 
The supplement is backed by three 
full-page ads on consecutive Sun- 
days in the New York Herald Trib- 
une and the San Francisco Chron- 


‘icle. Smaller ads appear in the 


Philadelphia Inquirer and _ the 
Washington Star. L. E. McGivena 
Co. is the agency on the promo- 
tion, planned in cooperation with 
the publishers of the books. 


Hunt Machine Co. to Lupton 
Rodney Hunt Machine Co., Or- 
ange, Mass., has appointed John 
Mather Lupton Co., New York, to 
handle its advertising and public 
relations. The company manufac- 
tures textile and chemical proces- 
sing machinery and engineered 
stainless steel fabrications. 


Mass. Dailies Boost Price 

The Daily News, Springfield, 
Mass., and the Springfield Union 
have increased their prices from 
3¢ to 5¢ per copy. The Springfield 
Sunday Republican will continue 
to sell tor 10¢ a copy. The papers 
attribute the price increase to ris- 
ing production costs 


Elects Thomas Phillips V. P. 
Bernard Corrigan, formerly 
managing editor of Plastics Mer- 
chandising, has joined the exec- 
utive editorial staff of Variety 


| Store Merchandiser. 


Derus Associates - 


THE LEADER IN RAPID PRO. 
DUCTION AND EFFECTIVE 
DISTRIBUTION OF RADIO RE- 
LEASES AND NEWS MATS. 


420 North Michigan Avenue 
Chicago 11 


“Machine aud Tot 
‘BIUE BOOK 


ing 141,000. 


and address. 


stomp of city. 


BLUE BOOK 


HITCHCOCK PUBLISHING CO. « WHEATON, -ILL. 


@ Each listing sheet was certified by local Western Union Operat 


Circulation Verified by Western Union 


@ Determined products made by plants reached by the BLUE BOOK. 


@ Secured the INDIVIDUAL's name and TITLE in charge of machine tool and production supplies 
buying, if neither name nor title was shown on ovr stencil. 


@ Secured name of PLANT SUPERINTENDENT if no other name or title could be obtained. 


Beginning with the January 1953 issue, tne monthly circulation of MACHINE 
and TOOL BLUE BOOK will exceed 40,000 copies—95% of which are per- 
sonalized to top executives in the metalworking industries. Read by the right 
men in the right places, here's a receptive, ready-made audience among admini- 
strative, engineering und production men with a total monthly readership exceed- 


MACHINE and TOOL BLUE BOOK has the right combination for SALES—the 
right editorial formula directed to the right audience of buying executives. That's 
why advertising in the BLUE BOOK brings results at lowest cost. 


To safeguard your competitive position—to increase sales in '53, put the sales- 
power of the BLUE BOOK behind your product. 


@ Western Union verified name of INDIVIDUAL and his TITLE as well as COMPANY name 
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U. S. NEWS & WORLD REPORT 1,645 + 480 
BUSINESS WEEK | 4,079 +97] 

NATION’S BUSINESS 289 +39 
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_ Only six other magazines carried 


The word is spreading about the ability of 


WHAT'S MORE - 


of the top twenty magazines 


measured by Publishers Information 
Bureau... 


“U.S.News & World Report”’ scored 
the greatest percentage growth! 


Only one other magazine showed 
a greater page growth 


more advertising pages 


“America’s Class News Magazine”’ to deliver! 
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Advertising Offices: 
30 ROCKEFELLER PLAZA ae 
NEW YORK 20, N. Y. oe 


BOSTON « PHILADELPHIA 
WASHINGTON ¢ DETROIT 
CLEVELAND + CHICAGO 

SAN FRANCISCO 
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This Week in Washington... 


Weeks Smiles Warmly at Business 


By Stanley Cohen 
Washington Editor 

WASHINGTON, Dec. 4—Sinclair 
Weeks, Boston manufacturer and 
banker who becomes Secretary of 
Commerce next month, promises 
to provide business with a “cli- 
mate’ which will encourage in- 
vestment and growth. He 


the department is to “foster and 
promote” business, and he says 
that is exactly what he intends to 
ao 

As his Under Secretary, Walter 


e 
Extracting a tooth 
1S SOMETIMES LESS PAINFUL 
oe = than extracting an extra dollar to 


have Walk set THAT ad. Both are 
JAY PB, needed, both beneficial. Learn why? 


WALK (AAR RRR RRR S SS SEED OD 
advertising typographer 
11 EAST HUBBARD ST., CHICAGO 114, HLL. 


recalls | 
that the statutory responsibility of | 


Seattle investment 
banker, should prove to be an 
equally dedicated spokesman for 
the business point of view. A for- 
mer chairman of the Committee for 
Economic Development, Mr. Wil- 
liams has said that the days ahead 
will be for “good old American 
salesmanship,” and that the De- 
partment of Commerce will have 
an important role helping business 
do its job. 

“If the economy is to continue 
to expand,” Mr. Williams says, 
“the proper psychological atmos- 
phere must be created to keep 
Americans spending their money 
and absorbing the great volume of 
goods that industry can produce.” 

This seems to add up to bright- 
er days for the Department of 
Commerce. Under the present Sec- 
retary, Charles Sawyer, the de- 
partment has come a long way 


Williams, 


from the New Deal years, when it 
shared the general antagonism to- 
ward business. Sec. Sawyer has 
been diligent to enlist distin- 
guished business leaders in the de- 
partment’s advisory committees 
and has habitually “spoken up” 
for business—in private govern- 
ment councils, and in public. 

Considering the gap between the 
administration and business, he 
has been remarkably successful in 
winning respect and cooperation. 
But his successors will have no 
such handicap. They seem ad- 
mirably equipped to restore the 
eminence the department com- 
manded in pre-New Deal days. 

* a ° 

Arthur Summerfield, who is to 
become Postmaster General, says 
he knows very little about the 
postal service. But he apparently 
knows already that the postal 
service is no ordinary business. 

He told a news conference he is 
inclined to look to congressmen for 
recommendations on postmaster 
appointments. “After all,” Mr. 
Summerfield commented, “when 


Advertising Age, December 8, 1952 


postal service is bad in any par- 
ticular district, the congressman 
gets the complaints. He has every 
reason to see that there is a good 
man in charge of the local post 
office.” 

By stepping down as Republican 
national chairman before entering 
the cabinet, Mr. Summerfield sat- 
isfies the spirit as well as the letter 
of the Hoover Commission report. 
The Hoover group was not con- 
cerned with the fact that the Post- 
master General may have earned 
his job by laboring in the political 
vineyards; its fear was that oth- 
ers would follow the example of 
Jim Farley and Bob Hannigan, 
who retained the Democratic na- 
tional chairmanship while serving 
as head of the postal service. 

- o > 

The special House committee 
probing “indecent” books and mag- 
azines has no intention of suggest- 
ing federal censorship. Committee 
hearings are designed to encour- 
age “voluntary” cleanup of offen- 
sive material by the publishing 
industry. One suggestion is that 
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nearly 3 billion 


California would be mighty “hol- 
low” too, without its Billion Dollar 
Valley of the Bees. The Valley 
has more people than the whole 
state of Kansas. . 


BILLIGN DOLLAR 
VALLEY OF THE BEES 


total buying power.* To make 
sure you cover the Valley, make 
sure your schedule includes its 
favorite papers—The Sacramento 
Bee, The Modesto Bee, and The 


. accounts for 


of California’s Fresno Bee. 


*Sales Management's 1952 Copyrighted Survey 


McClatchy Newspapers 


Notionol Representatives . . . O’Mora & Ormsbee, Inc. 


big wholesalers (about 17 firms 
handle just about everything that 
is published) agree on a coopera- 
tive effort to block the movement 
of sexy publications. 

“Legitimate” publishers are fol- 
lowing the hearings closely, but 
not because they anticipate any 
trouble from the committee. One 
visitor put it this way: “I hope 
they do a good iob. If they get the 
trash off the newsstands, maybe 
our publications will get a better 
break.” 


Federal Communications Com- 
mission processing teams are nib- 
bling at the problem of “one sta- 
tion” TV communities but—despite 
recent grants in Philadelphia and 
a few other pre-freeze TV mar- 
kets—the commission is a long 
way from getting full TV service 
into all major metropolitan areas. 

As it stands now, FCC is ready 
to approve uncontested applica- 
tions from “under served” com- 
munities. Unfortunately there are 
relatively few uncontested appli- 
cations in these important mar- 
kets. In Philadelphia, for example, 
FCC approved one application for 
a station in the new ultra high 
frequency band, but had to sched- 
ule hearings on four other appli- 
cations for the two remaining Phil- 
adelphia channels. Meanwhile, 
there are only four markets in the 
U. S. where there are two or more 
TV stations, assuring an outlet for 
each of the four TV networks. 

Applications which go to hear- 
ing have a long wait. The first set 
of hearings, which began in Octo- 
ber, is languishing in a maze of 
legal gibberish with no end in 
sight. Moreover, there are several 
hundred conflicting applications 
from relatively small towns which 
must have hearings before the 
commission will have a chance to 
reach the disputes over the chan- 
nels that have been allocated for 
big markets. 


Rep. Dan Reed (R., N. Y.), who 
becomes chairman of the House 
ways and means committee, will 
have a tax reduction bill ready for 
introduction when Congress 
sembles. He would permit the ex- 
cess profits tax to die on June 30, 
and would give individuals a re- 
duction of about 5% in income tax 
at that time. Individuals would get 
an additional cut of about 6% on 
Dec. 31, 1953. 

Rep. Reed admits he is not act- 
ing for the Republican House iead- 
ership, but he predicts he will have 
strong support. 


as- 


Rep. Jesse Wolcott (R., Mich.), 
who becomes chairman of the 
House banking and currency com- 
mittee, told home builders he hopes 
to see at least 1,000,000 new homes 
a year for the next four years. He 
promised ample support from the 
government through various mort- 
gage insurance programs to stim- 
ulate private construction, and sug- 
gested that the time has come to 
jack up the 4% rate on veterans’ 
loans. 

“IT think you have reason to as- 
sume that during the next four 
years in which your program 
should be in effect, there is going 
to be little or no effort on the part 
of the federal government to in- 
terfere with your activities,” he 
said. “You will find, I am sure, a 
new spirit of cooperation on the 
part of the federal government, 
supplementing but never supplant- 
ing your responsibility to do the 
job.” 

The National Assn. of Home 
Builders, by the way, reports that 
three out of every four homes built 
during the first nine months of 
1952 sold for less than $15,000. 
Of 818,000 homes started through 
September, the vast majority were 
purchased by low- and middle-in- 
come families. Barely 7% were in 
the so-called “luxury” bracket~— 
over $20,000. 
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The success of practical 

and sincerity. Here is a book that 
Or its advertisers! 

no clap-trap or artifice; 

that may be sensational but lack 
serving a practical industry. 
Here are advertisers 


for their product. 


Yes, when you're in PB you're in! 

You’re “in solid” with the builder-contractors 
who count. Take, for instance, this recent 
comment from Albert Balch of Seattle — 

one of America’s outstanding home builders 
and community developers : “We want to 
express our thanks for the fine things 

you have done in your magazine the past 
year. Truly an outstanding job! 

And I like to read the advertisements 
almost as much as the news.” 


builder is a sermon in simplicity 
does not attempt to fool or hypnotize its readers. 
Here you find no phony stage setting; 

no extraneous features; no pictures and words 
meat and meaning. Here is a practical publication 
Here are readers who believe what they read. 

who turn that belief into sales 


Small wonder PB is... 


... Of the light 
construction industry 


OS iwoustmar PUBLICATIONS, INC., CHICAGO 3 
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Sell 


The Voice of the Advertiser 


direct to 
a consumer 
me through 

= mail order 


ads. We show 
you how. 


Publishers’ rates all publications 


MARIIN Advertising AGENCY 


Direct selling mail order od specialists—29th year 
15 East 40th $t., Dept. 11, N. Y. LE 2-4751 


terested in 


utility 


County, Ark. 

A concentrated newspaper and 
radio campaign was used by both 
the public power proponents and 
the private utilities. The private 
staged a 
“talkathon” for three days prior ° ° 
to election date, when C. Hamilton Postscript to Magic 
Moses, chairman of the board of 
Arkansas Power & Light, answered 
questions concerning the proposal, 
submitted by the public. 

Raymond F. DaBoll, former Chi- 


folder calligraphy on the 


ten by Roy Craig, a 


This department is a reader's forum. Letters are welcome. 


| Public Utility's Victory 
|Was a Co-op Effort 

To the Editor: You may be in- 
the enclosed 
showing one of the angles used in 
a direct mail approach in a recent 
political campaign in 
question of public vs. private pow- 
er was on the ballot in Jackson 


cago artist and calligrapher who Although I have not met the 
recently moved to a farm near Maurine Brooks Christopher whose 
Newark, Ark., did the art work and name appears on your logo, I count 
“Tonight at her husband as a long-time friend. 
Midnight” folder. Copy was writ- 


Mr. Christopher, like myself, is 


country an avid collector of magic memor- 
which the "€Wspaper man, also of Newark. 

Bob Wimberly of Little Rock is motif. Mrs. Christopher neglected 
advertising manager for AP&L. 


abilia, including ads with a magic 


to report that her rabbit-hiding 


I note that you have given me 
undeserved credit for arguing the 
case. I was not present in the 
course of the proceeding before the 
court. Nor did I argue the matter. 
However, I joined the other four 
members of the commission in 
voting for the application for in- 
junction and feel that our action 
in that respect was long past due 
in this field. 

STEPHEN J. SPINGARN, 

Commissioner, Federal Trade 

Commission, Washington, D.C. 


The proposal to establish the’ husband has himself been the sub- | Tidy House Ads Hit Back 


two-hour radio Fk. 


that demon _ deceptionist, 


or 
ti 
| la 
iF 
re 
| all 
\be d 
| 503 
. | tion 
ing 
emp 
parg 


7) R= 
be 

it reflects But 

eee °o 

reader respect for \in 

THE DALLAS NEWS arti 

brush, Dad! ( 


so easy on the hair 


% ; 
uy. i's a vote of respect o- — - 
2 shaver wants to be “like Dad eH 
, @ A vote of respect, 100, 1 — 
‘3 in the North Texans a = . 
3 word of The News Call it inf — ( . 
_. confidence the deference wit 


: : tent : 
comes of long respect. It's a = the 
ingredient that conveys 0 raed 
tising in The News, that “ 4 P 

7 i} 
acceptability and proves itse 
increased sales. 
e@ With this strong 19 
News’ larger ¢ 
edin merchandisable cov- | U 
richer Double | 8 


P 
fluence acting |b 


upon The 
concentrat A 
arget, 
erage of the oS 
Dallas Market — you May 4 
t more of your advertising 
.% 


The Dallas Morning News. 


packj 


irculation, | use 


@ POPULATION: 3,144,400 
— 39.5% of Texas 
e@ EFFECTIVE BUYING INCOME: 
$4,006,738,999 
— 38.4% of Texas’ total 
®RETAIL SALES: $3,264,267,000 
— 39.7% of Texas’ total 
®FOOD SALES: $707,800,000 
— 38.3% of Texas’ total 
® GENERAL MERCHANDISE: 
$492,690,000 
— 47% of Texas’ total 


© FURNITURE, HOUSEHOLD, RADIO: 
$159,108,000 
— 37.9% of Texas’ total 

*DRUG SALES: $105,605,000 
— 39.8% of Texas’ total 

® AUTOMOTIVE SALES: $709,455,000 
— 40.2%, of Texas’ total 

(Seles Monagement, Moy 10, 1952) 

*® AUTOMOTIVE REGISTRATIONS: 

1,235,025 


— 38.6% of Texas’ total 
(Texos Highway Department, 1952) 


@NEWS CIRCULATION: 
Weekdays — 172,305 


Sundays — 182,547 
(ABC Publisher's Statement, March 31, 1952) 


The Dallas Morning News 


CRESMER B WOODWARD, INCG 


eta 


REPRESENTATIVES 


}explained the secret of a 


with me when I say that most ad- 


| vertising using magic as an at- that 
| tention-getter 


shows about as 
much imagination as it takes to 


out of 100 depict (1) a wizard 
waving a wand or, (2) a magician 
pulling a rabbit out of a hat. The. 
copy inevitably begins: “It’s! 
magic,” or “Presto!” (The exclama- 
tion mark is not mine.) Sealtest’s 


| current three-column, 192 liner, is 
| an example. 


The most effective campaign we 


; have seen along these lines—this nw 
;is the unprofessional opinion of a 
'guy in the editorial end of the 


business—was a series Camels ran 
in 1932 or ’33. Each advertisement 
trick, 
usually a stage i:lusion. Of course 
this made Merlins mad at Cam- 
els for exposing the how-to of 
hocus-pocusing. The magic maga- 
zines of those days urged readers | 
to write R. J. Reynolds protest! 
letters concluding with: “I will 


jmever smoke your weeds again.” 
, But I bet it sold a lot of cigarets. 


RoBErT Lun», 
Detroit Office, The Journal 
of Commerce, New York. 


Commissioner Spingarn 


Didn't Argue LEM Case 
To the Editor: I have read with 


|interest the article on Pages 1 and 
| 93 of the Nov. 3, 1952, issue of Ap- 


VERTISING AGE with respect to the 
Federal Trade Commission’s re- 
quest for a court injunction against 
the Liggett & Myers Tobacco Co. 
because of its extravagant claims 
for Chesterfield cigarets. 


I am certain Chris will agree 


public power district was defeated ject of a national ad campaign for| at Soap Makers’ Claims 
by a majority of about four to one. an alcoholic liquid. 
Roy CRalG, 

Journal Printing Co., Newark, 


To the Editor: As you know two 
big soap companies have been 
making claims for their products 
“...washes clothes whiter 
than any bleach can bleach them.” 

These products are Procter & 


To the Editor: This is a post- blow your nose. That is not an idle Gamble’s Tide and Colgate-Palm- 
script to your yarn of Nov. 24 on observation, as my collection of olive-Peet’s Fab. 
Mil- clippings of ads with a magic 
bourne Christopher, and the use of theme numbers between 200 and Co., Shenandoah, Ia., is maker of 
magic as a theme in advertising. 300 different items. Ninety-nine | Dexol 


Our client, Tidy House Products 


powder bleach—the first 
powder bleach on the market and, 
we believe, the biggest seller on 


Honestly, 
do you believe these claims? 


§ 1% 


wn 


ee 


Maybe They Never Heard of DEXOL Powder Bleach! womos 


the market now by a comfortable 
margin. 

Since its introduction, several 
other brands have come on the 
market, like Gold Seal’s Snowy 
Bleach, Vano, on the West Coast, 
Hi-Lex and Linco in the Midwest. 

Apparentiy, Tidy House was the 
only manufacturer disturbed by 
the claims made by Tide and Fab 
that adversely affect all bleaches. 
For only Tidy House has done 
something about it. 

This something was running 
full-page newspaper ads plus 500- 
line space to combat such claims. 
Proofs are attached. 

We have reason to believe these 
ads have been quite effective in 


from your mats 


mats give better reproduction 


from your original — are used 


DETROIT * 1326 East Congress 


SHARP REPRODUCTIONS 


clean, hand-finished Congress electrotypes — made directly 


CONGRESS ELECTROTYPE CO. 


CHICAGO * 919 North Michigan Avenue * Superior 7-8056 


- CONGRESS 


because only deep, sharp, 


for your mat patterns. 


Street * Woodward 3.3974 
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several markets. 

News has just reached us that 
P&G is stopping its claims that 
Tide gets clothes cleaner without 
bleach than if one is used. We hope 
our efforts have contributed to- 
ward this change. 

RIcHARD C. Hunt, 

Account Executive, Buchanan- 

Thomas Advertising Co., 

Omaha, Neb. 


Canada Dry Makes Use 
of TV Sponsorship Story 
To the Editor: We would appre- 


ciate securing your permission to! 


reprint the story which appeared 
in the Nov. 17 issue of ADVERTISING 
AGE on our client’s sponsorship of 
the TV program, “Terry and the 
Pirates.” Canada Dry would like 
to use these reprints within their 
own sales organization only. 

We certainly considered this an 
excellent story covering this ac- 
tivity and appreciate the fact that 
it was most thorough and accurate. 

Epwarp H. Benepicr, 

J. M. Mathes Inc., New York. 


For Men Only 

To the Editor: Miss Andersen 
was repulsed by the Barbasol ad 
starring the “man with the barbed- 
wire beard,” according to her let- 
ter to you in your Nov. 17 issue. 

Many men, we think, have 
tough, “barbed-wire” beards. All 
men, we are convinced, want an 
easier, slicker shave. They want a 
shave that leaves their face feeling 
smooth and supple, not dry and 
taut. That’s what Barbasol gives 
a man, and that’s the story we tell 
in our advertising. 

We're always glad to get some 
spill-over audience among the 
ladies, but actually we don’t try 
for it. Our audience is male. Ac- 
cording to readership figures, wo- 
men did not read the ad in ques- 
tion in appreciable quantities. 
Males did. They gave it as high 
readership as you can get. We did 
not expect Miss Andersen to read 
the ad. 

Joun D. Burke, 

Copy, Erwin, Wasey & Co., 

New York. 


Overseas Men to See 
Trade Show Exhibits Story 

To the Editor: In the Nov. 17 
issue of ADVERTISING AGE (Page 
25), the article “Marketers Told 
a Dozen Reasons Why Trade Show 


| Exhibits Can Benefit Them” was 
found to be very interesting. 


Your permission is requested to | 


use some of the thoughts and ideas 
contained in the article. They 
would be used in our house organ, 
“Managers’ Bulletin,” which is 
distributed to our overseas man- 
| agement. 

A. M. W. REUTHER, 
Overseas Sales Methods, The 
National Cash Register Co., 
Dayton, O. 

e * 


Osborn Used It, Too 


To the Editor: I was very inter- 
ested in the item on the front page 
of your Nov. 17 issue, in refer- 
ence to the quotation made by 
Gov. Stevenson. It happens that 
I have a copy of that quotation 
framed on my office wall, and 
have always felt that it contained 
an enormous amount of good 


On the plains of hesitation bleach the bones 
of countless millions who at the dawn of 
victory sat down to rest and, resting. died. 


philosophy. I obtained it from 
Alex Osborn’s book on “Creative 
Thinking” and, if I remember 
rightly, it was quoted there as be- 
ing anonymous. 

Just in case you might like to 
tack it up somewhere, I am en- 
closing a copy. 

Geo. H. S. FRANKLIN, 

Sales Promotion Manager, 

Rapid Grip and Batten Ltd., 

Toronto, Ont. 


AA’s Nov. 17. story credits 


George W. Cecil for this quotation, | 
which appeared in an ICS ad 30. 
years ago. Mr. Cecil is now a v.p.' 


of N. W. Ayer & Son. James Nan- 


| people astray, and we believe that 
| there is a slight correction. 

In column 3, you state that “a 
run of 3,000 copies generally is 
tops, although 5,000 can be pro- 
duced under special conditions.” 
|We have produced many jobs 
'where Day-Glo colors have been 
| screened, as high as 460,000 pieces. 
| Just this week, we quoted on runs 
lof 45,000, 10,000 and 250,000 
pieces, all to be screen processed. 

The screen process business is 
advancing very rapidly, new 
|methods about to be released in 
| production, promise to cut the cost 


of application considerably, as' 


much as 40%. This of course will 
make the process very practical 
for many large runs, where the ad- 
vantages of process colors are 
worth a slightly higher cost than 
by other printing methods. 
J. E. NESTELL, 

President, Fluorescent Adver- 

tising Service, New York. 

AA’s figures referred to average 
|jobs, and industry sources sub- 
stantiate them. A small number of 
shops are equipped for longer runs, 
but runs of the length mentioned 
are still unusual. 


NEED CANADIAN 
REPRESENTATION? 
National Canadian distributor 
with siding and warehouse fa- 
cilities covering department, 
chain, and wholesale hardware, 
drug, grocery outlets offers com- 
plete merchandising and dis- 
tributing service in Canada. 

Write for details. 


Beacon House, 
1379 Bloor St. W., 
Toronto, Ontario. 
LAkeside 3434 


THERE'S MORE MONEY 
IN DAVENPORT 


eos 


Davenport 
Rock Island 


gel, ad column editor of the New, 
York Times, discovered that the| 


original Cecil copy differed from) 
the Stevenson quote in several! 


words. Evidently the Cecil ad in- 
spired some anonymous soul to 
paraphrase the sentence, resulting 
in considerable reprinting of the 
revised version. 


Says AA Aimed Low at 

| Screen Printing Production 

| To the Editor: In your story of 
Nov. 10 concerning the Screen 
Printing convention in Chicago, we 
are afraid that something that was 


said on Page 60 may lead some 


4 


Are you getting maximum results from your industrial advertising dollars? If you 


want to see tangible, measurable results 


INDUSTRIAL MAINTENANCE will produce 


quantity, quality inquiries from its more than 75,000 plant operating readers. 

Covering over 50,000 plants in 23 industries at shirt-sleeve level, INDUSTRIAL 
MAINTENANCE delivers the plant men who are ready and able to buy. These 
men are responsible for the function and upkeep of machinery, equipment and 


plant in America’s top-rated companies! 


If you're not covering this multi-million market with your 1953 budget, investigate 


INDUSTRIAL MAINTENANCE today! 


cet resutts! INDUSTRIAL MAINTENANCE 


Philadelphia 32, Po. 


AND MORE LINE 


DAVENPORT NEWSpapr 


DAVENPORT NEWSPAPERS Total Lineage 26,852,154 
Total Lineage 12,426,736 


Paper A 


PER CAPITA | 


$2,074 


1,881 
*National Average — $1,423 


4 
ek 


Paper B 


AND you'tt GET 
FOR YOUR 
THE DAVENPORT 
pee Newspapers st 


home-delivere 


‘throughout the 


— 


. the ° 
— circulation 


Quad-Cities! 


MORNING (ae 


DEMOCRAT | 


we. 


at 


Sunday 


DEMOCRAT & TIMES 


Serving the Zuad-Cities of / 
_ DAVENPORT, IOWA; ROCK ISLAND, MOLINE, and EAST MOLINE, ILLINOIS 
‘: HEADQUARTERS: DAVENPORT, IOWA 


Nationally by JANN & KELLEY, INC, = 


$1,898 


East Moline 1,590 


AGE — 


RS 


Total Lineage 11,107,838 


MORE 
MONEY BY USING 
NEWSPAPERS 


nly effective — 


* Figures from Sales Management Survey 
of Buying Power, May 10, 1952 


oS De Tate 


Evening 
| DAILY TIMES: 
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These 497 leading 
advertisers have 
appeared in 
the Post for ten 
years or more: 


Eastman Kodak Company 

Parker Pen Company, The 
Remington Rand, inc 
Coigate-Paimolive-Peet Company 
Mennen Company 

Stanley Works, The 

Williams Company, The J.B. 
Florsheim Shoe Company, The 
General Mills, inc 

Goodyear Tire & Rubber Company, 


he 
Radio Corporation of America 
EE 


American Safety Razor Corporation 

Cadillac Motor Car Division 
General Motors Corporation 

General Foods Corporation 

Goodrich Company, The B. F. 

Nash-Kelvinator Corporation 

Oldsmobile Division 
General Motors Corporation 

Packard Motor Car Co. 

Elgin National Watch Compary 

Prudential Insurance Company 
of America 

Quaker Oats Company, The 

Socony-Vacuum Oil Company, Inc. 

Cluett, Peabody & Co., Inc 

Swift & Company 

United States Playing Card Co. 

Bristol-Myers Company 

Stein & Company, A 

American Home Products 
Corporation 

Dixon Crucible Co., Joseph 
(Ticonderoga Pencils Div.) 

General Electric Company 

Hart Schaffner & Marx 

Procter & Gamble Company, The 

Union Carbide and Carbon 
Corporation 


& 685 S&S S8&SES5ES SSS SSS eS 


—— 


ee Sales Division 
a>’: hrysier Corporation 
roduct. Lt Hartford Fire insurance Company 
Pp ; and Hartford Accident & 
4 Indemnity Company and 
lit Hs cos Live Stock Insurance 
. ompany 
° S$ that qua y a Minneapolis-Honeywell 
im rov : Regulator Company 
n or o Stetson Company, inc., The John B. 
(Mallory Hats Division) 


, intal 
to main ewart-Warner Corporation 
Constantly strive ; Gaited States habbee ~ 


Campbell Soup Company 

Firestone Tire & Rubber Co. 

Heinz Company, H. j 

Hudson Motor Car Co. 

Krementz & Company 
value. Santa Fe Railway 
true Whitman & Son, Inc., Stephen F. 


American Chain & Cable Company, 


1° Make a quality 
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° at its 
ie Price it Inc. 
du Pont de Nemours & Company, 
Incorporated, E. |. 
Lorillard Company, P. 
Webster Company, F. S. 


available. Westclox, Division of 


1 d Generali Time Corp 
Make it rea ily American Telephone & Telegraph 
e Company 
Gillette Safety Razor Company 
ste | bey red ow 
. ational Le ompany 
good ta Willys-Overiand Motors, Inc. 

Barrett Division, The 


se truthfully and ” Allied Chemical & Dye 


. 
1 ; Corporation 
* Advert Buick Motor Division 
. Generali Motors Corporation 
Champion Spark Plug Company 


Hammermill Paper Compan 
m 1 — re pay et oO 
e | eneral Electric Compan 
consistent y Merriam Company, G. & C. , 
se Pontiac Motor Division 
General Motors Corporation 
Studebaker Corporation, The 
Texas Company, The 
Westinghouse Electric Corporation 


rr 


. 
Advert 
e \ 
. 
. 

American Radiator & Standard 
Sanitary Corporation 

American Thermos Bottie Company 

Duofold, inc 

' johnson & Son, inc., S.C. 

Reynolds Tobacco Company, R. J. 

Union Pacific Railroad Company 

Yale & Towne Mfg. Co. 

American Tobacco Company, The 

Carter's Ink Company 

Holeproof Hosiery Company 

Lambert Company, The 
(Lambert Pharmacal Company) 

Libby, McNeill & Libby 

Scott Paper Company 

United Motors Service, Division of 
General Motors Corporation 

White Motor Company, The 

Ford Motor Company 

Liggett & Myers Tobacco Co. 

Sunbeam Corporation 

Sunkist Growers, Inc 

Timken Roller Bearing Company, 


_The 
Willard Storage Battery Co. 
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Esterbrook Pen fomeem, The Bendix Aviation Corporation Ray-0-Vac Company 24 Thermoid Company 19 navox Company, The 4 
Great Northern Railway Company 7 Cat's Paw Rubber Company, Inc. 29 Savage Arms Corpscation 24 Wiss & Sons, Inc., J. 19 National Association of Ice 
Kaiser-Frazer Sales Corp 37 Clark Grave Vault Co., the 29 Spalding & 3ros. Inc., A. G. 24 Alligator rmyys The 18 industries “4 
Kelly-Springfieid Tire Company 37 Commonwealth Shoe & eather Co. 29 Stromberg-Carison Compan 24 American Hair & Felt Company 18 New Mexico State Tourist Bureau 14 
New York Central System 37 Daisy Manufacturing Compan 293 Sun-Maid Raisin Growers Art Instruction, inc. 18 Pan American Coffee Bureau 4 * 
Reo Motors, Inc 37 Electric Auto-Lite Company, The 2 California 24 Bausch & Lomb Optical Co 18 Reznor Manufacturing Co. 4 
Scholl Mfg. Co., inc., The 37 Evinrude Motors, Division of Talon, = 24 Botany Milis, Inc 18 Rock of Ages Corporation 14 
Sherwin-Williams Co. 37 Outboard Marine & Mfg. Co. 29 Young, Inc., W. F. 24 pa cong Corporation 18 Ruberoid Company, The 14 
im Smithé me Typewriters, General Motors Corporation 29 prom Steny Company of America 23 Corbin, P. & F., Division of State Farm insurance Companies 4 
} Inc 37 insurance Company of Bostitch, Inc. 23 American Hardware Corp. 18 Trans World Airlines, inc. 4 
Armour ay Company 36 North America 29 Canada Dry Ginger Ale, Incorporated 23 Devoe & Raynoids Company, inc. 4 White Company, Da’ vid “4 
Armstrong Cork Company 36 International Harvester Company 29 General Shoe Corporation 23 Libbey-Owens-Ford Glass Company 18 Allis-Chaimers Manutacturing 
Dodge Division Johnson & Johnson 29 Hickok Mfg. Company, Inc. 23 lew Haven Clock & Watch Co. 18 Company 13 
Chrysler Corporation Parker Rust Proof Company 29 Lovell Mfg. Co. 23 inforized 18 Barbasoi Company, The 13 
—— Storage Battery Company, Pennsylvania Grade Crude Oil McQuay-Norris Manufacturing Semier, inc., R. B. 18 Capehart-Farnsworth Corporation, 
Association 29 Company 23 Sexauer Company, Inc., J. A. 18 Associate of international 
eum Tire & Rubber Company, Pennzoil Co., The 29 Medico Pipes, Ine. 23 Shell Oil Company 18 Telephone & Telegraph 
The 3 Perfect Circle Corporation 29 Mutual Life Insurance Company Truval Manufacturers, Inc., Division Corporation 13 
Hamilton Watch Company 36 Rutland Fire Clay Company 29 of New York, The 23 of Publix Shirt Corporation 18 Chap Stick Company 13 
Interwoven Stocking Company 36 Seiberling Rubber Company 29 Parke, Davis & C 23 Whirlpool Corp 18 Chase Brass & Copper Co., 
Jones Dairy Farm 36 Universal International Pictures Real Silk Hosiery Mills, Inc. 23 Wilson & Company, Inc 18 Incorporated 13 
Pioneer Suspender Company 6 Company, inc 29 Sylvania Electric Products, Inc. 23 American Gas Association 7 Crane Company 13 
United States Steel Company 36 Wander Company, The 29 Telechron Dept., Association of American Railroads 17 Dow Chemical Company, The 13 
Auto-Lite Battery Corporation 28 General Electric Company 23 Block Drug Comey. Inc. 17 Emerson Radio & Phonograph Corp. 13 ‘i 
(Sub. of The Electric Auto-Lite American Express Company 22 Carrier Corporatio 7 industrial Giayes Company 3 . 
——— Company Buxton, Inc. 22 Chicago, Rock island & Pacific Lionel! Corporation 3 
Beech Nut Peching Co 28 Canadian National Railways 22 ailway 17 Meeker My ae Inc., The 3 
Durham-Enders Razor Corporation 28 Corn Products Sales Company 22 Ditto, incorporated 17 Motorola, inc 3 
Burroughs Adding Machine Company 35 Florists’ Telegraph Delivery Freeman Shoe Corporation 22 international Cellucotton Nachman Corporation 3 
Eagle Pencil Company 35 Association 28 International Shoe Company 22 roducts Company 17 National Gypsum a. 3 
Hoover Company, The 35 Gould-National Batteries, Inc. 28 Nicholson File Company 22 Liberty Mutual Insurance Company 17 New York Life Insurance Company 13 
National Biscuit’ Company & McKesson & Robbins, Inc 28 Pyroil yy 22 Longines-Wittnauer Watch Co. 7 Oregon State lo Commission 13 
Subsidiaries 35 Nunn-Bush Shoe Company 28 Sterling Drug, | 22 Millers Falis Company 17 Pan American World Airways, inc. 13 . 
Philco Corporation 35 Polk Miller Products Corporation 28 Wagner Electric “Corporation 22 Republic Stee! Corporation 17 Portis Style 7 inc. 13 : 
Tide Water Associated Oil Company 35 Ronson Art Metal Works, Inc 28 Willson Products, Inc. 22 United-Carr Fastener Corp 17 Richardson Co., . 0. 3 
Western Electric Company, Inc. 35 Stetson Company, Inc., The John B. 28 Wolf's Head Oil Refining Co., Inc 22 Utica Knitting Co. 17 Sanford Ink ious 3 
AC Spark Plug Division Valentine & Company, Inc. 28 Zenith Radio Corporation 22 Bryant Heater, Division of Shulton, inc. 3 
General Motors Corporation 34 Warner-Patterson Company 28 American Hard Rubber Company = 21 Affiliated Gas Equipment, Inc. 16 Tea Council 3 
Eversharp, inc. 34 Cutler-Hammer, Inc 27 Celotex Corporation, The 21 Central Mutual insurance Co. 16 Tek Hughes, Inc 3 
Larus & Brother Co., Inc. 34 Ethyl Corporation 27 Continental Oil Company 21 Cracker Jack Co., tee 16 Victor Adding Machine Company 3 
Lever Brothers Company Frigidaire Division Corning Glass Works 21 Jacobson & Sons, Inc., F. 16 Winarick, Inc., Arthur 3 
(Pepsodent Division) 34 General Motors Corporation 27 Hawaiian Pineapple Co., Ltd. 21 Lincoln — ite Insurance York Corporation 3 
Southern Pacific Company 34 tron Fireman Manufacturing Co. 27 Hollingshead Corp., R. M 21 any 16 American Meat Institute 2 
Stokely-Van Camp, inc. 34 Kellogg Company 27 Hormel & Co., 21 Plumb. 4 Faye 16 American —ay Liability 
Underwood Company, William 34 Rexall Drug Company 27 Ostermoor & Company, Inc. 21 Railway Express neem, Inc. 16 Insurance Bom pert 12 
American Lae armers 
’ Associat 12 
Argus ©. cameras, Inc. 2 
7| Bear Mfg. Co 2 - 
Bigelow-Sanford Carpet Co., Inc. 2 : 
Canadian Travel Bureau 2 big 
Curtiss-Wright Corp. 2 3 
Deepfreeie Appliance Division wae <P 
Motor Products Corporation 12 ro 
T was not through accident that the outstanding companies listed on these pages ccereeme haatang = . 
: z t Grey-Rock Le me of Nas 
achieved fame and fortune. Without exception, they have all followed the basic wate 1 “dean a 
ne Luntommen’ s Mutual Casualt Te 
principles listed on the left. Com war 
} ae Mi "corporation 12 
: Z e af — rcury Division 
Principle No. 7 explains why these successful firms have spent so many years advertising Ford Mator Com 12 
4 ae Benefit Life Insurance 
y ~~ . . oe . company 
their wares in The Saturday Evening Post. gual tied hte enpenstion 2 
) Cwgne Corning Fibergies 
F aia i " A orporation 
Over the years, the important millions — the heart of America — continue to think of the Perkins Products Co. i 
} aescee adio Picture 1 
. P Rolfs, Divi 
Post as the first place to look for all the new and better products and services. pai tna la y Leather Co i 
United States Ar a oft Force 1 
. ° . . ‘4 . Pp lanufacturin 1 
And, over the years, American industry continues to place more of its advertising linage airtemp. Division 
L rysier Corporation 1 
‘ P : \ 
in the Post than in any other magazine. ee 
Craddock- “Terry Shoe Corporation 1 
Dictaphone Corperation 1 
Eclipse Lawn Mower Company, 
Division of Buffalo-Eclipse 
Corporation ll 
= Formfit Company, The ll 
Hammond instrument Company ll 
; international Business Machines 
} Orporation il 
| Warren Company, S. D. 34 Servel, inc 27 Philip Morris & Co., Ltd., Inc. 21 Royal Vacuum Cleaner Co. 16 Kna r 
Cal'fornia Packing Corporation 33 Standard Brands, inc. 27 Planters Nut and Chocolate aly, Inc. 16 Manvattan Shirt Co., The ii 
| Coca-Cola Company 33 Timken-Detroit Axie Company, The 27 Company 21 United States Industrial Chemicals, Marathon Corporation, The ll 
Congoleum-Nairn inc. 33 Travelers Insurance Company, The 27 Schick Incorporated 21 nc Miles Laboratories, inc. il 
i} ~=©Cream of Wheat Corporation, The 33 Weco Products Company 27 Sinclair Refining Cempany 21 Walker Manufacturing Co. of Monsanto Chemical Company 11 
§ General Aniline & Film Corporation 33 Belden Mfg. Compan 26 Vick Chemical Company 21 Wisconsin 16 Pacific Mills 11 
y Munsingwear, Inc 33 Black & Decker Mfg. Co., The 26 Weyenberg Shoe Mfg. Co. 16 Prince Gardner Co ll 
q Paramount Pictures Corporation 33 we Manufacturing - —E Ramsey Corporation ll & 
f Pittsburgh Plate Glass Company 33 ompany Thom. 
f Robbins & Myers, incorporated 33 Coleman Company, inc., The 26 American Chicle Compan 20 —E— wg bah Division of of 
Borden Company, The 32 Disston & Sons, inc., Henry 26 comeses Copper one jompany 20 Shwayder Brothers, inc. ll 
Chevrolet Motor Division Hastings Manufacturing = 26 Ayer & Son, Inc., 20 ard Knitting Mills 11 
General Motors Corporation 32 Kaufmann Bros. & Bo: 26 Chris-Craft } 20 Acushnet Process Sales Co. 15 leston Electrical instrument 
id Hires Company, Charles E 32 Raybestos, Division of Easy Washing Machine Corporation 20 Anderson Company, 15 Corporation Tl 
Hotels Statler Co., Inc 32 Raybestos Manhattan, Inc. 26 Emerson ~— Mtg. Co., The 20 Atkins & Company, E. C 15 Wilson Sporting Goods Co 11 
Johns-Manville Corporation 32 Sheaffer Pen Co., W. A 26 Eversharp, | Barreled Sunlight Paint Co. 15 American Biltrite Rupber C 10 
1 Simmons Company 32 Taylor Instrument Companies 26 (Shavin Instrument Division) 20 Bell & Howell Compan 15 American Cyanamid Company 10 
A Squibb & Sons, E. R. 32 Toastmaster Products, Division of Heublein & Bro., Inc., G. F. 20 Coolerator Company, The, Division American Pop Corn Co 10 
~ Underwood Corporation 32 McGraw Electric Company 26 John Hancock Metust Life of International Telephone & Better Vision institute, Inc 10 
Youngstown Kitchen Division Insurance Compa 20 Telegraph Corporation 15 Boeing Aircraft Company _ 10 
Mullins Manufacturing —— National Board of Fire Underwriters 20 Dayton Rubber Company, The 15 Cities Service Co 10 
Corporation 32 New England Mutual Life Eaton Manufacturing Company 15 Collins & Aikman C ti % 
y Aladdin Co., The 31 American Optical Company 25 insurance Company 20 Fels & Company ; 15 a Sane tae eens jon 10 : 
Ws All-Year Club of Southern Caiifornia 31 Clipper Belt Lacer Company 25 Pullman Company, The 20 Guide Lamp Division ee Company, The 10 
F Armco Stee! Corporation 31 international Nickel Company, Sparks-Withington Company, The 20 _ General Motors Corporation 15 Emerson Drug Company 10 
i} Fisher Body Division Inc., 25 Sunshine Biscuits, Inc. 20 Minnesota Mining & Mfg. Co. 15 Federal-Mogul Service 10 
Generali Motors Corporation 31 Johnson Motors, Division of United Air Lines, inc. 20 National Pressure Cooker Co. 15 Florida Citrus Commission 10 
Glidden Company, Tne 31 Outboard Marine & Mfg. Co. 25 Wildroot Co., Inc 20 Penick & Ford Ltd., inc 15 Fulton Company, The 10 
Hat Corporation of America 31 Kendall Refining Company 25 American Airlines, Inc. 19 Tappan Stove Company 15 General Bandages, inc. 10 
Kohler Company 31 Kroehier Mfg. Company 25 Baldwin Piano Company, The 19 Beatrice Foods Company 14 Great American Group of Insurance 
Kraft Foods Company, Division of Luden’s, Inc 25 Canadian Pacific Railway Co. 19 Bendix Home Appliances, Companies 10 
National Dairy Products Corp. 31 Northern Pacific Railway Company 25 Coopers, Inc. 19 — Avco Manufacturing Hillerich and Bradsby Company, Inc. 10 
Metropolitan Life Insurance Penn Mutual Life Insurance Gulf Oil Corporation 19 c 14 Inland Manufacturing Division 
company 31 Company, The 25 Hanes Knitting Co., P. H. 19 Bowes P seal Fast’’ Corporation 14 General Motors Corporati 
Quaker State Oil Refining Phillips-Jones Corp. 25 Life Savers Corp. 19 Casite Division, I my mandy poration 10 
Corporation 31 Plymouth Division Loew's Inc 19 Hastings Manufacturing Company 14 Ma pany 10 
Sealright Company, Inc. 31 Chrysler Corporation 25 Masonite Corp 19 Chamberlin Company of America = 14 rtin Company, — Glenn L. 10 
Swank, Inc 31 Prest-0-Lite Battery Company, Morrell & Co., John 19 Davey Tree Expert Company 14 Masiand & Sons, C. H 10 
Californians, Inc 30 Inc., Sub. of The Electric Murine Company, The 19 DeBeers Consolidated Mines, Ltd. Monroe Auto Equipment Co. 19 
Caterpillar Tractor Ca 30 Auto-Lite Company 25 National Life Insurance Company and Associated Companies 14 National Dairy Products Corporation 10 
Crosley, Division of Warner Bros. Pictures, Inc. 25 of Vermont : 19 Dick Company, A. B. 14 Nestie Company, inc. 10 
‘Avco Manufacturing Corp. 30 Arvin industries, Inc. 24 New Departure Division Electro-Motive Division Pal Blade Company 10 
GMC Truck & Coach Division De Soto Division General Motors Corporation 19 Generali Motors Corporation 14 Pearson Pharmacal Co., 10 
General Motors Corporation 30 Chrysler Corporation 24 Noma Electric Corporation 19 Emery Industries, Inc. 14 Pendieton Woolen ‘ain 10 
Landers, Frary & Clark 30 Florence Stove Company 24 Northwestern Mutual Life Insurance Eno, Scott & Bowne “4 Sessions Clock Company 10 
Pennsylvania Railroad Company, The 30 Greyhound Lines 24 Company, The 19 Fleer Corp., Frank H. 14 Seven-Up Company, The 10 
Shaler Company, The 30 Lincoln Division Scripto, Inc. 19 Fram Corporation 4 Upjohn Gompany, Th 0 
Simoniz Company, The 30 Ford Motor Company 24 Sealed Power Corporation 19 Great i and Pacific pi pany, the 1 
Marlin Firearms Co., The 24 Manning, Maxwell & Moore Inc. Tea Company, The 14 Utica Drop Forge & Tool Corp. 10 
— Purolator Products, Inc. 24 Shaw-Box Crane & Hoist Division 19 MACMILLAN | Petroleum Corp. 14 Webster Tobacco Company, Inc. 10 


List limited to advertisers in the Post ten or more years and spending a 


minimum of $10,000 in 1951 or $7,500 in the first nine months of 1952 
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\ Triangle Outdoor 


448 NORTH ORLEANS 
CHICAGO 10, ILLINOIS 


Have You Seen Them? 


400 NORTH RUSH ST. . 
OVERLOOKING MICHIGAN AVE. 
BRIDGE AND WACKER DRIVE 
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AS VIEWED FROM THE 
OUTER DRIVE —» 


COMPLETE INFORMATION UPON 
REQUEST 
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YORK 17 


As 55th Annual Convention Opens... 


Outdoor Advertising 
Reaches Record High 


Sales Boom, Accounts 
Grow and PR Activity 
Is at a Fever Pitch 


Cuicaco, Dec. 5—When members 
of the outdoor advertising industry 
gather here next week for their 
55th annual convention they will 
be in general agreement on one 
thing: 

Outdoor advertising business is 
booming, and indications are that 
it will be even better in 1953. 

National sales volume has in- 
creased every year since 1943, and 
is fast approaching the $100,000,- 
000-per-year mark (see separate 
story). Posters and painted bulle-, 
tins today are carrying the most 
widely diversified list of accounts | 
in the history of the medium, and 
the number of national advertisers 
using outdoor continues to grow. 


8 In conjunction with next week’s 
convention, the Outdoor Advertis- 
ing Assn. of America has issued a 
progress report on the outdoor in- 
dustry, covering the past two years. 
The OAAA is the policy-making 
organization, as well as the spokes- 
man, for the industry. Its 658 
members comprise more than 90% 
of the outdoor fraternity operating 
in the U.S. 

One of the principal functions of 
the association is to gain greater 
public acceptance for the outdoor 
industry. Outdoor has _ probably 
had to fight harder than any other 
advertising medium to gain such 
acceptance. Critics have been ham- 


mering away for years at outdoor 
displays, claiming that they are 
traffic hazards and that they mar 
the landscape. 


# A sound-slide film entitled 
“Your Outdoor Neighbor” which 
has been shown through the U.S. 
during the past two years has 
“brought about an understanding 
of outdoor advertising that never 
existed before,”” OAAA reports. 
The industry has also gained 
considerable good will through its 
public service posting. In 1951 
OAAA members displayed 86,919 
24-sheet public service posters and 
36,043 3-sheet posters. These rep- 


|resented an estimated space value 
| of $1,886,156. Figures on 1952 pub- | 


lic service showings aren’t com-|! 
plete as yet, but indications are | 
that this year’s participation will 
be even greater. 

| 
® Because of the willingness it has 
shown to organize special public 
service campaigns, OAAA recently 
received a request from the Na- 
tional Safety Council and the Ad- 
vertising Council to help in cutting 
traffic fatalities during the coming 
winter months. 

The association developed a cam- 
paign entitled “Operation Impact” 
which will run during the months 
of December, January and Febru- 
ary. These months were chosen be- 
cause they have a high accident 
death rate. 

During December, Operation Im- 

(Continued on Page 62) 


1952 Sales Volume of Outdoor Hits 
$96,600,000; Tops ‘51 Figure by 10% 


New York, Dec. 4—National 
outdoor advertising volume hit a 
new high in 1952, racking up gains |} 
across the country, and making 
significant penetration into classi- 
fications which have been indus- 
try targets in the postwar period. 

National advertising volume for | 
this year, figured as of October, | 
stands at $96,600.000. Comparable | 
volume for 1951 was $89,600,000. | 

And Outdoor Advertising Inc., | 
national sales representative for | 
the industry, predicts 1953 volume | 
will break the $160,000,000 mark. | 

The banner classification—from | 
a growth viewpoint—was food. It | 
continued its steady rise in 1952. | 
up 12.2% over 1951. In the post- 
war period, food volume in out- 
door has increased 50%—a fact 
attributed by outdoor men to the 
medium’s ability to present a sales 
message near or on the way to the 
point of purchase. 

Another reason advanced for 
the growth of outdoor in the food | 
field is the increasing dependence 
of food manufacturers on pack- 
age identification for supermarket 


sales. Outdoor, carrying a simple 
message, and permitting large- 
size, full-color display of the pack- 
age, fills the bill. 

In addition, outdoor can show 
food illustrations in appetizing 
form. 

Finally. as in-store displays and 

point of purchase advertising be- 
come increasingly difficult to get 
from supermarket operators, out- 
door (located near the retail out- 
let) becomes more important. 
s Leaders in the food field using 
outdoor include Kraft, Heinz, Gen- 
eral Foods, Best Foods, National 
Biscuit and Sunshine Biscuit. 

The outstanding classification in 
outdoor is still automotive. In 1952, 
the automotive classification got 
a healthy increase from the gaso- 
line and oil groups, which have 
doubled their volume since 1946. 

A significant new classification 
is the chemical group, where man- 
ufacturers have started using the 
medium heavily to advertise in- 
secticides and fertilizers in farm 


‘areas. Such advertisers as Shell 


Grand Medal Outdoor Art Award Winners 


| always settle for 


GOLD, SILVER AND 82ONZE—This National Biscuit Co. poster 
(top) for Ritz crackers wolked off with the gold medal award in 
the 20th National Competition and Exhibit ot Outdour Adver- 
tising Art. Agency, McCann-Erickson; artist, Roy Spreter; art 
directors, Herbert Noxon ond Donald Calhoun; lithographer, 
Continental Lithograph Corp. The silver medal award went to 


RITZ 


CRACKERS 
- 


Gr, 


i} 


Atlas Supply Co. for its ferocious beor poster on Atlas bat- 
teries. Again, McCann-Erickson was the agency. Artist, Bob Kuhn; 
art director, Herbert Noxon; lithographer, Continental Litho- 
Qgruph. The hronze medal for third place went to Coca-Cola Co 
Agency, D'Arcy Advertising Co.; artist, Haddon Sundblom; art 
director, Wilbur Smart; lithogrepher, Forbes Lithograph 


ve ee ee one ee yi 


Chemical Corp., Hercules Powder 
Co., Mathieson Chemical Corp., 
Rohm & Haas and others are now 
on posters. 

One of the reasons for this de- 
velopment is that the advertisers 
can shift with the crop and the 
seasons, and can get exceptionally 
heavy concentration, for example, 
in the cotton and tobacco areas 
during the seasons when their 
products are used. 

The national volume of painted 


bulletins, walls, etc., continued to 
increase during 1952. This volume 
—included in the $96,600,000 fig- 
ure quoted earlier—has_ risen 
90% in the past five years, due 
largely to the growing realization 
among advertisers that paint helps 
them to dominate a market with a 
heavy, and extended, impact. 


8 Much of “paint’s” progress is 
undoubtedly due to black light, 
which acted like digitalis on the 


medium. 
A postwar development, black 
light costs less than neon, and 


can be changed every four months 
—whereas changing an electric 
spectacular that often would be 
far too expensive. 
So black light, cheaper than 
electric and neon signs, “about 
doubles the effectiveness of a 
painted bulletin,” in the opinion 
of outdoor men, and in conse- 
(Continued on Page 66) 
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a Outdoor Awards 
a = Competition Is 
20 Years Old 


Cuicaco, Dec. 4—A soft drink, 
an auto battery and a cracker were 
represented on the three outdoor 
posters that won the grand awards 
in the 20th National Competition 
& Exhibit of Outdoor Advertising. 

The gold medal award went to 
a National Biscuit Co. poster for 
Ritz crackers (McCann-Erickson). 
An Atlas Supply Co. poster for | 
Atlas batteries (McCann-Erick-| 
son) took the silver medal award, | 
while the winner of the antique 
bronze medal award was a Coca- 
Cola poster (D’Arcy Advertising). 

In addition to the three grand 
award winners, there were 54 ad- 
ditional awards made in the com- 
petition, which is sponsored by the 
Art Directors Club of Chicago. 
These 54 awards consist of Ist, 
2nd and 3rd prize winners in each 
of 18 classifications. Awards were 
made in each case to the adver- 
tiser, agency, art director and art- 
ist. 


} 


| 
@ The grand award winners and | 
1 54 of the various classification | 
Yee are reproduced in this} 
tion of ADVERTISING AGE. | 
The winning posters, painted | 
Blletins and black light displays 
@fe also reproduced in the 1951 
Paster Annual, published by Out- 
door Advertising Inc. This 72-page 
spiral-bound volume also contains 
additional designs which “show 
other techniques in art treatment 
well as posters used by a wide 
iety of businesses.” 
he 12-man awards jury, com- 
d of art directors and business 
amg advertising executives, se- 
ed the winners from a total of 
= entries, valued at $637,000. 
Eaeh entry was judged on two! 
gs: | 
1. The value of the idea to in-| 
cr@ase sales or to promote a cause. | 
2. The effectiveness and excel- | 
lefice of design, composition and 


teghnique. 


the jury kept in mind the follow-| 
ing questions: Is the idea new? If 
Not basically new, does it have a| 
new or intriguing twist? Does the 
idea get across quickly? Does it 
have continuity possibilities or 
topical interest? Is it an idea that 
is likely to move people either to} 
buy or to remember the product | 
or cause it promotes? 

As to design composition and 
technique, the jury considered 
these questions: Are the composi- 
tion and layout fundamentally 
sound”? Are imagination and orig- 
inality of treatment apparent? Is 
the illustration appropriate to the 
idea and in good taste? Is the art 
technique different, better and 
above average? 


8 In judging the designs as to idea, | 
| 


@ Five new judging classifications 
were added to the 13 used in the 
previous year’s competition. One 
of these was bread, flour and 
baked goods, which formerly was 
under the general food classifica- 
tion. Categories for household ap- 
pliance posters and agricultural 
displays were added. The painted 
bulletins classification waco broken 
down into painted bulletins and 
painted bulletius, embellished, and 
the autumotive category was sep- 
arated into one group for cars and 
another for trucks. 


Form House of Photography 

Curt Gunther, formerly chief 
photographer for Keystone Pic- 
tures Inc., and Robert Halmi, pre- 
viously Time and Life ¢orrespond- 
ent-photographer in Vienna, have 
combined to form the House of 
seman at 52 W. 53rd St., 
New York. 


Advertising Age, December 8, 1952 


Outdoor Advertising Art Award Winners 


Automobile (Cars) 


Theyre delivering @¥ our FORD! 
Me wns 


They'll fit before 
DODGE | 


wears out! 


FORD WINS TWO—Ford Motor Co. posters took both first and third places in the 


bile (cars) classification in this year’s judging. J. Walter Thompson Co. was 

the agency, George Booth the art director and U.S. Printing & Litho. Co. the lithog- 

rapher for both posters. Ed Gordon was the artist for the first place poster; Scott 

Johnston handled the artwork on the third place winner. Dodge division of Chrysler 

Corp. copped second prize. Agency, Ruthrauff & Ryan (account is now handled by 

Grant Advertising); artist, Mike Doyle; art director, Frank Quail; lithographer, Mor- 
gan Litho. Co. 


Automobile (Trucks) 


comfortable ! 


COMFORT, HAULING AND ECONOMY-— International Harvester Co.'s poster stressing 
the comfort of its trucks won first award in the automobile (trucks) classification. 
Agency, Young & Rubicam; artist, Robert Skemp; art director, Luther Johnson; 
lithographer, Edwards & Deutsch Litho. Co. Second place went to the Chevrolet 
moter division of General Motors Corp. Agency, Campbell-Ewald Co.; artist, New 
Center Studies; art director, Halsey Davidson; lithographer, Gugler Litho. Co. Ford 
Motor Co. won third place for its poster stressing the economy of Ford trucks. 
Agency, J. Walter Thompson Co.; artist, Bill Allured; art director, William Strasser; 
lithographer, U. S. Printing and Litho. Co. 


Beers, Wines and Liquors 


A BEER, A WINE, AN ALE—Griesedieck Western Brewery Co. took top honors in 
the beer, wine and liquors classification for a Stag beer poster. Maxon Inc. is the 
agency; Haddon Sundblom the artist; Spencer Franc the art director, and Wolff 
Printing Co. the lithographer. Second place went to the Petri Wine Co. Agency, 
Young & Rubicam; artist, Jack Wittrup; art director, Donald F. Sternloff; lithoyrar'. 
er, Gugler Litho. Co. A. P. Ballantine & Sons poster showing a lineup of lifelike 
glasses of Ballantine's ale took third place. Agency, J. Walter Thompson Co.; artist, 
Carl Paulson; art director, Charles E. Barnes; lithographer, U. S. Printing & Litho. Co. 


Home Appliances 
Bigger than life-Size Picture 


Motorol 
TV 


NEVER needs defrosting! 
EGE Admiral 


7 
t 
& DUAL-TEMP 


TELEVISION AND REFRIGERATORS—Motorola Inc. hauled down first prize in the 
home appliances classification for a TV poster. Artist, Bill Fernim; art director, 
Kling Studios; lithographer, Continental Litho. Corp. Frigidaire division of General 
Motors took second place with its Santa Claus poster. Agency, Foote, Cone & Belding; 
artist and art director, Edward L. Steadman; lithographer, Gugler Litho. Co. Third 
place went to Admiral Corp. for a poster featuring its Dual-Temp refrigerator. 
Agency, Tatham-Laird; artist, Norman Rich Studios; art director, Harold C. Jensen; 
lithographer, Gugler Litho. Co. 
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SHORT COPY Outdoors 
. long on lasting results 


A Little Something Extra” 


sun’ 7 The Most Powerful Gasoline 


your car can use! 


e- 


SHELL PREMIUM GASOLINE 


"Year in, year out, Outdoor demonstrates “Outdoor has been the backbone of our 
its power in selling Shell to people who selling effort in becoming the nation's 
are going places." largest independent bakery." 


>. You mean you havent seen 


"Posters have played a major role in "Year-round use of 24-sheet posters has 
making Lewyt one of the top-brand resulted in record-smashing business for 
vacuum cleaners in the United States.” Florida's Silver Springs." 


One of a series of advertisements promoting o better 
understanding and appreciation of Outdoor Advertising 


ms) | The Standard Group OF OUTDOOR ADVERTISING COMPANIES 


JOHN DONNELLY & SONS © CENTRAL OUTDOOR ADVERTISING CO., INC. « THE PACKER CORPORATION 
WALKER & COMPANY © UNITED ADVERTISING CORPORATION © WHITMIER & FERRIS CO., INC 


serving one-fifth ROCHESTER POSTER ADV. CO., INC. © RICHMOND POSTER ADV. CO. «+ E. A. ECKERT ADVERTISING CO < 

of the nation's PORTER POSTER SERVICE *« SLAYTON & COMPANY © THE HARRY H. PACKER CO «+ BORK POSTER SERVICE 6 
SUNSET OUTDOOR ADVERTISING CO. « BREMERTON POSTER ADVERTISING CO «+ C E STEVENS CO $ 

consumers... CONSOLVO ADVERTISING CORP. © LEHIGH ADVERTISING CO. * MARYLAND ADVERTISING CO 


AMERICAN ADVERTISING CO. © VERMONT ADVERTISING CO. + ZIMMER POSTER SERVICE 
« STANDARD OUTDOOR ADVERTISING, INC., 444 MADISON AVE., NEW YORK 22 - 
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Other National Advertisers Join Brewers, 
Auto Companies in Using Roadside Signs 


CHICAGO 
auto mant 
continue te 
est support 
vertising 
by nation: 
field 


Every mi 


rc 


| 
fe | 


| 
iL 


but they 


' | 
| m WEBSTER See tive outdoor advertising { 
= a 


lt 


Dec. 3—The 
ifacturers and 
» be among the 


ers of roadside 


Schlitz, Miller, 
and others are 
roadside signs across 
according to National 
vertising Co., Waukesha, which 

and maintains roadside 
The company is a subsidiary 
Mining & Mfg 


and brewers like 
Pabst, Budweiser 
now using 
the country 
Ad 
erects 
signs 
of Minnesota 


nation's 
brewers 
strong- 
sign ad- 
are bDelIng joined 
advertisers in 


il other 


ijor automobile maker 


€ _ . 
Miami...coar OF MILLIONS | “;. 


eset 


DICK ASCH 


See you at the CONRAD HILTON 


JACK CAESAR 


CHEVROLET SALES. 


DAY AND NIGHT—The Chevrolet sign at left illustrates how oa 
tie-in with a nationally-known product is achieved. The 


local 


Co., Minneapolis, and all the signs 
it erects use Scotchlite reflective 
sheeting made by the parent com- 
pany. 


and 
re- 


the auto 
National 


@In addition to 
brewing companies, 


HARRELSON 


Advertising Age. 


geese 


INC. 


ports that appliance manufacturers 
and major oi] companies also are 
showing increased interest in the 
medium. 

30th Radio Corp. of America and 
Admiral Corp. are using roadside 
signs for their appliances, and 


Here's the Biggest News for Advertisers 
Since the Announcement of Day-Glo Daylight Fluorescent Colors 


DAY-GLO' 1-STROKE 
SCREEN COLOR 4 


@ With the introduction of 1-Stroke DAY-GLO, daylight fluorescent 
displays for outdoor as well as indoor use can be screen processed with 


only one stroke of the squeegee instead of two. The economies—in time, 


v3 


labor and materials—are obvious. And—that’s only part of the story. 


The new 1-Stroke DAY-GLO make “The World’s Brightest Colors” 


even brighter—gives your advertising still greater impact. The daylight 


fluorescence lasts longer—your DAY-GLO advertisements will glow 


with unequalled intensity throughout 30 days of the toughest outdoor 


exposure to full summer sunlight. 


The new 1-Stroke DAY-GLO sereens more smoothly —your advertise- 


ments stay cleaner longer. It’s more flexible—is easier to post and paste 


won't darken the colors. 


You can now specify 1-Stroke DAY-GLO for everything —put new 


punch in your twenty-four sheets, transit ads, displays, streamers, sized 


sign-cloth banners, direct mail, point-of-purchase and all your adver- 


tisements that must pay off. A touch of DAY-GLO makes an ordinary 


printed or lithographed campaign extraordinary! 


You asked for a sixth DAY-GLO color. We've perfected it for 
you. ROCKET RED—a true advertising red that's daylight fluo- 
rescent is ready for you now at your licensed silk screen producer. 


SWITZER BROTHERS, INC. 


4732 ST. CLAIR AVENUE 


CLEVELAND 3, OHIO 


Tell me more about DAY-GLO and send me your 


latest color card. 


NAME 


COMPANY NAWE 


ADDRESS 


crry ZONE 


STATE 


December 8, 1952 


Pabst sign at right demonstrates the visibility that can be 
achieved at night by using reflective sheeting. 


Standard Oil of California, Penn- 
zoil Co. and Sinclair Refining Co. 
are among the major oil companies 
making extensive use of the me- 
dium. 


There are more than 100,000 
roadside signs on the nation’s 
highways at present, with more 


than 50,000 retail outlets of all de- 
scriptions benefitting from this 
national advertising with a local 
application, National Advertising 


says. 


s There are three types of road- 
side sign programs available to 
national advertisers and agencies. 
They are: 

1. A general coverage program, 
which calls for the advertiser to 
place his product name and ad 
message at regularly spaced in- 
tervals along the principal high- 
ways of the U. S. A program like 
this, National points out, nor- 
mally entered on the advertiser's 
budget along with other media ex- 
penditures. 

2. A dealer or distributor coop- 
erative program where the manu- 
facturer pays part of the cost and 
the retailer or wholesaler pays the 
other part. 

3. A program where the retailer 
contracts directly with the road- 
side sign operator for a program of 
his own. 


is 


@ One of the strongest selling 
points for roadside sign—or high- 
way—advertising is its ability to 
tie in the name of a nationally 
known product with the name of 
a dealer or distributor that is near 
the motorist viewing the sign, Na- 
tional asserts. In the case of auto 
makers’ signs, they serve not only 
as advertising for the particular 
make of car displayed, but also as 
a service function when they list 
the name and address of the near- 
est dealer. 

Another sales argument em- 
ployed by highway sign people is 
that the advertiser is reaching peo- 
ple who possess the greatest pur- 
chasing power, i.e., those who own 
automobiles. 

National Advertising makes 
roadside signs of all shapes and 
sizes. These range from a 4x6’ sign, 
faced on both sides with Scotchlite 
and containing a small dealer or 
imprint panel, to a large 10x40’ 
bulletin with reflective sheeting 
on one side only. 


Buys ‘Musical Fame’ Show 
General Products Corp., Los 
Angeles, for its Smoke and Fire 
perfumes, has signed to sponsor 
“Hall of Musical Fame” over 60 
stations of ABC's Pacific and 
Mountain radio networks. The 15- 
minute program will be aired 
Monday through Friday, 10:15- 
10:30 a.m. Dean Simmons Adver- 
tising, Los Angeles, is the agency. 


Greenfield & Co. Wins Award 


At the recent convention of the 


National Assn. of Real Estate 
Boards, the National Institute of 


Real Estate Brokers awarded first 
prize for industrial and commer- 
cial brochures and literature to 
Albert M. Greenfield & Co., Phila- 
delphia. This is the second succes- 
sive year in which the Greenfield 
company has won 
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Full Program 
Set for 55th 
OAAA Convention 


| University, 


Advertising Age, December 8, 1952 


circuit, Oklahoma City. 

4. “Outdoor Advertising—A Good Neigh- 
bor and Partner in the Community”— 
James E. McCarthy, director, Outdoor 
Advertising Foundation, Notre 
and dean, 


merce, Notre Dame. 


Dame | 
college of com-| Southwest Co., Houston. The eight | 


| vention on Wednesday afternoon | 


| will be devoted to painted display, 
| and will be chaired by L. 
Matteson, president of Matteson | 


|speakers at the session, and their 


. Following the public policy ses- | topics, are: 


sion the board of directors of! 


OAAA will meet to elect a chair- 
man of the board, general man- 


Cuicaco, Dec. 5—When members | ager, secretary and treasurer of 
of the outdoor advertising fra- the association. 


ternity flock into the Conrad Hil- 
ton Hotel here Sunday they will 
find that a well-rounded five-day 
program has been prepared for 
them by the Outdoor Advertising 
Assn. of America. 

There will be committee meet- 
ings and sessions covering virtual- 
ly every phase of the outdoor ad- 
vertising industry. There will be 
speakers representing government, 
advertisers, agencies and the out- 
door industry. There will be an 
open house at General Outdoor 
Advertising Co. and a tour of the 
OAAA headquarters. 

And all of this will be liberally 
laced with entertainment, includ- 
ing cocktail parties and luncheons, 
which will wind up with a ban- 
quet, floor show and dance on 
Wednesday. 


s Sunday’s business will consist of 
five committee meetings. The first 
convention session will get under 
way on Monday morning, and will 
be chaired by Burr L. Robbins, 
president of General Outdoor. 

The meeting will be called to 
order by Myles Standish, president 
of the OAAA, after which Mr. 
Robbins will deliver his keynote 
address. Other speakers on the 
morning program are Theodore 
Repplier, president of the Adver- 
tising Council; Wesley I. Nunn, ad 
manager of Standard Oil Co. 
(Ind.), and John P. Cunningham, 
executive v.p., Cunningham & 
Walsh, New York. 

Henry B. Johnston, OAAA board 
chairman, will conduct the exec- 
utive session on Monday after- 
noon. J. B. Stewart, treasurer of 
OAAA, V. H. Pelz, managing 
director of Traffic Audit Bureau 
Inc., and E, F. Wilson, president of 
TAB and v.p. and director of Mc- 
Cann-Erickson, will address the 
session, after which a_ president 
and vice-president of the associa- 
tion will be elected and installed 
in office. 


@ Five speakers are slated to ad- 
dress the local business develop- 
ment session on Tuesday morning. 
Session chairman will be Frank 
Dunigan, chairman of the local 
business development committee 
of OAAA. Topics and speakers for 
the meeting are: 

1. “Where Advertising Pays Off’— 
Arthur Dimond, advertising manager, H. 
J. Heinz Co., Pittsburgh 

2. “Activities in the Dealer Field"— 
Cc. D. McCormick, v.p., Outdoor Adver- 
tising Inc. 

3. “Developing Local Business Through 
Local Advertising Agencies”’—P. L. Mi- 
chael, president, Houston Poster Adver- 
tising Co 

4. “Building Milk Sales through Out- 
door Advertising’—Ralph B. Roberts, 
Keeling & Co., Indianapolis. 

5. “Saving Lives with Outdoor Adver- 


tising in America’s Safest City—Mil- 
waukee"—Dr. B. L. Corbett, executive 
director, Milwaukee Safety Commission. 


@ On Tuesday afternoon Myles 
Standish will chairman a special 
session at which John W. Snyder, 
Secretary of the Treasury, will 
speak, Following this, Edward C. 


| 


Donnelly Jr., chairman of OAAA’s | 


public relations committee, will 
conduct a public policy session at 
which the following addresses will 
be given: 

1. “Outdoor Advertising—Its Public Re- 


lations’”—Mrs. Denny Griswold, publisher | 


and editor, Public Relations News, New 


York 


2. ‘Outdoor Advertising—Its Significance | 


to the Home Maker”’—Mrs. Hiram C. 
Houghton, member of executive commit- 
tee and board of trustees, National So- 
ciety for Crippled Children and Adults 
Inc., and past president, General Fed- 
eration of Women’s Clubs, Red Oak, Ia. 

3. “Outdoor Advertising—Its Significance 
to Traffic Safety’—Hon. Alfred P. Mur- 
rah, chairman, National Committee for 
Traffic Safety, and judge of the U. S. 
circuit court of appeals, 10th judicial 


On Wednesday morning R. D. 
Frency, v.p. of Outdoor Advertising 
Inc., will preside over a national 
sales session at which the speakers 
will be Kerwin H. Fulton, pres- 
ident of OAI, and Dr. Kenneth 
McFarland, consultant to General 
Motors Corp. 


The final session of the con- 


1. Report of Painted Display Sub- 
Committee of the Operating Standards 
Committee—Myles Standish, president, 
Outdoor Advertising Assn. of America, 
and chairman, painted display sub-com- 
mittee. 

2. “Opportunity in Painted Outdoor 
Advertising—If?”"—John M. Paver, pres- 
ident, National Outdoor Advertising Bu- 
reau Inc., New York. 

3. “Saleable Painted Displays’’—Mark 
Seelen, v.p. and general art director, 
Outdoor Advertising Inc. 

4. “Our Outdoor Team Scores with a 


Trade Character’’—Robert T. Salick, ad-. 


ministrative assistant to general man- 


ager, Cream City Outdoor Advertising 
Co., Milwaukee. 


W. | 


5. “Halo Around Outdoor Advertising” 

—Henry Posner, president, Pittsburgh 
Outdoor Advertising Co. 

6. “Selling Local Paint”—W. A. Schmid 
Jr., president, 
|Co., Fort Worth. 

7. “Black Magic—A Practical Appraisal 
of Black Light"—William W. Miller, gen- 
eral art director, General Outdoor Ad- 


North Texas Advertising | 


37 
vertising Co. 
8 “What's New?”—Walter T. Warde, 
general art director, Foster & Kieiser 
Co., San Francisco 


On Thursday the five-day con- 
vention will wind up with the 
GOA open house and the OAAA 
headquarters tour. 


DOWNT 
OUTLYING: 


be Bulletins—Walls or Posters. 


for this purpose. 


176 W. Adams 


PAINTED BULLETINS AVAILABLE IN CHICAGO 
ATTRACTIVE ee a a PAINTED DISPLAYS. 

‘OWN: JACKSON « CKER DR. 
IRVING PARK © MILWAUKEE © CENTRAL ETC. 
3 Paints—$130.00 to $325.00 per Mo. Commissionable 

ALSO 200 OUTSTANDING WALLS AVAILABLE 


it tokes time and a lot of hard work to develop an effective outdoor program. Whether it 
It con be done and at a reasonable cost, 


Coll or wri 
COTTON BULLETINS 


Chicago 3 


WABASH « WAC 


too. Our services are available to you 


FRanklin 2-0575 


Strobridge for Teilors. 


Over 100 years of producing the 
finest examples of color lithography. . 
Let us put this experience to work 
in looking after your needs for posters, 


NEW YORK 


direct mail advertising, and displays . . 


a 


Ai truck poster 


‘ei Stro 


CHICAGO CLEVELAND 


DETROIT 


@t 
nit E MILD DER? 


Oe ee et 
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3 sheet 
criterion poster 


nee 


BALTIMORE 


ridge lithographing company 


CINCINNATI 12, OHIO 
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General Outdo@ 


Successful poster advertising doesn’t just happen. 
You start with a top poster design and a sound sell- 
ing message... then men like these GOA branch 
managers take over for you. Each one knows his 
respective poster plant like the palm of his hand. 
Each one has the on-the-spot experience and know- 
how to guarantee the best possible showing avail- 
able in the outdoor field today. These are men you 
should know. 
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behind 
posters ! 


When you call on GOA you can be sure you’re get- 
ting the most modern outdoor advertising serv- 
ice available. And that’s true whether you use 
GOA for part of your national coverage... for 
impact in regional campaigns...or for hard-hit- 
ting advertising on a local basis. GOA knows how! 


For full information call your nearby GOA branch 
office today, or write: General Outdoor Advertising 
Company, 515 S. Loomis Street, Chicago 7, Illinois. 
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Supermarkets 
Have Learned to — 
Love Magazines 


New York, Dec. 2—Supermar- 
kets today rank as the third lead- 
ing outlet for the sale of maga- 
zines. 

Out of about 15,000 supermar- 
kets in the U. S., more than 4,500 
are now stocked with magazines. 
In 1951, 24% of all stores in the 
Super Market Institute were sell- 
ing magazines, pocketbooks and 
children's books. This year the fig- 
ure has jumped to 32%. 

The supers love magazines. They 
offer a gross markup of some 23% 
as compared with an average 17% 
for all products. There is no in-| 
vestment needed since all maga-| 
zines are returnable, and the mag- 
azines have the biggest turnover of 
any item in the super—about 17| 
times yearly. 


@ For these reasons, magazines | 
make good display, and they are 
eas¥ self-service items, and they 
need no wrapping or price-mark- 
ing. | 
It wasn’t always thus. In 1947, | 
only about 211 supermarkets 
uid touch magazines. Maga- | 
z fitted into the un-edible 
c , and in those dim days the 
s rmarkets were leery of that | 
claggification. By 1947 the total) 
had gone to 836 markets, and in| 
195% the idea had caught on in | 
upWards of 3,500 supers. 
se familiar withthe indus- 
try Bonfidently expect. that every | 
sup@mmarket that can sell maga-| 
zi profitably will stock Gem} 


b > much longer. 

only supers that can’t make 
Pp S on magazines, they point) 
outare those which do not, or} 
wilh not, give the publications} 
p r display space. The ideal | 


set for magazines is near the 
c -out counter, where all store 
t passes, 


& 

@ Supermarkets are likewise giv-| 
ing ildren’s and coloring books | 
a big play. About 8,000 supers cur- | 
ren carry these items, selling | 
a 20,000,000 of the 60,000,000 
copi@s of these books published 
eaclj year. The supermarket today 
may be the No. 1 outlet for chil- 
@ren’s books. ; 

Helping to sell the idea of profit 
from magazines in supers have) 
been the Bureau of Independent 
Publishers and Distributors and 
American News Co., which have 
been running parallel campaigns 
for some time. 


Frozen Food Manual Available 

The Frozen Food Distributors | 
Assn. of California, San Francis-| 
co, has made its manual, “A Short 
Course in Frozen Foods,” avail- 
able for promotional work to froz- 
en food distributors, locker plant 
operators, home freezer appliance 
dealers and food markets. Origi- | 
nally the manual was a text used 
in the home economics depart- 
ments of the San Francisco and the 
Chicago public schools. Harry 
Lerner & Associates, San Francisco 
public relations consultant, is the 
exclusive distributor. 


Names Richard Montgomery | 

Wilbur-Ellis Co., Seattle, has ap- 
pointed Richard G. Montgomery | 
& Associates, Seattle, to handle ad- | 
vertising for its Green Pride ferti- 
lizer. Spring promotion plans are 
under way, with the tentative se- 
lection of radio, television and 
point of sale. West-Marquis, San 
Francisco, had the account previ- 
ously. 


Robert Durham Joins K&E 
Robert C. Durham has joined) 
Kenyon & Eckhardt, New York, as 
assistant to the president in non- 
administrative functions. He for- 
merly was general supervisor of | 
advertising services for Metropoli- 
tan Life Insurance Co. \ 
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Advertising Age, December 8, 1952 


Outdoor Advertising Art Award Winners 


Soft Drinks 
refreshed 


REFRESHING, BOUNCY AND FRESH UP—Coca-Cola won first award in the soft 
drinks category in addition to winning the antique bronze medal grand award. 
Agency, D’Arcy Advertising Co.; artist, Haddon Sundblom; art director, Wilbur Smart; 
lithographer, McCandlish Litho. Corp. Second place went to the Pepsi-Cola Co. for 
one of its “More Bounce to the Ounce” posters. Agency, Biow Co.; artist, Stan 
Kimley; art director, Sol Hyman; lithographer, McCandlish Litho. Corp. The Seven- 
Up Co. placed third with a “We're a ‘Fresh Up’ Family” poster. Agency, J. 
Walter Thompson Co.; artist, Carl Oceser; art director, Charles McCarty; lithographer, 
Gugler Litho. Co. 


Automobile Accessories 


> great brand for mileage- 


SAFETY AND MILEAGE—Atlas Supply Co. not only won the silver medal award for 
the second best poster entered in the competition, but also won first and third 
awards in the automobile accessories category. McCann-Erickson is the agency. On 
the first award winner Robert Skemp was the artist, Herbert Noxon and Donald 
Calhoun were the art directors and Continental Litho. Corp. was the lithographer. 
Fred Stanley was the artist on the third place winner, Herbert Noxon was the art 
director and the lithographer was Strobridge Litho. Co. Second place went to Gen- 
eral Tire & Rubber Co. for a poster stressing “Safe Traveling.” Agency, D’Arcy Ad- 
vertising Co.; artists, Charles Miller—Sundblom, Johnston & White; art director, 
Wilbur Smart; lithographer, Continental Litho. Corp. 


Bread, Flour and Baked Goods 


. 


no kiddin folks 


wich 
cre ve) 


OREO 


Katernas BCOTY COMPANY 


CLEAN SWEEP FOR NABISCO—National Biscuit Co. won all the awards in sight, 
copping not only the gold medal award, but also all three places in the bread, flour 
and baked goods classification. McCann-Erickson is the agency; Roy Spreter was 
the artist for all three posters (as well as for the gold medal winner); Herbert Noxon 
was in on the art directorship of all the winners and was joined by Donald Calhoun 
on the third place winner. McCandlish Litho. Corp. handled the first and second 
place posters; the third place winner was the work of Edwards & Deutsch Litho. Co. 


Agricultural 
Let us demonstrate a 


MASSEY-HARRIS 
TRACTOR 


om Your Farm 


gee | 
weet « MASSEY-HARRIS 


MASSEY-HARRIS TAKES TWO—Another double-award winner was Massey-Harris 
Co., which took both first and third awards in the agricultural classification. Klau- 
Van Pietersom-Dunlap is the agency; Jack Wood is the art director, and lithography 
was handled by Gugler Litho. Co., for both posters. Artist for the first place poster 
was Dick Thompson; Don Buhrman was the artist on the third place poster. Dear- 
born Motors Corp., through Meldrum & Fewsmith, took second place honors. Artist, 
LaDriere Studios; art director, Edwin Ward; lithographer, U. S. Printing & Litho, Co, 
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SCRACKERS 


NATIONAL BISCUIT COMPANY 


| ag ee Inc. 
Roy Spret 


first grand award 


e 
“ 


agent 


AUTOMOBILE ACCESSORIES 
first 
ATLAS SUPPLY COMPANY 


McCann-Erickson, Inc. . Agency 
Robert Skemp Artist 
Herbert Noxon & Donald Calhoun Art Directors 
Continental Litho. Corp. . Lithographer 


> _ Safe 
# Traveling 


AUTOMOBILE ACCESSORIES 


second 
GENERAL TIRE & RUBBER COMPANY 


Bigger than |ife-Size Picture 


Motorola 


D'Arcy Advertising Company........ Agency 
Charles — Sundbiom, Johnston & White 


ceeds shears *aecnebasens ene consses es 
Continental ‘ithe. I. neswomneda 


| always settle for RITZ 4 


Herbert Noxon & — Calhoun. .Art Directors 
Continental Litho. Co’ Lithographer 


EXHIBIT COMMITTEE 


John B. Breunig, Chairman 
Art Director, Foote, Cone & Belding, Chicago 


Kemper Ferree 
Art Director, J. Walter Thompson Co., 
Chicago 

William W. Miller 

President, The Art Directors Club of Chicago, 
Nationa! Art Director, General Outdoor 
Advertising Co., Inc., Chicago 

B. L. Robbins 


President, General Outdoor 
Advertising Co., Inc., Chicago 
Burton FE. Wyatt 
President, Burton E. Wyatt & 
Company, Atlanta 


JURY OF AWARDS 


George Baier 
Art Director, J. Walter Thompson Co., 
Chicago 
John B. Breunig, Chairman, Exhibit Committee 
Art Director, Foote, Cone & Belding, Chicago 


Walker G. Everett 
Ted Bates & Compauy, New York 


Kemper yey Ass’t Chairman 
Art Director, J. Walter Thompson Co., 
Chicago 
R. D. French 
Vice President, Outdoor Advertising 
Incorporated, Chicago 


Frank B. Griesedieck 
Director of Advertising, Griesedieck 
Western Brewery Company, St. Louis 
William J. Hagenah, Jr. 
W. Wrigley Jr. Company, Chicago 


Ralph H. Harrington 
Director of Advertising, The General 
Tire & Rubber Company, Akron 
Cari Henke 


Director of Sales, General Outdoor 
Advertising Co., Inc., Chicago 
Robert J. Koretz 

Vice President, Foote, Cone & Belding, Chicago 

William W. Miller 
President, The Art Directors Club of Chicago, 
National Art Director, General Outdoor 
Advertising Co., Inc., Chicago 


Herbert Noxop, Chairman of the Jury 
Art Director, McCann-Erickson, Inc., New York 


Richard H. Nagen 
Publicity Chairman, The Art ee Club 


Chicago 

B. L. Robbins 
President, General Outdoor 
Advertising Co., Inc., Chicago 

H. A. Rockwell 
Vice President, Outdoor Advertising | 
Incorporated, New York 


Alexander Rogers (Juror 
aavertiinn tan mong Libby, 


£. M. Schiwetz 
Art Director, Wilkinson-Schiwetz & be Inc., 


Houston 
Mark Seelen 


McNeill & Libby. 
Chicago 


Vice President and Genera! Art Director, 
Outdoor Advertising Incorporated, New York 


E. Delony Sledge, J: 


Top Poster Designers 
Insist Upon 
The Best Reproduction 


Continental hits 7 more bullseyes following 20th Naticnal Competition 
and Exhibit of Outdoor Advertising Art. 

The poster designs which won the gold medal for the First Grand 
Award, the silver medal for the Second Grand Award, and 5 other 
special awards, shown on this page, were entrusted to Continental 


No matter how striking a 24-sheet 
poster may be; how well composed 
and painted; no matter how much 
selling impact is concentrated in 
the fast-reading copy; a poster has 
not done its work until it is faith- 
fully lithographed and has stood 
|through sun, rain and wind for 
thirty days or more to attract the 
eve, warm the heart and nudge the 
| pocketbook. 


| The well lithographed poster loses 
| nothing of its original strength and 
| charm from the day the artist turns 
it over to the printer until it gives 
way to next month’s poster. Such 
a poster satisfies the artist, reflects 
credit on the agency, expresses the 
| high quality of the product adver- 
| tised. No wonder experienced buy- 
ers of poster lithography know that 
there is no economy in trying to 
save a few pennies at the expense of 
a well groomed outdoor advertise- 
ment. Labor-skipping methods and 
cheap inks cannot do your product 


GASOLINE AND OIL 
first 


ESSO STANDARD OIL COMPANY 


SERVICE 


| 


| 


GASOLINE AND OIL 
third 
— OIL CO. (OHIO) 


Use Regularly 


Lithograph Corporation for reproduction. 


justice. 


How Continental delivers top qual- 
ity is a technical matter we shall 
be glad to explain to you. That 
Continental delivers the most satis- 
fying reproductions is shown by its 
record, year after year, as first 
choice of award winning designers, 
agencies and advertisers. 


Continental Lithograph Corpora- 
tion congratulates the Art Directors 
Club of Chicago and William W. 
Miller, President; the Exhibit Com- 
mittee; the Jury of Awards and all 
others who made the 20th Compe- 
tition and Exhibit so successful. 
They are making a substantial con- 
tribution to the progress of poster 
art. And we thank all of tk 
whose recognition of Contine 

quality led to our being selecte 
reproduce so many of the 1 

ing award winning designs. TB 
POSTER DESIGNERS INS 

UPON THE BEST REPRODUC- 
TION. 


McCann-Erickson, Inc Agency 
Howard Scott Artist 

lerbert Noxon & Donaid Calhoun. Art Directors 
Continental Litho. Corp Lithographer 


.. for the good 
of your car/ 


Se, Inc Agency; 

‘ed Gorka . Artist 
Clark Maddock rt Director 
Continental Litho. Corp Lithographer 


Western Art Director, Outdoor Advertising | 
Incorporated, Chicago 


R. J. Tarek LITHOGRAPH CORPORATION 


Advertising Manager, Northern Paper Mills, 
Green Bay 


HOME APPLIANCES 
first 
MOTOROLA. INC. 


- Fernim 


CLEVELAND, OHIO 
Settle + 


@ Studios. Thomas W. Wilson 
Continental lithe, “Corp. enpeee 


Manager for pond Advertising. 
Esso Standard Oil Company, New York Offices im: 


cada 


New York + Chicege «+ Pittsburgh + Sen Francisco + Los Angeles 


| ie hie enamel iC ontinenta i 
| 


a ies Sarre ; ae - 4 Stee a a > ae Maes b “soit ae ee ay 4 
Bee Se bas % ae ae i re ia 4 i eae 5 **, . é ; sche aes ee 
‘aaa * ig be Ai Se 
A ' ee ery 5 | “i we : 
; , ers 
| ; a a | 
2 ae 1 So yo a | - os 
; ‘ te? | ‘ aera a oy ioe 
4 j Pe ey . ; s he Bee eat ae : - 
—oe ; — | \ ee | - s 
ie © = Romig at: ln | xy i 
ene eq 3 . RSE aig oer “in 
— a | eee an ee, 
ae _ -— 13 ' ’ ¢ ox sy apelin We 5 3 | 2 
Bid cd 7 o | : oe coe an taps 
aie _ ye anne : De ae : tet 
€ . & rere 3 ean Pe ne 5 i ili a be 
; >i ~ ; é Filo se > a gee 2 a a 75 + 
2 ae ; a 4 He es | fi Gia 
; en. Sy , . % eee Boat Ae be a oh % 
Es) : : Se ¥ i re 42 Pa = eae i Prue ~ ae i 
oe ~— a I il ot: tet ire 
Ma "7 “ i a oe i - Dis ee See 4 am a ee ‘ bo ei 
oe i Se tee set | "pee Ye, ‘ ts 
on a Beers Be ages a = Br ee _ xs 
G ~~ " ae ae oo ‘a a — 
i Mas eee g : Pies ee | eee nn) re te 
a las: 
fe *% + 
es ge 
: reas 
: ati 
é | i * 
* “ in ‘if ¥ 
E . > oh CSR ete ears 
> “2 A 2 < s thm > a ¥ = Pe. ae | 
, : * L W a. 4 4 
: ' - P “ y ort : 5 "3 mee. S 
| a ie. ee re : df ae Bete 
. ° ieee oie F j —- fa BATTER — MOVPE 
t af a = P Sas yy . . a —— ' asi +t na gy oe 
er o Be * ia 2? ees a a loa 
Sar aes — = aie a ae ke e 
- re oa . +i % oak. a ae) j eae 
ae -. ¥ : f; pa . ee 5 alee 
a | ee get es, ats 7, ae Oe 
. ee eo ee SR ian. tee Se Bags) Sean” 
: | ee? Se oS — a AS ee ; ae 
a. 2 ee : a. ee ee 4 < 
2 Sa faa 2-3 a ae ae - oF oe ee 
| — — (i eae 
eS =. ; SSR ae Sis ' gee 
: BE oye oe ° eee wa , eae - oi 
: Rae eines ee . ; ee eae mo % 
a ar mer : "  eeeesae 
; et i . een 
; it es . = es 
ae 28 2. - 
eee 
second grand award 47S SUPPLY COMPANY dain ze 
McCann-Erickson, Inc. .................Ageney Herbert Noxon .............-+++++,Art r / : 
; Bob Kuhn .......... : -eeseeeese Artist Continental Litho. Corp. .. ... Lithographer «eee 
Sea 
As ee 
; _ \ = ae | ‘ y er Ry 
| NM Jo WF a & ee | oo ili ; wg ° S TF g se Fe 
P | j . it te a o- 
=a es 14't Stalling eee get new Anti-otalliig | ies 
_ | og) oy eS 
é Ye eee 
= i gee F = 2 ) eaaaae 
Me Pian k TIRES A - ) 
: So a ey a pee ee $ a > eae 
; ic py a a ee ES Sie Th ao one aye 7 - z eked 
4 , ie Moe A ie Aa +3 seen 7 ‘ Ges rae 
” ne i. 2 arty ed a % i 3 ee 
| i? ae pin Piss P |  . Bhd 4 ; f eae 
e | Wa ge. ie Y g = Bet p eae Ol 
| 20 a | . atm 
: ~ . : d ac* oat te . 4 
: ] , 4g m iM ‘ ay ay Riset GASOLINE _ | : 
, | 5 < ee nt : : v PS ia: an tees 4 mo He 
z f +s hater os SS 
; .~ : owe a ee . i Sa 
i mG ee > 
i é pe,” 
i CC Cae 
, | i ¥ 
— Ft Peer, 
3 = “ Ty <3 
OE ai end 
v4 ee es | a 2 
4 y: ; 5 ney. 
ee t , 4 Sine 
‘ j o>} % f ‘7 | Saas ‘% 
‘ a } ’ 2 Da ee 
< aif » THE Rai Pa J ie 
3 BH | ; yee so - cate 
‘ i } - 
| & ; TIRE ; | OHI 3a 
a s 1 L .(SOHIO “ nae 
| a ~ : : | el . ae ¥; 
: E i : ‘ 
ie ¥ - , 
i tr fm f 7 . i e een ES 
i | eae e 
gt Director | a 
3 | cercone: | ee enti 
Es | Ps | Po : 
: 4 ' ? : i 
q s ' | +: 
a ” | peta 
a 4 > eee : Pe 
a 1 iF ‘4 » ah ‘6 
: ‘ ek Ow k “ i aS 
; ee 
. ote 
; ae 
: Sees 
Sa 
+ weet, 
: A ee 
a oa 
. ‘Stee nal 
is “ae? a dat 
| a : : ; ‘ y Pa ie sd] 
pies Fe ae Ae ae et ee ee na. a A eee are af y wa eee MA © i 
CaN ok A ae Sees oj Manse oe ieee et Bos Rae. oS ee ree ae Se ee eS “Sea 
Sees ere a ee ee a cs eels eae a Re ty 


Poster Billings 
In Canada Are 
Up 12% in 1952 


Toronto, Dec. 2—Poster acdver-| 
tising billings in Canada will hit 
a new high this year, with figures 
to date showing a 12% increase 
over last year, according to the 
Poster Advertising Assn. of Cana- 
da. 

Demand for the medium among | 
national advertisers continues 
strong. During peak months the 
14,300 poster panels in 259 Cana- 
dian cities and towns are filled to 
capacity, with waiting lists being} 
necessary in many areas, the as-| 
sociation reports 

Because of this heavy demand, | 
poster plant operators in Canada| 
have for several years employed a! 
system of priority reservations. | 
These offer an advertiser an option | 
on the same space for the forth- 
coming year that he used during 
the present year. 

These options must be taken up 
by Dec. 1 for space reserved for 
the first six months of the follow- 
ing year, and by March 1 for the| 
last six months of the then current | 


— 


=: the end of 1951 only 25 Cana- 
n poster plants had been au- 
dited by the Traffic Audit Bureau. 
$S@ far this year 68 more plants 
have been completed, and applica- 
tigms for audits have been received 
frém another 55 plants. Still other 
plants are preparing their facilities 
prior to submitting an application 
an audit. 
Imost 60% of Canadian plants 
either been audited or have 
applied for an audit, and the in- 
ry is striving to return to the| 
100% certification status it en- 
j9¥ed before World War II. 

All audits so far completed have 
shawn inereases in circulation as| 
@@Mpared to before the war. In 
soM™Me cases these increases have 
ampunted to more than 100%. 


Black Light—National 


Dont say tissues -52¥2 E?Kleenex tissues 


@ The Poster Advertising Assn. has 
completed a sound-slide film en-' BEER AND TISSUES—Best among the black lights nationally, was the Acme Brew- 
titled “When Canada’s Front Door eries board for Gold Label beer. Foote, Cone & Belding is the agency and Fred- 
Opens” and is currently engaged erick Cole the artist and art director. International Cell Products Co. walked 
in ‘producing a public relations off with both second and third place honors. Again, Foote, Cone & Belding is the 

. The sound-slide film is simi- gency. Marge is the artist for both displays; Don Ruf the art director for the sec- 
lar to the film “When America’s ond place winner; David W. Lockwood the art director for the third place winner. 


Front Door Opens,” produced by 
Outdoor Advertising Inc. New 
York. 

In September the PAA brought 
out the first edition of a news bul- 
letin called “Impact.” It contains 
items of general interest, as well 
as materiai directly related to out- 
door advertising, and will be dis- 
tributed bi-monthly in business 
and advertising circles. 

During 1952 the association also 
issued a booklet setting forth 
briefly the salient points of the 
characteristics, production and 
buying of poster advertising. En- 
titled “The ABCs of the 24-Sheet 
Poster,” the booklet is available 
without cost to anyone interested. 


Painted Display 
Its like tryin \ to, count the . 


Appoints John H. Gibbs 

John H. Gibbs, formerly with 
the United States Shoe Corp., Cin- 
cinnati, and for the past seven 
years operator of his own broker- 
age business, has been appointed 
sales manager of C. S. Pierce Co., 
Brockton, Mass., manufacturer of 
shoe forms, shoe trees and related 
products. Mr. Gibbs will be in 
charge of sales, marketing and ad- 
vertising. 


de Garmo Inc. Promotes Two |i > 4, a 


Graham Wilson, v.p., and John) 
deGarmo, treasurer of deGarmo 
Inc., New York, have been elected CARS, SUNSUITS AND BEER—Ford Motor Co. won first award in the painted display 
directors and members of the classification with this rabbit-filled disploy. J. Walter Thompson Co. is the agency, 
agency board. Mr. Wilson will as- | Scott Johnston the artist and George Booth the art director. Bullock’s Downtown 
sume the job of production super- took second place honors with this bulletin featuring Jantzen swimsuits. Foote, 
visor. Mr. deGarmo, in addition to Cone & Belding is the agency, Morgan Henninger the artist and John Groen the 
his duties as treasurer, becomes art director. Third place went to Lucky Lager Brewing Co., with McCann-Erickson 
merchandising director. the agency, Maurice Logan the artist and Al Camille the art director. 


Advertising Age, December 8, 1952 


Outdoor Advertising Art Award Winners 


Miscellaneous 


OB ican ELGINI® 


YOUR STORE NAME 


AND ADURESS GO HERE 


CATCH-ALL—Winner of the first award in the mi c ion was the 
Southern California Gas Co.—Southern Counties Gas Co. Agency, McCann-Erickson; 
artist, Gordon Provonsho; art director, Roscoe Carver; lithographer, Compton & 
Sons. Second place went to the Elgin National Watch Co. Agency, Young & Rubi- 
cam; artist, Kling Studios; art director, Kay Griffin; lithographer, Gugler Litho. Co. 
International Cellucotton Products Co. took the third award with a poster for its 
pocket pack of Kleenex. Agency, Foote, Cone & Belding; artist, Bill Gregg; art 
director, David W. Lockwood; lithographer, Gugler Litho. Co. 


0 that Pint of Blood 
You Were Going to Give? 


BONDAGE 


ies 


| bay US. 2 
DEFENSE BONDS 


FOR BLOOD AND BONDS-—An Advertising Council poster for the Red Cross’ blood 

donor campaign won first place in the special category for public service posters. 

Agency, Ted Bates & Co.; art director, Vincent Smythe; lithographer, U. S. Printing 

& Litho. Co. Both second and third places went to U.S. Treasury Dept. posters for 

defense bonds. Garrett Orr was the artist, Mark Seelen the art director and Mid- 
States Litho. Co. the lithographer. 
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¢ Cardboard Displays 
¢ Animated Displays 
* Stanzall Outdoor Signs * Mystik® Can and Bottle Holders 


Even the best sales pitch doesn’t 
always click ...doesn’t always have 
the approach that appeals to everyone. 
Likewise, many an advertising mes- 
sage misses its mark, and its market. 

To do our job, we have to know your 
market ... and know how to reach it. 
That’s because we specialize in just 
one kind of advertising . . . advertising 
at the point of sale. 

Advertising at the point of sale must 
hit its mark. It must grab attention 
fast, deliver its message and ring up 


Hdvertising at the POINT-OF-SALE | 


© Chicago Show Printing Co.. 1962 


¢ Lithographed displays for ind and outd use 
* Cloth and Konvet Fiber Banners and Pennants * Mystik® Self-Stik Labels 


* Mystik® Self-Stik Displays 


Who are Uti kidding? 


a sale... or it isn’t worth its price. 

That’s how we feel about it. That’s 
how we tackle any assignment you 
give us. 

If you feel your advertising at the 
point of sale could produce more results, 
put the problem up to our nationwide 
organization ...men and facilities 
devoted to this one vital, pay-off field— 
advertising at the point of sale. Chicago 
Show Printing Co., 2640 N. Kildare, 
Chicago 39; 400 Madison Avenue, 
New York 17. 


* Econo Truck Signs 


* Booklets and Folders 
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Distribution of Ale 
Has Dropped a Lot 
in New England 


Boston, Dec. 2—A strong New! 
England trend from ale to beer 
consumption was indicated in the 
1952 survey of retail distribution 
of beer, ale and wine in the area, 
issued by the New England News- 
paper Advertising Bureau here. 

Only one ale (Ballantine) shows 
more than a 90% distribution. Of 
the 29 ales surveyed since 1940 
(or their date of market entry), 
only 11 show distribution gains 
since that time and, of these, seven 
have dropped from their peak dis- 
tribution. 

The runnerup to Ballantine ale 
is Narragansett, a Rhode Island 
product, with 80% distribution. In 
third place is Krueger’s (63%) 
followed by Carling's (56%) and 
Ruppert (53 % ). 


8 In marked contrast, five of the 
29 beers studied had more than 
90% distribution: Schlitz, 95%; 
Budweiser and Ruppert, tied with 
94'%; Schaefer at 92%, and Pabst 
91% 

Eighteen showed increases since 
1940 (or dat» of introduction) and 
12 are at their peak distribution 
this year. Two brands, Ballantine 
and Miller High Life, are in the 


with Narragansett at 78% 
Blatz, 62%. 
e most remarkable gainer 


am@ng.beers is Miller, with initial 
GiBPibution of 12% in 1950. The 
follwing year the figure had been 
MmURiplied by 7 to 84%. A 1% 
inefPase was shown for 1952. No 
majer beer slumped badly 
The situation among ales is quite | 
différent. No interesting gains 
revealed but seven serious 
d hes are recorded. 
adian Ace dropped from 
4@%@ in 1948 to 12% in 1952. Daw- 
sons dipped from 60% to 46%; 


Maesee, 29% to 16%; Hanley’s, 
to 38%, and Ruppert, 71% 
to % in the same four-year 


1. Schmidt’s distribution de- | 
c from 51% to 42% since 


Im contrast, Schlitz beer jumped 
from 52% in 1942 to first place 
amoBge beers this year with 95% 
dist#ibution. Similarly, Schaefer 
moved from 28% in 1248 to 92% 
today. 


® If addition to showing distribu- 
tion trends since 1940, the 56-page 


survey gives individual reports 
from 48 New England cities of 
beer, ale and wine distribution as 


of this fall. Personal interviews 
were conducied with managers of | 
957 package and grocery stores in 
the area by local newspapers 

“The purpose of this survey,” 
according to Anthony G. Glavin, | 
bureau director, “is to give manu- | 
facturers and their adv ertising | 
agencies basic data for measuring | 
sales and advertising efforts in this | 
regional area.” | 

Copies are available from the| 
bureau, 516 Statler Office Bldg. | 
Boston 16. 


Ross Roy Names Zeigler, 
Moves New York Oftice 


William M. Ziegler Jr., formerly 
with Young & Rubicam, has joined 
Ross Roy Inc. as v.p. in charge of 
the New York office. He will head 
eastern operations for the agency, 
including activity on the RCA Vic- 
tor cusfom record division account. 
The agency has moved its New 
York office to larger quarters in 
the Chanin Bldg., 122 E. 42nd St. 


Two to Crosley Broadcasting | 

Crosley Broadcasting Corp., Cin- | 
cinnati, has appointed Robert Mer- | 
ryman and Stan Cordrey to the} 
WLW-T sales staff. Mr. Merryman | 
formerly was with WLW and 
WLW-T as announcer, and was 
connected with Station WISH,| 
Indianapolis, prior to rejoining | 
Crosley. Mr. Cordrey previously | 
was sales promotion manager of} 
Nash Motor Co., Cincinnati district. | 
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Outdoor Advertising Art Award Winners 


Local 


THE 


NATIONAL CITY 


BANK 


ILLUMINATING 


COMPANY 


ELECTRICITY AND BANKS—A poster stressing the coolness of cooking with electricity 
won first place in the local outdoor classification for the Public Service Co. of 
Northern Illinois. Agency, J. R. Pershall Co.; artist, Phil Kiser; art director, John 
Forbes; lithographer, Thomson-Symon Co. Second place in this group went to the 
National City Bank of Cleveland. Agency, McCann-Erickson; artist, Ted Gorka; art 
director, Dave Lind; lithographer, Thomson-Symon. Another electricity poster took 
third place honors for the Cleveland Electric Illuminating Co. Agency, D’Arcy Ad- 
vertising Co.; artist, Robert Cassel; art director, Ray Baver; lithographer, Kubin- 
Nicholson. 


Food Products 


Heres HEALTH 


— State DE LI cious 


APPLES, LEMONADE AND SALT—The Washington State Apple Commission came up 
with the top poster in the food products category. Agency, J. Walter Thompson Co.; 
artist, Lonie Bee; art director, Rene Weaver; lithographer, U. S. Printing & Litho. 
Co. Second place went to the California Fruit Growers Exchange for a poster on 
Sunkist quick-frozen lemonade. Agency, Foote, Cone & Belding; artist, Morgan Hen- 
ninger; art director, Lyan Powers; lithographer, Edwards & Deutsch Litho. Co. 
A Morton Salt Co. poster featuring the famous “When It Rains It Pours” slogan won 
third place. Agency, Needham, Louis & Brorby; artists, Carl J. Briese and Fred Otnes; 
ort director, Corl Briese; lithographer, National Printing & Engraving Co. 


Gasoline & Oil 


~~ BRL GHECKUF 


Use Regularly 


..for the good 
of your car! 


A SWEEP FOR McCANN-ERICKSON—McCann-Erickson scored a clean sweep as the 
agency for all three award winners in the gasoline and oil classification. Esso 
Standard Oil Co. posters took both first and second place. Howard Scott was the 
artist on the top-award winner, Herbert Noxon and Donald Calhoun were the art 
directors and Continental Litho. Corp. was the lithographer. On the second award 
winner Richard Perkins was the artist, Herbert Noxon was the art director and the 
lithographer was McCandlish Litho. Corp. Third place went to the Standard Oil Co. 
(Ohio), with Ted Gorka the artist, Clark Maddock the art director and Continental 
Litho. Corp. the lithographer. 


iG LEYS 
“<juicy FRUIT 


wer eee : 


different: delicious 


CHEWING GUM AND ICE CREAM—First and third place in the confections group 
went to the Wm. Wrigley Jr. Co., with the Charles W. Wrigley Co. as agency. Otis 


Shepard as both artist and art director, and Gugler Litho. as lithographer. 


Swift's lemon flake ice cream poster took second place. Agency, Needham, Louis & 
Brorby; artists, John Howard and Horace Hime; art director, Ernest Allen; litho- 
grapher, Gugler Litho. Co. 
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THE NEW 


A Market with 
More of Everything! 


EXTRA "DIVIDEND"! 


In this mild climate—a 
high level of circulation 
the year round! 


Advertising buyers of America are turning to Texas—the new 
Texas, teeming with activity! Tremendous new population in a 
market of concentrated wealth, made that way by fabulous oil 
fields ... the greatest livestock and agricultural production 
records of any state in the nation ... by shipping, manufactur- 
ing, shipbuilding and aircraft industries—the list is long. Yes, 
the market's here—it's the NEW Texas, as every up-to-date 


executive knows! 


We in the outdoor advertising business in Texas have a new 
spirit too! We're constantly working toward plant improve- 
ment—better distribution—better appearance of poster panels 
and painted displays. In the NEW Texas, you can count on us to 


keep abreast of the fast-moving tide of increasing circulation. 
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Advertising your product both indoors 
and outdoors provides a BALANCE which 
assures continuous sales pressure. 


OUTDOOR ADVERTISING INCORPORATED 


60 EAST 42ND ST. 
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National Sales Representative of the Outdoor Industry 
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Several Outdoor 
Planis Changed 
Hands in 1952 


New York, Dec. 4—Several im- 
portant outdoor advertising com- 
panies changed hands during the 
past year 

Some outdoor men regard these 
changes as significant; others look 
on them as normal business trans- 
actions that are to be expected in 
any industry 

Those regarding the changes as 
significant say they indicate that 
the outdoor boom is over, and that 
continued operation in the face of 
rising costs for some compantes 
means a losing battle 


8 Probably the outstanding de- 
velopment of the year was the pur- 
chase of Foster & Kleiser, San 
Francisco, second largest U.S. out- 
door advertising company, by W 
R. Grace & Co. (AA, Oct. 20). 
Grace acquired 95% of the com- 
mon stock of F&K at a cost of $7,- 
500,000 

Equally important was the liqui- 
dation of the Packer Corp. (AA, 
Aug. 4), which decided to dispose 
“ef its holdings in several areas to 
I@@al managers. John A. Zimmer, 
president of the company, said that 
shfinking earnings due to in- 
@@ased operating costs and high 
t@Zes caused directors to recom- 
m@nd the sale of properties and 
digsolution of the corporation. 


8 Holdings disposed of include the 
following 

Ramsey Outdoor Advertising 
Catp., Erie, Pa.; Shands Poster 
S@vice, Jacksonville, Fla.; Ten- 
négsee Valley Advertising Co., 
Ciiattanooga, with plants in Ala- 
bama, Georgia and Tennessee; (the 
T@Bnessee company also bought 
Loskout Poster Advertising Co., 
with plants in Georgia and Ten- 
megsee); Citrus Advertising Co., 
Lakeland, Fla.; Shultz Poster Serv- 
ice, San Antonio; Tribble Adver- 
tising Co., San Antonio 

Packer Displays Inc. sold _ its 
Figrida plants to Browne Poster 
Sefvice, West Palm Beach, and 
Zimmer Poster Service, Miami. 

Packer Corp. of Texas sold its 
plants to Uhler & Co., Dallas, and 
Middleton Inc., Dallas 

Complete liquidation of the 
Packer organization is expected to 
take about four years 


e@ Other important changes this 
year in the outdoor field have in- 
cluded 

1. Sale of controlling interest in 
Disosway & Fisher, Long Island 
City, N.Y., to A. J. Cohen, Pater- 
son, N. J., atterney, and Lee Paley, 
cousin of CBS Chairman William 
Paley (AA, Novy. 3) 

2. Purchase of Poughkeepsie Ad- 
vertising Co. and Hudson Advertis- 
ing Co., at Poughkeepsie and Hud- 
son, N.Y., by Highway Displays 
Inc. ; 

3. Stalcup Neon Co. bought Mer- 
ritt Outdoor Advertising Co.'s 
Kansas City operation, and is now 
operating it under the name of 
Staleup Inc 

4. Murphy Inc., Bridgeport, 
Conn., bought Mt. Vernon Adver- 
tising Service, Mt. Vernon, N. Y 

5. Henry Posner, president of 
Pittsburgh Outdoor Advertising 
Co., bought Morton Advertising 
Co., Baltimore. Whether the pur- 
chase was made by Mr. Posner in- 
dividually or for Pittsburgh Out- 
door was not disclosed, Pittsburgh 
Outdoor is largely owned by Gen- 
eral Outdoor Advertising Co., Chi- 
cago. 


Appoints Ester R. Daniel 

Ester R. Daniel has been ap- 
pointed to the sales development 
staff of Audivox Inc., Boston hear- 
ing aid manufacturer. 
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Outdoor Advertising Art Award Winners 


Black Light—Local Painted Display—Embellished 


Peo KF Os 
WELCOMES INDUSTRY 


EXTRA 
FRIENDLY 
SERVICE . 


ON THE LOCAL SCENE—Goldenrod Ice Cream Co. won top honors for the best 

local black light display. Goodkind, Joice & Morgan is the agency, Ray Baker the 

artist and William Miller the art director. The Stockton Chamber of Commerce won 

second place with its ‘Stockton Welcomes Industry’ display, on which R. L. McKern 

was both artist and ort director. Third place went to the Inglewood Park Cemetery 

Hixson & Jorgenson Inc. is the agency, Jim Armitage the artist and Karl Sanders 
the art director 


NEW CLASSIFICATION—This unusually shaped display for Marshall Field & Co. 
was awarded first prize in the painted display—emtellished classification, a new 
category in this year's competition. Foote, Cone & Belding is the agency, Chester 
Bratten the artist and Jack Holmes the art director. Second place in this new group 
went to General Petroleum Corp. for this Mobiloil bulletin. Ward-Marquis Inc. is 
the agency and Bill Tara the artist and art director. Pabst Sales Co. won the third 
place award with o display featuring its famed “What'll You Have” slogan in 
raised letters. Warwick & Legler is the agency, Edward Burdick the artist and Ar- 
thur Deerson the art director 
QUICK WASHING-—A Laundromat plastic exterior identification sign produced for 
Westinghouse by Standard Mfg. Corp., Chicago, to provide day and night identi- 
fication for do-it-yourself laundries 
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PLEASANT THOUGHT—These Coca-Cola posters on the boards throughout the coun- DEALERS BUY SPECTACULAR—This 18x60’ spectacular at E. Jefferson and Randolph 

try in August helped to alleviate the hot spell. The poster was lithographed by in Detroit, and a similar one at Michigan and Sixth, were purchased by Ford fuels 


McCandlish Lithograph Corp. D'Arcy Advertising Co. is the agency of Metropolitan Detroit and built by Walker & Co., via J. Walter Thompson Co 
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RGRACE&(O. 
BUYS FOSTER 
D KLEISER ! 


What does it mean to you? 


It means you will receive an ever-increasing value from your 
Pacific Coast outdoor advertising. 


To the “outdoor know-how” that has made Foster and Kleiser 
a leader for more than 50 years, has been added the vast facili- 
ties of the Grace organization, active on the Pacific Coast for 
generations. 


Industry, manufacturing, transportation, import and export 
trade, agriculture, mining, banking and insurance — a net- 
work of more than sixty interrelated companies, employing 
over 35,000 persons in North and South America, and doing 
a business this year of over $250,000,000: This is the Grace 
business background. It will be utilized to the utmost to bring 
you maximum outdoor advertising impact on the Pacific Coast. 


We in Foster and Kleiser Company are enthusiastic over this 
development and its opportunities. 


We know our prosperity and progress depend on the values 
you receive from us. As you succeed, so do we. 


With this great step forward, we will both enjoy increasing 
success in selling the Pacific Coast market through its natural 
medium — Foster and Kleiser Outdoor Advertising. 


General Offices: Eddy Street at Pierce, San Francisco 


COMPLETE OUTDOOR ADVERTISING SERVICE 
NEARLY 500 PACIFIC COAST CITIES AND TOWNS 
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Agency Interest 
in Poster Ratings 
Perks Up: Harper 


3—The bright- 


New York, Dec 
est development in the field of 
poster ratings during the past year 
has been the interest with which 
advertising agencies are now be- 
ginning to look at these ratings, 
according to Marion Harper Sr., 
president of Marion Harper As- 
sociates Inc 

The poster rating company pres- 
ident points to a number of agen- 
cies—running the gamut from the 
smallest to the largest—who have 
made impressive gains in the read- 
ership of their posters by applica- 


W. GLENN HICKS 


EOD L. HICKS 


NEON, ELECTRIC SPECTACULARS 
OUTDOOR ADVERTISING 
KNOXVILLE, TENNESSEE 


tion of Posteratings findings. 

One relatively small agency, for 
example, kept getting a 20% -25% 
readership for years on its outdoor 
advertising. About a year ago, the 
agency started handling a food ac- 
count which made considerable use 
of outdoor advertising and de- 
cided to measure readership on 
the posters. 


@® By acting on the findings, ac- 
cording to Mr. Harper, the agency 
has managed to increase reader- 
ship on all of its posters, to the 
point where the percentage is now 
up in the 50s. Three other adver- 
tising agencies have come up with 
similar results following a study 
of their outdoor readership, Mr. 
Harper said. 

The rating expert had some 
criticism for those advertisers who 
use outdoor essentially for its ef- 
fect on distributors, rather than 
the consumer. The same _ poster 
can do as much good for the dis- 
tributor as it can for the consumer, 
and it is therefore senseless to 
ignore the latter when preparing 


a poster with the distributor as 
prime target, he argued. 
Going back to improved poster 


readerships, Mr. Harper com- 
mented that, in most instances, 
increased readership was a re- 


sult of better poster design and 
the remembrance that a human 
figure always gets better attention 
from the passerby 


Folio Society to Wexton 


The Folio Society of London, 
book club, has appointed the Wex- 
ton Co., New York, to direct its 
advertising. Newspapers, maga- 
zines and radio will be used. 


Russell Gray Boosts Morton 

Russell T. Gray Inc., Chicago 
agency, has elected W. E. Morton 
Jr., account executive, a v.p. Mr. 
Morton has been with the agency 
since April, 1941. 


Mil-Hi Lab Names Chernow 

Mil-Hi Laboratories Inc., man- 
ufacturer of Helen Ward nylonized 
nail enamel and lipstick, has ap- 
pointed Chernow Co., New York, 
to handle its advertising. 


i 


. . . The Thomson Symon Company began a quarter of a cen- 
tury’s record of outstanding achievement and service to the 
outdoor advertising industry . . . Pioneering the short-run 24- 
sheet poster was fun but our greatest satisfaction comes from 
the knowledge that our own technological progress has made 
possible the use of 24-sheet poster advertising by advertisers 
whose quantity requirements are not large. . . . No longer is 


it necessary to go “national” to go “outdoors.” 


THOMSON SYMON (CO. 


TERRE HAUTE, INDIANA 


SALES OFFICES IN NEW YORK, PHILADELPHIA, BUFFALO, 
CLEVELAND, ATLANTA, CHICAGO, ST. LOUIS AND LOS ANGELES 


3 -~ The only fine cars PRICED SO LOW al 


Good for all cars- 
Best for 9 out of 10 
year round. 
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BEST IN PHILADELPHIA—These are the posters which were noticed the most by the 
men and women of Philadelphia between January and August of this year. Com- 
panies in two categories—food and beer—are the same as last year and have 
made only minor changes in their posters. Noticed by 74% of the men and 76% of 
the women, the Tastykake ad was the highest-rated poster in the food field. Ford's 
famous Teddy Bear was replaced in the outomotive field by Chevrolet. This poster 
received notice by 62% of the men and 48% of the women. The gasoline poster 
is very similar to last year’s, except that it’s by a different company, Esso. Eighty-sev- 
en per cent of the men and 85% of the women noticed it. Gretz Beer retained its con- 
sistent leadership in this market with the man on a unicycle, noticed by 88% of 
the men and 83% of the women. 


WELCOME TO GARY > 
Ae ; oe 


it AYiY. - liek, 
| WLC | se 
HAMBURGE* 


DEVELOPS NEW TECHNIQUE—Joe Cidulka, State Sign Co., Gary, Ind., has achieved 
some unusual effects in outdoor advertising with the development of over-all re- 
flectorized signs. Both the signs shown here are completely reflectorized, being 
produced on flat top Scotchlite reflective sheeting to which transparent colors are 
applied, so that true colors are reflected both night and day. Careful blending 
of colors makes it possible to meet the most exacting requirements, it is reported, 
and at the same time develop a sign which lights up in its entirety under the 
glow of automobile headlights. 
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You can reach 70 million motorists a day for as little as 5 cents per thousand exposures with NATIONAL 
ADVERTISING COMPANY highway displays. Any time you can sell the top 60‘ of America’s buying power at so 


low a cost, you’re selling with top efficiency! That’s why more and more advertisers are making Highway Advertising a 


very definite part of their overall programs. 


National Advertising Company — alone among. highway plant operators — offers advertisers complete 


and equipped to handle ail phases of your program — design, manufacture, 


installation and maintenance — on a nation-wide basis. 


Plan now to put this unique, powerful, advertising force to 
work for your brand and your dealers. Let us demonstrate how easily — 


how economically — we can develop a NATIONAL highway advertising 


| program for you. 


HEADQUARTERS: 


5 HIGHWAY ADVERTISING 


Delivers More Customers ...With Greater Buying Power 
..- At Lower Cost Than Any Other Medium! 


highway advertising service. Only National Advertising Company is staffed 


| a ADVERTISING COMPANY 


: 20 division offices staffed to serve dealer-cooperative or general coverage programs 
2 ; of national or regional scope with uniform sales and operational dependability. 


| Admiral 


4 


Me 


National Advertising Company dis- 
plays utilize “Scotchlite” (registered 
trademark of the 3M Company’s re- 
flective sheeting), which makes a 
spectacular, recognition-building im- 
pact on that % of the highway audi- 
ence which travels after dark. 


WAUKESHA, WISCONSIN 


ree ol EL 2 ha ane ay an Sars a ot So he he er Eg a er ve 
ee —— ies by vege gi ame 7 % fs pk Re ia ee, -. = \ 7 pies oe, SU te: Mae 20 
ee Bee a ee a Bi ka: : el i Ce Rae: ad =a BEY) ee 
ea be Cee ees Bae Ss ee ed ae ae ee — : ie ee / ee oe aa ope 
“oe ; . Ls ee 
a: | be oe 
ip | Be me 
e , PRs 3, 
ay } ee Ee 
; es 
; i Aine 
j as 
}; i . Bi 
: vat ee a 
i 7 “ Z 
< >. th 
i iti a 
oh, See, 
: —— ager? 
5 te 
4 . = ef 4 aby ee, 
DEALERS NAME wt Say hr al ea 
: ee ae Ee a ATT. ee DEALER bs 
; j ee Ay R : ae Sees ~~ ° NAME HERE A oa 
| is a“ 4 ee Se > laa PE ol Seg 
a . YOUR NAME _ be ee ie ee , : 
is j i nae memes 6 | CAND ADDRESS HERE |) Selo I, tics hoe 
j f ie: WHITE ot ek a Lubrice®, Bio 
: | ee. ee Cece ote ee OT = nla 
; i. ose Ce lS ae _ >} f—— 2 ae 2) Oey} ee fe 
i i ee, So owe a! oS” aS 2) Seale _ eee 47 ~— ABJONES (CO. “w eae ry per lee 
ms } ‘ x oe eee lll 4 BOER SENS VANS “4 Sct ieee ook eee ey. 
sy . ‘Rat oa creas = tay > el end rt ea aes Be st 
af - 4 a 3 sf ~ s a 4 iF ty ore WA a ~ Nae 
x - j & he . we te * > a a a cea en * 
; Sing re eo +. (ee = f = oe ere ee i 
] f . 4 * y = " . “j a . eb: oot ae 
‘ ee 1 - = Oso B ee ae ee Nes 
. ‘3 : - m1 q a Sis a ced ty a ae | ra ag eee waa y 
: ita: Maes» Veltes: 9 | gf HIGH LIFE : Ramer les 3, geen Mea. S. 
boat 4 aia 4 L. il = > ai pee “92 $ = 2 : “3 — - - 4 Be ee ~ o ie i 
: Oe a vy ER A + ee ie 5 hes. ie 
: = a The Champagne of Bottle Beer “e og ead aes ae! 4 Te are 
im : 2 Ke he ed ae o> a. Sane * Cite 
— ; ok pee eae ee ae : oe 
° RA te AM : (SS 
‘ SS : Vie : ee Bee ag eae Wee oe Re ie a ; es “ 
ig ome. >) os nee Sate Oey Bs ae eae ie 
+ : a ee RRS Pe aie ee i) ee - ‘ oe ee 
: ae Paid i rig ON gage a rrr > agg ee? bate oN a ee Ae he a 3 2, te 
ee > reais bs rae ae a oe: pe * ale eo ; tes 
wiles eee e ‘= — 
en a a es 
ME a Rane ioe ; ae a oe é sso Nard ere. f > 
; ‘oe ee a : & 2 
; ‘ et ae > ue ' by 
oa f ' Bee 
. ead gh 4 Sayan 
i: H Bk 
; ee 
' se x 
ae w 
% é \ ae , 
— 
: ; —_ Bs 
£ ¥. ‘: 
. . i ak 
Fa 
: ee eae 
ns eg 
MZ 5, 
, = ae 
Z hoi Va 
a 3 we 
‘ : 7 
— ee ee 
1) ea =r 
j Laney Do 5 
| ae Pe 
np Shy oy 
i AR Sogn: 
a ' ee 
y ee 
ey , r, 3 aha é 
a Hee 
F nae i oe 
i F a ae 
a oa | a 
a et SR ae 
me yh i Ste 
Be fen are 
ie eee: oY 
pe ae 
t% OF 
§ - a % 
— : Tod 
’ | ; . Be 
. é ~ Me owl es 
rk i et por . Le fe 
= ~ ; ee Be 
= Rocuenerertmenar (0° Be ck See a a ie | Se Se ee eee. 208! ees 7 : : aa Bee en eee 
: Be i ee 2 ae Sieg: | Mae. ; eZ Re ee ee Oe me ee es |. 3 eee 
ea +h eho age ee: Se same ey ese = 2 fe ee 3 ae ns Ge aa ee MEE Kp 


|ering an area of 89,000 square 
| miles, or more than half the total 
| area of the state. 


Pacific Gas & Electric Has Been a 
Steady User of Outdoor for 22 Years — s,:-=tsuso wer seu t 


| the past 22 years. In the ’30s the 


San Francisco, Dec. 3—Pacific! Pacific Gas & Electric is prob- — gta ges. ew bony 
Gas & Electric Co. is marking its ably the largest privately-owned ers jobbers and dealers in the 
100th anniversary this year, and is| public utility firm now operating | gas and electric appliance field 
using outdoor advertising to tell | in the U. S. The company furnishes During these early years the utility 
the inhabitants of California about| gas and/or electric service to| ; ‘< 


was also in the retail end of the 
it. 1,200 communities in the state, cov- appliance business, but all dispiays 


advised the customer to buy from 


a local dealer. 


MOUNT VERNON ADVERTISING SERVICE, Inc. 
OUTDOOR ADVERTISING 
119 No. Second Avenue © Mount Vernon, N. Y. 
OWNED AND OPERATED BY 
MURPHY — CONNECTICUT 


A CONCENTRATED MARKET IN 
WESTCHESTER COUNTY, NEW YORK 


® The current P. G. & E. 24-sheet 
poster schedule includes #100 
showings every other month for 
six months out of the year. This 
provides a total of more than 360 
posters in each posting month for 
more than 100 towns in the com- 
pany’s operating territory in cen- 
| tral and northern California. 

Featured in this year’s showings 
is the 100th anniversary theme, 
| which stresses the benefits of the 
utility’s long record of service. 
Normally, P. G. & E. outdoor ad- 


“Poster-Makers”’ 
to the 
OUTDOOR ADVERTISING INDUSTRY 


for 
OVER 25 YEARS 


5 ie a set tle 


pomiseptetniy= 


Our Services Include 
w& ART FACILITIES 
*& SOLID PRINTING 
*& HALF-TONE PRINTING 
* DAY-GLO PRINTING 


Cvers 


Our Specialty Is Short Runs —7 to 700 


if Your Poster Production Is a Problem 
We Can Help You with the Answer 


KUBIN- NICHOLSON lORP. 
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SAVINGS AND CENTENNIAL—The outdoor poster at the top is typical of the 

“savings” type of campaign thet Pacific Gas & Electric Co. has been conducting 

for many years. The pester et the bottom is one of several that the company is using 
olf this year to call attention to its 100th year. 


vertising is institutional and deals| been made more 
with the low rates of gas and elec-| formal, P. G. & 
tric service, the dependability of 
such service, and other points,|s Pacific Gas & Electric has ex- 
most of them with a thrift theme.! panded its facilities continuously 
| since the company was founded, 
® Up until two-and-a-half years) | particularly since World War II, 
ago, Pacific Gas & Electric handled | and it credits its outdoor advertis- 
all of its advertising direct. Early ing with being of particular bene- 
in 1950 the utility appointed the/| fit in bringing the story of its ex- 
San Francisco office of Batten,| pansion to the people that it serves. 
Barton, Durstine & Osborn to| As Robert K. Gros, manager of 
handle its account. | the advertising and publicity de- 
Since the BBDO appointment partment of P. G. & E., puts it: 
there has been a certain change in| ‘Certainly, the fact that this 
the feeling of the advertising copy.| company has nad extensive and 
Prior to the appointment, the copy continued use of outdoor advertis- 
reflected to some extent the P. G. ing for many, many years is the 
& E. advertising department's im- most credible testimony that we 
mersion into the language and/can offer of our conviction that 
outlook of the industry. By bring- outdoor advertising can do a job 
ing the agency’s outside perspec- which can be accomplished by no 
tive into the picture, the copy has other medium.” 


colloquial and in- 
E. feels. 


ATTENTION GETTER—Electrical Products Consolidated built this unusual three-sided 

ctacular display for Pioneer Sand & Gravel Co., Seattle ( two 

die ae hawt wi, The unit is almost 40° high, with the truck at the top about 
two-thirds actual size. 


HELPS RECRUITING—Five painted bulletins like this are helping Curtiss-Wright 
recruit help for the company’s four plants in northern New Jersey. The bulletins were 


produced by Federal Corp., Paterson, from ideas by Burke, Dowling, 
Adams, the Curtiss: Wright agency. 
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To Farson, Huff & Northlich 

Trailmobile Inc., Cincinnati 
manufacturer of truck trailers and 
Pullman Inc. subsidiary, has ap- 
pointed Farson, Huff & Northlich, 
Cincinnati, to direct its advertis- 
ing. Previously the account was 
handled by Ruthrauff & Ryan, 
Cincinnati 


Appoints Robert Koch 

Robert W. Koch, formerly south- 
eastern manager in Atlanta for 
Gould, Gleiss & Benn, Chicago 
market research consultant, and 
prior to that with Liller, Neal & 
Battle, Atlanta agency, has joined 
the sales staff of Farm & Ranch— 
Southern Agriculturist. 


, Sales Have Doubled Since ‘46... 


Outdoor, Car Cards Used by Wrigley to 
Make Juicy Fruit Its No. 2 Brand 


Curicaco, Dec. 4—All three of the 
famous Wrigley brands of chewing 
gum—Wrigley’s Spearmint, Dou- 
blemint and Juicy Fruit—are well 
known to the public. Yet sales of 
Juicy Fruit have more than dou- 
bled since it re-entered the market 
in 1946, at the end of World War 


INCORPORATED 
BOX 2017 TULSA, OKLAHOMA 


}ing works, 


II, as the result of advertising 
which promoted the product vigor- 
ously to a new and different mar- 
ket from that occupied by the 
other Wrigley brands. 

The why and how of the Juicy 
Fruit advertising campaign pro- 
vide an impressive advertising 
success story, the moral of which 
may be that product promotion is 
an individual problem, with 
brands given leadership by com- 
manding and distinctive advertis- 
ing devoted exclusively to their 
individual and special appeals. 


8 The development of Juicy Fruit 
to the point where it is second in 
sales of Wrigley products only to 
Wrigley’s Spearmint is almost a 
laboratory study of how advertis- 
since the company’s 


awn ene 


Posters 


Point-of- 


Purchase 


Calendars 


Booklets 
Folders 


Car Card 


* Centrally located for economical distribution 


General Offices & Plant 


qu 2320-2344 WABASH AVENUE + CHICAGO 16, ILL. 
Gales Offices in Principal Cities 
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BIGGER, NEWER PACKAGE—Above, a 1952 24-sheet for Juicy Fruit, also used as a 
car card. Below, a 1947 24-sheet for the same product. Note the change in the pack- 
age presentation, and the additional emphasis given it in the current advertising 


| three major brands were off the 
| market during the war. The man- 
| agement has consistently refused 
to lower the quality or raise the 
| price of these products, and even 
introduced Orbit chewing gum as 
a wartime substitute for the 
|brands to which the public had 
| given first place in chewing gum 
preference and sales for many 
| years. 

| When the war ended and con- 
|}sumers were again able to enjoy 
the brands of chewing gum they 
|had been accustomed to, Juicy 
Fruit was in the position of having 


had relatively little prewar adver- | 


| tising, as compared with Wrigley’s 
| Spearmint and Doublemint. Yet, 

as the result of a major campaign | 
| of outdoor and car card advertis- | 
|ing, sales shot up to the point) 
| where Juicy Fruit is now a domi- | 

nant brand in the chewing gum | 
| industry. 


| 
|@ The company regards this as an 
| advertising achievement, since it) 
| believes that, in spite of the lead-| 
‘ership of Wrigley in its field, 
brand preference must be built | 
and sustained by advertising. In| 
| other words, the acceptance of the 
Wrigiey name alone does not auto- 
matically build sales for an indi- 
| vidual product. Its own market 
|must be created, by advertising 
which stresses the specific appeals 
related to the characteristics of 
the product. 

Juicy Fruit, because it is arti- 
ficially flavored, is different in 
taste from the other natural mint 
products which have been associ- 
ated with the Wrigley name for 
many years. It represents a 
change, a fresh and interesting 
taste appeal, and a suggestion of | 
fun. Thus the appeals used in ad-| 
vertising have emphasized the) 
youth angle, and the association | 
of sport, dancing, and other youth- 
ful diversions with the use of the 
product. 


eit is interesting to note that | 
when Juicy Fruit was brought 
back on the market, it was dressed 
in a new and interesting package 
which lent itself to reproduction 
in both posters and car cards. But 
the public was not told that it was 
“an old friend in a new dress” or 
that any changes had been made 
since the product was previously 
on the market. Juicy Fruit was 
presented as though it had never 
been away. 

Although both posters and car 
cards provide limited space for 
copy, specific and definite group 
appeals can nevertheless be made 
in a few well-chosen words. The 
poster reproduced with this arti- 
cle, headed, “Enjoy a refreshing 
change,” included the basic ideas 
which the company was trying to 


put over, since the illustrations 
were of a girl and boy on water 
skis. Other posters have showed 
young people along with the re- 
production of the package, reiter- 
ating the phrase, “Different, de- 
licious.”” 


s In car cards, where longer copy 
is permissible, the story is told in 
somewhat greater detail, but the 
suggestion of association with 
youth, sport and fun is constantly 
developed. The opportunity for a 
change provided by a different 
kind of product from that ordi- 
narily used is stressed, and this 
basic advertising theme has had 
an effect in pushing Juicy Fruit 
sales up in large volume in a 
relatively short time. 

The question of length of copy 
on posters and car cards has been 
given great attention in the de- 
sign of Wrigley brand advertising. 
It is realized that because most 
posters are seen by motorists, 
traveling at fairly high speeds, the 
message must be flashed in a few 
words. There is little time to de- 
velop a detailed sales or reason- 
why argument. 


@ On the other hand, car cards— 
which are used almost to the sat- 
uration point in Wrigley advertis- 
ing programs—are aimed at transit 
riders, who sit or stand for con- 
siderable periods, and therefore 
have ample opportunity to read 
and absorb a message of consider- 
ably greater length and depth than 
is possible in the case of outdoor 
posters. 

Thus, while copy comparable 
with publication advertising is not 
used in transit advertising, the 
number of words which can be 
used effectively in this medium 
is sufficient to enable the sales 
story to be developed in consider- 
able detail. 

A Wrigley executive emphasized 
in his discussion with ApbverTIs- 
ING AGE that chewing gum is a 
product which Wrigley believes 
must be sold by advertising to 
obtain volume sales. Distribution 
alone, he pointed out, does not 
assure consumer acceptance. 

Tests have been made which 
show that advertised Wrigley 
brands, placed alongside unadver- 
tised Wrigley products on a deal- 
er’s counter, are those which cus- 
tomers pick up; they are obviously 
preconditioned by advertising to 
want advertised Wrigley products. 
Hence the need for specific brand 
promotion and individual cam- 
paigns in behalf of each brand 
for which volume sales are desired 
is clearly indicated. 


® With Wrigley’s Spearmint pro- 
moted primarily for its “he-man” 
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flavor, and Doublemint with em- 
phasis on lighter appeal, the suc- 
cess of Juicy Fruit, going largely 
to younger groups, gives the three 
leading Wrigley brands broad and 
popular acceptance, which is en- 
abling the company to continue 
increasing its volume steadily. As 
a matter of fact, production capac- 
ity is the only factor which keeps 
sales from reaching an even higher 
level. 

Otis Shepard, art director of the 
Wm. Wrigley Jr. Co., who has won 
many awards for his 
posters and other Wrigley art, de- 


signed both the Juicy Fruit pack-| 
age and the posters and car cards 


which have been such an impor- 
tant factor in boosting sales of 
this popular brand of chewing 
gum. 


outdoor | 


|appointed Hutchins 


Phelps Dodge Names Twiss 

Phelps Dodge Refiuing Corp., 
New York, has appointed the 
House of J. Hayden Twiss, New 
York, to handle its advertising. 
Atherton & Currier formerly han- 
dled the account. 


Appoints M. Brooks Horn 

M. Brooks Horn, formerly an 
account executive in the Chicago 
office of N. W. Ayer & Son, has 
been appointed v.p. of Robert A. 
Joyce Co., Youngstown, O., adver- 
tising and marketing service. 


Appoints Hutchins Advertising 

Wright-Hibbard Industrial Elec- 
tric Truck Co., Phelps, N. Y., has 
Advertising 
Co., Rochester, to handle its ad- 
vertising. Industrial directories and 


N. 


| trade publications will be used. 
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TOUGH ASSIGNMENT—A 24-sheet poster for General Foods’ 
the individual panels of Pacific Outdoor in the Los Angeles area. Young & Rubicam 
is the agency. 


Jell-O on one of 


Kris Kringle Sparks Ad ‘Card’ 
Butler Mfg. Co., Kansas City, 
Mo., maker of steel products, will 
send out a 20-page Christmas 
“card” this year featuring Charles 
Willis Howard, founder and dean 
of the Santa Claus School, Albion, 
| N. Y. The “card” also contains the 
New York Sun editorial, “Yes, Vir- 
|ginia, There Is a Santa Claus,” 
and Clement Moore’s “A Visit from 
St. Nicholas.” Chris Stritzinger, 
| Butler’s advertising-sales promo- 
tion manager, is responsible for the 
idea. Copy about the origin of 
Santa was written by Mr. Strit- 
| zinger and Frances E. Cober. 


XX) 
COX XX XD o4 | 
Cx x) *,' 7 
AN ROKK xX oe | Sally Shops to Holzer Co. 


Sally Shops of California, Los 
| Angeles, has named Holzer Co., 
| Los Angeles, to handle its advertis- 
jing. The fashion chain will usc 
radio, newspapers and television. 


= THE CVENT OF AN 


ENEMY ATTACK ON NEW YORK CITY 
THIS HIGHWAY 
WILL BE CLOSED 


TO ALi TRAFFIC ERCEPT 


CIVIL DEFENSE ¢ MILIT) 


REG. U.S. PAT. OFF. 


Say it in Scorénurte ! 


REFLECTIVE SHEETING 


Get your advertising message across with the same 
attention-compelling impact that safety officials get 
for their warning signs! They use “SCOTCHLIFE” 


Reflective Sheeting to 


messages—to get perfect visibility day AND night. 

If you are selling a cool, refreshing drink, or any 
kind of product, you'll reach MORE people with 
MORE impact when you use “SCOTCHLITE” 


Ditch Boy 
PAINTS 


FULL — REPRODUCTION is 

= hen you use “SCOTCH- 
LITE” Sheeting! Illustrations, 
trademarks, emblems put on 
a 24-hour performance. 


MAKE THE 
Flashlight Jest/ 


right in your officel He'll 
you “SCOTCHLITE” 


drive home their vital 


QUALITY FOOD 


STORE-SIDE SIGNS made with 
“SCOTCHLITE” Sheeting are 
economical and arresting — give 
you thelargest number of viewers 
at the lowest cost per viewer. 


BEST ADVERTISING POSITION 
on the highway is on your fleet 
panels. 
get guaranteed readershfp ... 
have important safety value, too. 


eflectorized emblems 


PEG. U. S. PAT. OFF, 


Sheeting. It’s the only outdoor sign material that 
delivers the complete day and night audience without 
expensive illumination. It’s fail-proof, gives you 
around-the-clock service in any kind of weather. 

Ask your local sign supplier to tell you about this 
new communication medium. He'll be glad to tell 
you how it can help you get your message across —at 
a lower cost per viewer than any other kind of sign. 


RAILROAD CROSSINGS are pro- 
tected with reflectorized cross 
bucks. No other sign material 
protects lives, 
dents so effectively. 


revents acci- 


Seorenwcire 


REFLECTIVE 


SHEETING 
For low-cost signs you 
can SEE day and night! 


WHAT MAKES 
IT LIGHT UP? 


Many motorists seeing a “SCOTCH- 
LITE” Sheeting sign for the first tume 
wonder what mysterious mechanism is 
responsible for the brilliance and super- 
visibility. The answer, of course, is that 
your own headlights provide all the illumina- 
tion. Beams — the tiny glass lenses 
throw back a powerful reflection in vibrant 
natural colors. 


SELLS 24-hours a day! 


Outdoor advertising is a bet- 
ter buy when you capture 
the nighttime audience. This 
whopping market is lost to 
ordinary signs unless costly 
electrical illumination is pro- 
vided. Signs of “SCOTCH- 
LITE” Sheeting give you the day AND 
night audience—at a lower cost per viewer 
than any other outdoor media. 


BUDGET STRETCHER 


Certain outdoor advertisers require a 
semi-permanent sign (hotel, restaurant and 
department store accounts fall in this cate- 


gory). “SCOTCHLITE” Sheeting is a 

“natural” for these clients: it’s longer-last- 
ing, requires almost no maintenance, re- 
mains fresh and gleaming for years. 


‘* ‘ ; = = 
7 cas 


FREE SPACE? Bus lines, fleet operators have 
found that equipment panels offer valuable 
advertising space—at no cost. Company 
trade marks can be effectively rendered in 
brilliant Flat-top® “SCOTCHLITE"” Sheet- 
ing. They'll do a night-and-day selling job 
—and help prevent collisions, too! 


Who Sells “SCOTCHLITE” Sheeting? 


Your local sign man is the one 
to see about outdoor signs made 
with “SCOTCHLITE” Sheet- 
ing. You'll find him listed in the 
classified section of your tele- 
phone directory under SIGNS 
...or drop a line to 3M, St. 
Paul 6, Minn. for names of shops 
to call in your community. 


Made in U.S.A. by Minnesota Mining & Mfg. Co., St. 
Paul 6, Minn.—also makers of “Scotch” Brand Pres. 
sure-sensitive Tapes, “Scotch” Sound Recording Tape, 
“Undersea!” Rubberized Coating, “Safety-Walk"’ Non- 
slip Surfacing, “3M” Abrasives, "3M" ives 
Export Office: 270 Park Avenue, New York 17,N. Y. 
In Canada: London, Canada 


caret, 
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Case Histories 
Show Different 


Uses of Quidoor 


New York, Dec. 5—While the 
outdoor volume was rising to new 
records in 1952, the medium also 
proved itself increasingly adapta- 
ble to the needs of a wide variety 
of advertisers. 

Here are some of the companies 
which worked in outdoor during 
the year, with an explanation of 
what they hoped to accomplish by 
their use of the medium. They 
range in size from multi-million 
advertisers to regional users, and 
the scope of their use of the medi- 
um varies accordingly. 

1. Northern Paper Mills, Green 
Bay, Wis. (Young & Rubicam, Chi- 
cago), makes towels, napkins and 
toilet tissues, and only the latter 
is advertised in outdoor. The ob- 
ject is to reach the greatest possi- 
ble concentration of mass-con- 
sumption public, as cheaply as 
possible (outdoor costs, on the 
average, about 14%¢ per thou- 
sand). 


Northern has been in outdoor 
since 1933. It now uses 24-sheet 
posters in 121 cities in 32 states, 
mostly in the Midwest and Far 
West; outdoor parallels its strong- 
lest distribution. Newspapers and 
Magazines are used to supplement 


outdoor, the major medium. Its 
| outdoor appropriation in 1952 is 35 
times that of 1933. 


|@ 2. Hercules Powder Co. (Fuller 
|& Smith & Ross), Wilmington, is 
now in its third year with the me- 


OMAPTIENE 


= KULLS 
TER can 


dium, on behalf of Toxaphene, an 
insecticide. 

The advertiser wanted to get its 
message across to cotton farmers 
in simple, non-technical form. 
Farmers buy the insecticide direct- 


SILK SCREENED 


24 «a» 6 SHEET POSTERS 


«ci ities 


WRITE OR CALL 


WIPSON POSTER CO. 


4 28 NO. Ist AVE W. 


DULUTH, MINN. 


Made 


PHONE 2-7053 


ly, and it is combined with other 
insecticides in solutions. The ad- 
vertiser uses 24-sheet posters in the 
South, Southwest and California, 
the big cotton-producing. areas. 
Hercules can reach the farmer in 
different parts of the country at 
growing seasons, when there’s need 
for insecticide. 


meier Co.), Baltimore, makes ex- 
terior and interior paints, sold 
through retail outlets along the 
eastern seaboard. Competition is 
tough in the paint business, and 
Davis competes with giants. Be- 


NE-COAT 


Vall Paint 


| fare switching to outdoor, it did a 
|small amount of business paper 
| advertising. It wanted to attract 
|more dealers and sell more paint. 
In 1950 it tried outdoor in Balti- 
more, taking a 25 showing for five 
months, three in the spring, two 
in the fall. The trial obtained a 
large number of local outlets, hiked 
|sales considerably. 
| Davis now has coverage in mar- 
kets 
bama to Maryland, and outdoor 
is the only medium the company 
uses. 


s 3. H. B. Davis Co. (H. W. Budde- 


in seven states, from Ala-| 


Advertising Age, December 8, 1952 


pee veer 


counters. 

| Beech-Nut was out of outdoor for 
| 20 years. It returned two years ago 
| with 50 showings on a six-month 
| basis in selected cities for the gum, 
| supplementing the posters in large 
markets with black light high-spot 
paint units. In 1953, it will employ 
| a new theme, “It’s time to relax,” 
| featuring star athletes, and will 
employ a full-fledged national 
campaign next year. 


|= 5. William S. Scull Co. (Lamb & 
Keen), Camden, makes instant and 
regular coffee and tea. Its Boscul 


standing national advertisers in its 
| region. In 1950, the problem was 
complicated by the adoption of a 
new label. To introduce the label, 
it bought 24-sheet showings of 100 
intensity in Philadelphia and Cam- 
den, and showings of 50 intensity 
in selected markets in Ohio, West 
Virginia, Delaware, New Jersey 


DB occ 


|| that good cup of coffee! 


| A 


brands must compete with out-| | 


® 4. Beech-Nut Packing Co. (Ken- | 


yon & Eckhardt), Canajoharie,| 4d Pennsylvania. It used a poster | 


N. Y., is bucking a master salesman | design reproducing the new label, 


in the chewing gum field. With a| @lternating the label poster with | 


low-cost item like chewing gum, 
still clinging to its nickel price, 
the problem of economical adver- 
tising is paramount. Package rec- 
ognition is extremely important; 
gum has to compete with dozens of 
other gums, candies and mints on 


FOR FAMOUS 
TALENT 


Displays * TV 


GIVE KLING A RING : 


Artwork * Photography 


| ae | 
LEADING ADVERTISERS CALL KLING 


FOR I outstanding 


Every day at Kling’s you'll find the biggest staff of 
Artists and Photographers. No matter what your OUTDOOR art 
requirements may be, there's a seasoned performer to fill it for you. 


Sl 


KLING STUDIOS 


NAME: 


Films 


Slide Films * Motion Pictures 
Training Manuals 


Peer eeeeeeeeeenenees 


CHICAGO « 601 N. Foirbonks Ct. « DElowore 7-0400 


NEW YORK + Affilioted with Thompson Associotes 
40 E. Sist St. © Plaza 9-4770 


HOLLYWOOD «+ 6650 Sunset Blvd. * HUdson 2.1147 
DETROIT + 1928 Guordion Bldg. * WOodword 1.2500 


| other designs. 


| To broaden the advertising base, | 
| Boscul also uses Sunday supple-| 
| ments, radio and TV participation | 


|__often with P. J. Ritter Co., also 


| an outdoor user. 

| 

® 6. Rohm & Haas Co. (John Falk- 
ner Arndt & Co.), Philadelphia, 
markets Rhothane and Dithane, 


| through its agricultural and sani- | 


| tary chemical division. Rhothane is 
| primarily for tobacco; Dithane is 
|a fungicide for potatoes and to- 
| matoes. The problem is to reach 
| farmers growing crops where the 
products can be employed, and to 


il 4 PN 


| Stop him with 


| sell the farmers on their advan- 
| tages over competing products, as 
well as to impress the names on 
| farmers so that the items will be 
asked for at local dealers. 

The company began using out- 
door four years ago, and has 
steadily increased its appropria- 
tion. The advertiser follows the 


potato belt for Dithane, the tobac- | 


co areas for Rhothane, concen- 
trating on highways leading into 
small agricultural centers. Out- 
| door is the major medium, with 
additional use of business papers, 
newspapers and radio. The cam- 
paign uses huge, nightmarish in- 
sects 


@7. P. J. Ritter Co. (Lamb & 
Keen), Bridgeton, N. J., makes 


food specialties, sauces and pork 
and beans. It bucks sizable nation- 
al competition in its market area 


of southern New Jersey, eastern 
Pennsylvania, Delaware and Mary- 
land 

Figuring that 24-sheet postings 
let the small advertiser enjoy equal 
| strength with a national advertiser 


| In 


in a given market, it went into 
outdoor in 1950, and outdoor re- 
ceived the major part of its ap- 
propriation. Other media used in- 
cluded newspaper supplements in 
color, point of sale, magazines, ra- 
dio and TV participation. Ritter 
sales increased more than 50% 
in 1951 compared to 1950, and 1952 
shows a further increase. Distribu- 
tion has been considerably ex- 
panded. 


s 8. General Foods Corp. (Young 
& Rubicam), New York, has in 
Jell-O one of the real successes in 
the food field. Jell-O was leading 
the dessert field, but had no sen- 
sational increase in sales, which 
showed signs of leveling off. It 


was felt that the advertising for- 


| mula needed something new. 


In late 1951, Jell-O tested out- 
door with a one-month showing 
in all cities of 50,000 and over on 


|a new product—Coconut Cream 
| Pie Fill. The success of the Bird’s 


Eye division had an influence in 
swinging Jell-O into the medium. 
In the 1951 test, Jell-O used a 


| 50 showing. In 1952, the GF divi- 


sion signed up for six months and 
larger coverage in all markets of 
30.000 and more. and extended 
the campaign to nine months on 
the strength of increased sales 
“Now’s the time for Jell-O” was 
developed for the outdoor drive. 


# 9. Atlantic Refining Co. (N. W 
Ayer & Son), Philadelphia, makes 
gasoline and motor oils, sells them 
from Maine to Florida. It wanted 
quality acceptance for Atlantic 
products. 

Atlantic started the current ser- 
ies of Kodachrome scenes in 1950. 
It uses showings of 50 intensity in 
all Atlantic markets on a year- 
‘round basis. It gets frequent re- 
quests for copies of the posters. 

Atlantic is an outdoor veteran 


Keeps your car on the go 


1915 it began using painted 
displays, added posters in 1925, 
and has expanded the combination 
since. Also used are TV, radio, 


| newspapers and business papers 


There is strong coordination be- 
tween outdoor and TV programs, 
on which a song is used based on 
the poster slogan “Atlantic Keeps 
Your Car on the Go.” 


8 10. Gilbert Spruance Co., Phila- 
delphia (May Advertising Co.). 
makes varnishes, lacquers and 
stains for the furniture manufac- 
turers, marketing them through 
Spruance’s industrial paint sales 
division. It sells from Maine to 
Florida. Spruance’s problem was 
this: it uses business papers effec- 
tively, but wanted to reach pros- 
pects in an impressive, dramatic 
way, giving the product prestige 
Targets were the purchasing 
agents, and the general executive 
groups of furniture manufacturing 
companies. 

Spruance covers the manufac- 
turing areas on a six-month basis, 
with 24-sheet posters in the man- 
ufacturing cities or on highways 
leading to the cities. Spruance 
salesmen like the medium. The 
company was a prewar user of 
outdoor, and has doubled its out- 
door appropriation in recent years. 

These ten cases, ranging as they 
do in size and character, illustrate 
what outdoor salesmen keep ham- 


mering at advertisers—that the 
medium is flexible, economical, 
and forceful. 
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Breaking all previous records, magazines continue to lead the field of 
national media. The first quarter of 1952 is the biggest in the history of national 
magazine advertising, following a 1951 that was the biggest year on record. 
National advertisers are spending an unequaled forty million dollars a month 


IT PAYS TO 
Advertise in 


Magazines 


in national magazines, with the assurance that they can depend on the results 

obtained from this greatest-of-all advertising media. 

| Magazines are also shattering all previous records for circulations. The 

| second six months of 1951 top all past figures, not only in terms of total 

| circulations, but also in terms of circulation per hundred population. 

Ever-increasing use and constantly expanding circulations are irrefutable 
proof of the performance of national magazines. 
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Cc. T. DEARING PRINTING SS" INC., LOUISVILLE, KY. 


A DIVISION OF sine PUBLICATIONS, INC. 
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As the dexterous magician holds his audience spellbound 
with startling illusions, so color in national magazines grips and 
holds audiences...and the effects are just as marked...so 
marked, in fact, that national advertisers in leading magazines 

have almost doubled their use of four color advertisements 
in the past decade. Yet the cost of four color advertising 

in magazines has increased only 5.7 percent above 

the 1935-1939 average, while the wholesale price of 

all commodities has increased 1170 percent in the same 
period. National advertisers entertain no illusions 


concerning the magic of color in NATIONAL MAGAZINES. 


Deatin?-Zouscille 


T. DEARING PRINTING co., INC., LOUISVILLE, 


A DIVISION OF pd PUBLICATIONS, INC. 
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... for we are proud of the magazines we produce and 
know of no more conclusive way to demonstrate the qual- 
ity and craftsmanship of our work. 


As one of the world’s largest producers of magazines, we 
insist upon a full measure of quality ... quality born of a 
high regard for those we serve. Our devotion to accuracy 
and perfection is reflected in the pages of the millions of 
magazines that flow through our plant each month. 


We are constantly designing modern equipment and plan- 
ning new methods for producing publications of mass circu- 
lation that, while upholding our rigid standards, will reduce 
costs to our publishing customers. 


The result of our efforts is open to your inspection. 


Dearin’?-Zousuille 


Cc. T. DEARING PRINTING CO., INC., LOUISVILLE, KY. 
), 


A DIVISION OF FAWCETT PUBLICATIONS, INC. 
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BALANCE 


YOUR BUDGET - YOUR ADVERTISING 


| 24-SHEET POSTER SHOWING 


* At One Dollar Per Location Per Day 


METROPOLITAN CHICAGO 


ILLINOIS OUTDOOR ADVERTISING CO. WRving 8-7250 
4338 NW. KEDZIE + CHICAGO, ILLINOIS 8-7050 


2 spines snes 


The Dae Dr Sore is 1953 


‘TULINOIS OUTDOOR ADV. CO. 


CAR ANNOUNCEMENTS—Gugler Lithographic Co., Milwaukee, pit > 8 these Dodge Sartre} 

and DeSoto 1953 announcement posters now current on the boards. Grant Adver- 

tising handles the Dodge account. The DeSoto agency is Batten, Barton, Durstine 
Osborn. 


Dailies Average 
3 Pages of Food There's a 


Brie ete Golden Market 


papers publish an average of more 


: . e 
; than three full pages of food news 
Bl each month, according to a report | in the 


to advertisers prepared by the Bu-| ; 
reau of Advertising, American) é - 
Newspaper Publishers Assn. EELING er 


In September, the BofA said, | 
it found that 4,430,200 agate lines! 
—or 1,846 pages—of food editorial | - 
matter were published by 608) 
newspapers, all of them bureau 
members. The figure includes only | 
locally edited news. Averaged out, | 
the total per newspaper is 7,287, 
lines—more than three pages. 
monthly. 


Aa NE RE POI, 


* 
s Assuming September to be an PARKERSBURG CLARKSBURG 


average month, total food news, 
| linage for the year in 608 papers, 
| would be 53,162,400 lines—22,151 
| standard-size pages. The average | ELKINS ; 
} newspaper in the survey thus 
probably published a total of 87,- 
| 444 lines, or about 36 pages, of 
recipes, cooking hints, seasonal 
j buys and other food news in 1952 


The newspapers in the survey CHARLESTON P °o Ss ti n g 


have a daily circulation of 39,986,- om s 

659-—69.4% of the U. S.-Canada # ° ° | 

total. Sunday circulation amounts HU"<TINGTON P a I n te d D I sp a y 
to 31,585,180—65.9% of the total. | 


‘Rush,’ New Monthly, Aims S p e cta cu ars Y 


at Admen Who Buy Printing 


j A new monthly, Rush, pub- 

lished by Don Barron, publisher of 

| Art Director & Studio News, will BECKLEY 
appear next month. The publica- 

}) tion, which will have an initial 

; guaranteed circulation of 3,500 in 

| the New York market, will report BLUEFIELD 
production news, processes and 2 
services for buyers of printing in Se , . 

] a Reach West Virginia's growing industrial, 


SOONER Ke IRE 2 MNT SE Ew TS 


The magazine will be 514”x7%&” . + . ° 
ond od cakes wlll ba 038 fee 0 te agricultural and tourist markets with the superior 


oe, C'skes, tne wee OUTDOOR services of these plants: 
i. tising manager of “Graphic Arts 
: Production Year Book,” is the ad- 


oe vertising manager. Edward Gott- 
Mf =—schall, previously managing editor OHIO VALLEY ADVERTISING CORPORATION Wheeling, W. Va. 
of the yearbook, is editor. Claris 
en ane STANDARD ADVERTISING CORPORATION Clarksburg, W. Va. 
Spalding Buys Toy Tinkers SMOOT ADVERTISING COMPANY Parkersburg, W. Va. 
a B A. 2. Spalding & eee Chico- . 
, i, ‘ Ss., sporting goods manu- ’ 
BP sciurer has purentagd Toy Finke KANAWHA VALLEY ADVERTISING COMPANY Charleston, W. Va 
the wooden constriction toys. The CAREY OUTDOOR ADVERTISING Charleston, W. Va. 
¥ y i operated as a 
wholly owned subsidiary of Spald- BECKLEY POSTER ADVERTISING COMPANY Beckley, W. Va. 
ing. Walter B. Gerould, v.p. and 
controller of Spalding, will become GENERAL OUTDOOR ADVERTISING COMPANY Bluefield, W. Va. 
president of Toy Tinkers in addi- 
tion to his other duties. Ernest W. 
Heilmann will be v.p. and treas- 
urer and Albert J. Liescke general * HEADQUARTERS OR BRANCH OFFICES 
sales ne. Seen Fe. Ses, 
f y esident an e man 
whe neented * “Tinkertoys” in 1914, FACILITIES AS MODERN AS ANY IN THE NATION 


will remain with the company as 
a consultant. 
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Outdoor Advertising 
Reaches Record High 


* (Continued from Page 33) 


and two red warning lanterns, with | 


{fore Using,” and the illustration 
| will consist of a set of car keys. | 


® Here are some of the other pub- 
lic relations activities undertaken 
by OAAA for its members since | 
the 1950 convention: 

1. Prepared a brochure entitled | 


pact posters will show a pair of copy reading “Caution—New Year | “Outdoor Advertising—The Medi- 
hands gripping a steering wheel, Ahead.” um of Mass Information,” which 
and copy will warn “Handle with The final phase of the traffic) highlights the public service work 
Care.” .The January phase of the 
campaign will feature a barricade tell motorists to “Think Well Be- try during World War II and the 
Korean War. One copy was sent to 


editions went to all cabinet officers 
|and key officials in Washington. 

2. Completed a public relations 
| handbook, “You and Your Public,” 
which sets out “in step-by-step 
fashion every fundamental factor 
involved in maintaining public re- 
jlations at the highest possible 
level.”” The book will serve as the 
foundation for the industry’s in- 
tensified public relations program, 
| OAAA says. 


safety campaign in February will undertaken by the outdoor indus-| 


each OAAA member and deluxe) 


OPERATION IMPACT—This is the poster 


ties during the 


| crease readability and to dramatize 
| the sales message. 
2. Developed self-mailers from 


that the outdoor industry, in cooperation 
with the National Safety Council and the Advertising Council, will display next 
February as part of the “Operation Impact’ campaign to cut down on traffic fatali- 


winter months. 

questions first by making a popu- 
| lation survey in order to find out 
the population in areas adjacent 


| some of the campaign experiences. | to certain specified markets. After 
These can be imprinted with a|the population is determined, a 
local operator’s plant name and|market and coverage survey is 
address, plus a special local mes-| made to determine the actual out- 
sage. | door advertising coverage of a par- 


3. Indexed and cross-indexed the 


|} 1950 and 1951 campaign experi- 


3. Prepared several other types| ences, so that they could be located 
of mailings, some designed for; not only by the name of the ac- 
members, others that members in| count and the classification of 
turn could order and distribute in business, but also by the applica- 
their communities. Some of the’ tion made of the medium. This was 
leaflets in the latter category are| done to assist local operators in 
currently being ordered by mem-| planning campaigns for advertis- 
bers at the rate of 17,000 per)|ers entering a new market, intro- 


Get the BEST in a Time Switch! 


Specify Sangamo for your lighted posters 
and electric signs 


All over the country, the posters and signs of those who know 
are equipped with Sangamo Time Switches. Why? Because 
Sangamo Time Switches control lighting with UNFAILING 
DEPENDABILITY. 


Major sign companies, who know how costly needless service 
calls can be—and experienced advertisers, who want full value 
from their investment—all specify SANGAMO, the Time 
Switch they know will operate year after year without a failure 


Your sign manufacturer can furnish all types of dependable 


Sangamo Time Switches. See them before you specify the 
lighting control for your next installation 


GAMO ELECTRIC COMPANY qi SPRINGFIELD, 


month, OAAA reports. 


|® To stimulate local business de- 
| velopment, the association last 
|} year completed a new three-part 
business development presentation 
which combines “the best sales 
| thinking and experience in the in- 
dustry with colorful, attention- 
compelling design and artwork.” 

The presentation is contained in 
|a loose-leaf ring binder that can 
be set up as an easel. The loose- 
|leaf feature permits insertion of 
local facts and figures, campaign 
experiences and copy ideas, and 
the material can be arranged to 


give the maximum possible effect. 


for the particular classification an 
operator is trying to sell. 


® To increase the effectiveness of 
the campaign experience material, 
which it has used before, OAAA 


ILLINOIS made three changes: 


1. Redesigned the page to in- 


|ducing a new product, securing 
| new outlets, etc. 

This year the association started 
|a creative local outdoor advertising 
awards contest. Purpose of the 
contest is to give recognition to 
local advertisers, agencies and 
operators for developing outstand- 
ing local campaigns. The contest 
will also provide additional de- 
tailed information that can be used 
in new campaign experiences and 
copy ideas. 


# In addition to helping operator 
members with their sales problems, 
OAAA also manages to keep a 
staff busy answering the problems 
that arise in operating a plant. 

A continuing problem for most 
plant operators is knowing exactly 
what their exact market is. A sec- 
ond question asked often by oper- 
ators is whether or not they are 
covering their market properly. 

The association tackles these 
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| ticular market. 

The association has conducted 48 
population surveys and 13 market 
and coverage surveys during the 
past two years. 


8 To assist state associations in 
| maintaining good service, the na- 
tional association conducts state- 
wide plant and service surveys. It 
has made nine of these since 1950, 
and they have been used by state 
association officers as a basis for 
organizing and launching improve- 
ment programs. 

The OAAA has continued to co- 
operate with the Traffic Audit Bu- 
reau auditing program by helping 
member plants prepare for the au- 
dit. Most of the markets prepared 
so far have had populations in ex- 
cess of 50,000, although some mar- 
kets in the 25,000-50,000 popula- 
tion group have also been prepared 
for audit. 

To make the auditing procedure 
simpler and more’ economical 
OAAA has recommended statewide 
audits of plants, on an advanced 
scheduling basis, under the spon- 
sorship of the state outdoor associ- 
ation. Thirteen states have fol- 
lowed this statewide procedure in 
the past two years, and in six of 
these states plant and service sur- 
veys were conducted at the same 
time. 


= A new service now being offered 
to operators is OAAA’s “personal- 
ized engineering service.” Through 
it, a member can get detailed ad- 
vice on difficult or unusual con- 
struction problems. 

Since its inception, the service 
has been used by a member whose 
plant was damaged by a flood; one 
who needed help in order to com- 
ply with a new building code; an- 
other who had to anchor to a rock, 
and still another member who 
needed detailed calculations on 
cantilever construction to present 
to a local building official. 

Several members last year com- 
plained to OAAA about the diffi- 
culty of handling, processing and 
posting fluorescent posters. Associ- 
ation tests, which called for the 
use of various additives to the 
ordinary cooked paste, showed that 
posting difficulties would be great- 
ly reduced if operators would take 
more care in the preparation of 
their paste, making sure to follow 
the paste manufacturer’s instruc- 
tions. 


@In the painted display field, 
GAAA has undertaken several 
projects designed to make painted 
displays a medium that is not only 
better, but that is easier for an ad- 
vertiser to buy. 

One of these projects has been 
the development of a new space 
proposal form for presenting 
standardized sales information on 
painted displays. An attempt has 
been made to include in this form 
all the pertinent data that a pros- 
pective buyer of painted displays 
needs to make intelligent use of 
the medium. 

Another project is one aimed at 
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revitalizing painted bulletin stand- 
ards. The association is gathering 
and analyzing all available infor- 
mation on size, proportion and 
shape of painted displays. The 
study so far indicates that the pres- 
ent form—the horizontal rectang‘e 
—is preferable. Not enough basic 
data is available on proportion for 
any definite recommendation to be 
made now, OAAA says. 


® Early last year the association 
issued a color card of basic bulle- 
tin colors. The purpose of the card 
was to introduce and publicize 
new colors that had been adopted 


as part of the over-all painted dis- 


play standardization program. 

The color card replaces the por- 
celain chips used previously. It 
also contains a short history and 
tells the part that the industry has 
plaved in the development of 
standard bulletin colors. The card 
has been sent to all paint mem- 
bers, agency art departments and 
to paint manufacturers that have 
an interest in bulletin colors. 

Numerous other research proj- 
ects are being conducted in the 
association’s laboratories, includ- 
ing intensive investigations of the 
two most important factors in 
plant construction—the effect of 
wind pressures and the action of 
soil. 


® On the legal front, the outdoor 
industry is currently grappling 
with its newest problem—how to 
overcome the ban against outdoor 
that exists on some limited access 
highways and expressways. 

Another problem facing the in- 
dustry is one being caused by the 
highway commissions in some 
states. In acquiring land for high- 
way purposes, these commissions 
in many instances are inserting a 
covenant in the deed of convey- 
ance that prohibits the grantor 
from placing, or permitting the 
placing of, any advertising signs 
within a specified distance of the 
right-of-way conveyed. 

Most of these problems stem 
from the theory that outdoor ad- 
vertising is a traffic hazard be- 
cause it distracts the driver’s at- 
tention. 

To test the hypothesis that “in- 
creased stimuli are not a detri- 
ment to driving performance,” the 
outdoor industry, through OAAA, 
has been conducting tests for the 
past two years at Iowa State Col-| 
lege under the direction of Dr. A. 
R. Lauer, professor of psychology | 
and director of the driving labora-_ 
tory of the school’s Industrial Sci- 
ence Research Institute. 

The experiments are “well on 
the way to establishing that in- 
creased stimuli along the high- 
ways tend to result in more effi- 
cient performance by the driver,” 
OAAA reports. 


8 The anti-trust department’s six- 
year-old investigation of both the 
national association and state out- 
door organizations ended on Sept. 
9, 1952, when the U. S. district 
court here issued a consent decree 
(AA, Sept. 15). 

The decree provided: 

1. That the OAAA grant mem- 
bership to any person engaged in 
the outdoor advertising business | 
who desires to join. | 

2. That the association publish, 
upon request, the same display 
plant information for non-mem- 
bers as it publishes for members. 

3. That the OAAA not recom- 
mend, influence or fix either the 
rate or amount of commissions or 
prices. 

The consent judgment also pro- 
hibited the association from divid- 
ing territories for the operation of 
display plants, and ordered it to 
cease other acts and practices 
which the government charged it 
engaged in to. prevent competition 
between members, and between 
members and non-members. 


@ The decree “in no way” changed 
the present operations of OAAA, | 


according to J. B. Stewart, treas- 
urer of the association. Mr. Stew- 
art had been called out of retire- 
ment to handle the case for OAAA 
because of his familiarity with all 
the records involved. 

The reason the consent decree 
had little effect on OAAA and its 
member state associations is that 
the association had amended its 
by-laws shortly after the govern- 
ment filed its civil suit in 1950 “so 
as to give practically every relief 
sought by the government...” 


When it filed its suit against 
OAAA, the Justice Dept. also in- 
stituted an anti-trust action against 
General Outdoor Advertising Co., 
Chicago, accusing that company of 
achieving a monopoly of outdoor 
operations in 1,500 cities, towns 
and markets east of the Rockies. 
This suit has not yet come to trial. 


® The 1952 School of Outdoor Ad- 
vertising at the University of 


Notre Dame was conducted again | 
| this summer, but on a somewhat | 


different plane. (The school is 
jointly sponsored by the Outdoor 
Advertising Foundation and the 
OAAA.) 

Believing that previous sessions 
of the summer session had suf- 
ficiently exposed students to the 
fundamentals of the outdoor ad- 
vertising industry, this year’s ses- 
sion was devoted to a conference- 
type course. 

This course concerned itself with 
only two aspects of the outdoor 
business—sales and public rela- 


tions. 

The importance of the inter- 
relationship of sales and public re- 
lations has been either ignored or 
improperly understood by many 
business leaders, CAAA feels. 

Because of this, many outdoor 
industry members have been so 
busy establishing their industrial 
plants that they have neglected to 
explain the achievements and pur- 
poses of the industry to the pub- 
lic, OAAA says. 


For that reason, the five-day 
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beautiful, colorful poster advertising gives continuous 30 day repetition 
of highly penetrating selling power. 


Night and day, every day, every month it is the SHOWCASE of the 
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summer session at Notre Dame, 
attended by more than 50 regis- 
trants from 22 states, had the fol- 
lowing points stressed by various 


speakers as being necessary for 


DAY-GLO 


the achievement of maximum pub- 
lic acceptance: 

1. Operate a good plant and give 
good service. 

2. Be a good citizen. 

3. Tell your public about your 
business. 


® In addition to pointing out the 
basic principles of public rela- 
tions, speakers also offered specific 


ms] Bumper Carps 
Brilliant 


ciples into practice. 


door 


suggestions for putting these prin- 


Under the auspices of the Out- 
Advertising Foundation 


operators from selling products be- 
low fair trade prices. This is the 


second such action to be taken 
against the supermarket in the 
New Orleans federal district court. 
A suit already has been filed by 
Eli Lilly & Co. (AA, Nov. 3) and 
will be heard Dec. 15. 

Bristol-Myers contends that 
Schwegmann has continued to sell 
products for less than fair trade 
prices even after being informed 
that contracts have been made and | 
being furnished a list of minimum | 
prices. Items cited in the suit are} 
Mum, Vitalis, Sal Hepatica, and! 
Ipana toothpaste. 


Power Packed 
Designs 


Unsurpassed Advertising for 


an outdoor advertising course was 
set up at Notre Dame, and 28 stu- 
dents completed the course during 
the fall-winter semester. 

The course consists of lectures 
and actual preparation of layout 


Fairs, Rodeos, Conventions, 

ne Exhibitions. 

ok tin. 
ae Write for Samples and Prices 

re Screen-Flock Industries, Inc. 


and copy for two projects, a 24- 
sheet poster and a painted bulle- 


It's Schwegmann Again! Now 


Macy Settles Sunbeam Suit 

R. H. Macy & Co., New York, 
has settled the $6,000,000 law suit 
filed against it by Sunbeam Corp., 
Chicago, in a New York federal | 
court on Oct. 30, 1951 (AA, Nov. | 
5, 51). Sunbeam had filed the suit | 
after Macy’s sold Mixmasters and | 
other Sunbeam appliances below | 
fair trade prices during June, 1951. | 
In addition to settling the suit, the 


5545 N. Clark Street 


CHICAGO 40, ILLINOIS 


Bristol-Myers Co. Is Suing 

| Bristol-Myers Co. has filed suit 
|against Schwegmann Bros., New 
| Orleans supermarket, to restrain 


store has signed a standard Sun- 
beam fair trade contract agreeing 
to observe minimum retail prices 
set by the manufacturer. 
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: We're always exceptionally lucky in the 
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working under mature supervision . . 
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We are privileged to work for some of the greatest accounts and 
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in the country. who provide i 


| simplified for the outdoor medium. They give us the opportunity to 
; paint prize winning posters. 
: We have watched the thinking of these many men for so long that 


some has rubbed off on us. You'll find our executives and salesmen 


are mature art directors and good advertising men. . 
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. capable of 


you, and occasionally, making sub 


We are consistently lucky in developing talent that can make right 
good paintings. Many of our awards were won by our proteges 


We are gratified when we win awards, but we recognize that we 


are in the advertising business not the art business. It is sales results 


accounts. 


We have a few case-histories and some small transparencies we'd 
like to show you any time now, before you start your next outdoor 


campaign. Let's get acquainted. soon 


Sundblom, Johnston and White Inc. 


Advertising Art and Design 


. often for accounts with limited 


Phone: MOhawk 4-5155 
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EVERYBODY'S HAPPY—Shown here are four of a series of seven posters for Ballard 
& Ballard, division of Pillsbury Mills, which appeared on outdoor panels this fall. 
Four were for happy biscuits, the remaining three for cake mixes, pancake mix 
and corn bread mix. All were produced by United States Printing & Lithograph Co. 
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TESTIMONIALS—Here are three of a series of four 24-sheet posters for Ford trucks, 
produced by United States Printing & Lithograph Co. Note how the “testimonial” 
hnique is developed for outdoor use. 
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NATH’L WiNSOR & CO. 


STATE STREET (CORNER OF DROAD. 
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More Art, Less Copy 
In Outdoor Posters 
Sells Regal Beer 


San Francisco, Dec. 3—Regal 
Amber Brewing Co. tries to do 
two things in its outdoor advertis- 
ing copy: (1) get product identifi- 
cation by using oval cutouts dup- 
lieating its Regal Pale beer label, 
and (2) steer clear of emphasis on 
product claims 

Regal started to use stylized il- 
lustrations in its outdoor advertis- 
ing in June, 1949, shortly after the 
Abbott Kimball Co. was named to 
handle its account. The first series 
of posters was illustrated by Los 
Angeles artist Fritz Willis. 


® Initial outdoor plans called for 
“a heavy and permanent” show- 
ing, including nearly 70 painted 
bulletins throughout the state, each 
of which carried a special Rega 
cutout projecting above the board. 

Copy on most Regal posters is 
limited to such statements as 
“Take It Easy. . .Take It Light” and 
“Reach for Regal...It Tastes So 
Good.” 

Regal continued its poster show- 
ings every month in nearly 225 
cities and towns in California. 
These regular showings were 


EASY ON THE EYES—This outdoor poster demonstrates the new type of outdoor cam- 
paign adopted by Regal Amber Brewing Co., San Francisco, in 1949. The campaign 
calls for large illustrations and little product copy. An oval cutout patterned after 


the label on the Regal bottle 


doubled in months when beer con- 
sumption is usually high, in order 
to gain greater penetration. 

Since embarking on its new out- 
door campaign more than three 
years ago, Regal Amber has moved 
from fifth place to third place in 
beer sales in the state. 


Two Join ‘Family Life’ 

Kay Smeya, formerly on the 
editorial staff of Charm, has been 
named associate editor, and Wil- 
liam Harris, previously with Mod- 
ern Bride, has been appointed art 
director of Family Life, Macfad- 
den’s new variety store magazine. 


4 


‘More than a year later, it is still the 


MOST OUTSTANDING 
BOARD IN CHICAGO 
( 


A thing of beauty sells forever, and this hand-carved beauty created by 
Spanjer craftsmen from plans submitted by General Outdoor Advertis- 
ting Company is now well into its second year of salesmanship for 
SMarshall Field & Company. We're proud that we had a skilled hand 
tin the construction of this magnificent board, and would like to put the 
tsame skill at your disposal. Write us today and let us tell you the many 
ways we can serve you through your regular outdoor company. 


SPANJER BROTHERS. 


CHICAGO 10, ILLINOIS 


NEWARK 4, NEW JERSEY 


is used in all outdoor dispioys. 


Develops TV Prop Method 


Furth Ullman, art director for 
the “Colgate Comedy Hour” (NBC- 
TV), has developed a new method 
for making television props from 
plastic materials. Mr. Ullman’s ac- 
etate product, supplied in rolls, 
becomes pliable when treated with 
a solvent. The treated sheets can 
then be molded in the shape of 
the desired prop (i.e., a piano) 
and will harden in approximately 
ten minutes. First used on the 
Dean Martin-Jerry Lewis show, 
Nov. 30, the hollow props are light- 
weight and can be painted, plated 
and fireproofed. 


Business Editors Elect 
James S. Warren, v.p. and edi- 


torial director of Ahrens Publish- | 


ing Co., has been elected presi- 
dent of the Society of Business 
Magazine Editors. Other officers 
elected are Walter J. Murphy, 
editor of Chemical & Engineer- 
ing News, Ist v.p.; William Alan 
Richardson, editor of Medical 
Economics, 2nd v.p., and Frank 
P. Tighe, editor of Motor Age, 
secretary-treasurer. 


N. Y. Newspaper Guild Elects 

Arthur Rosenstock of the New 
York Post unit has been elected 
president of the Newspaper Guild 
of New York, Local 3. Thomas J. 
Murphy, formerly of the Times, 
was named executive v.p., and 
Michael Potoker, formerly of the 
Mirror, was named secretary- 
treasurer. 


Breon Names Ad Manager 

Frederick G. Madsen has been 
appointed advertising manager of 
George A. Breon & Co., New York 
pharmaceutical manufacturer. He 
has been associated with various 
agencies since 1946, including 
Doyle, Kitchen & McCormick; O. S. 
Tyson Inc., and Sudler & Hennes- 
sy. 


Advertising Age, December 8, 1952 
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Outdoor Volume 
of $96,600,000 
Tops ‘51 by 10% 


(Continued from Page 33) 
quence it has attracted such heavy 
users as Ward Baking, Miller 
Brewing, Admiral, Plymouth, 
Wonder bread and Kleenex. 


® Because of its low cost and 
adaptability, black light has per- 
mitted the spread of spectacular- 
like advertising to markets where 
electric spectaculars would be im- 
practical. 

It’s visible during the day, which 
all spectaculars are not, and it can 
be placed in locations close to pub- 
lic vision, since it’s indirect and 
easy on the eye. 

Because of these advantages, 
and because it permitted the utili- 
zation of space which was not be- 
fore available for spectacular ef- 
fect, black light has contributed 
sizably to the volume gains of the 
industry. 


OAI VIEWS MEDIUM’S 
GROWTH—IT’S GOOD 

New York, Dec. 5—As national 
sales volume of the outdoor adver- 
tising business hit $96,600,000 in 
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A COMPLETE OUTDOOR ADVERTISING SERVICE 
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VOLUME UP—Here’s a profile of outdoor advertising’s national sales volume from 
1944 to 1952, when it hit a peak of $96,600,000. The figures are compiled by Out- 
door Advertising Inc., the industry's national sales representative. 


1952, Outdoor Advertising Inc. re- 
viewed the progress in the indus- 
try. 


National volume is the staple of 
the outdoor industry, and accounts 
for about 75% of total volume. 

OAI dates back to 1931, when it 
was formed by plant owners to 
(1) pull the medium out of the de- 
pression; (2) meet the need of a 
centralized sales activity to serve 
agencies and advertisers planning 
campaigns, and (3) to sell the 
medium as a medium, not locally, 
regionally, or for one plant or a 
series of plants, but nationally and 
industrywide. 


s To assist in the development, 
OAI formed three main art depart- 
|ments across the country to help 
deveiop copy of greatest efiec- 
tiveness, and OAI added assistance 
in planning campaigns, and fur- 
nishing—within a matter of hours 
—space and cost estimates for na- 
tional or sectional campaigns. 

OAI also drove for diversified 
business. The tremendous rise of 
food volume (up 50% since 1946) 
is testimony to OAI’s work. Also, 
OAI aimed to level seasonal de- 
cline, and started selling the medi- 
um to advertisers whose products 
had cold weather demand, and 
others on using the medium on a 
12-month basis. Result: OAI can 
report that cold weather volume is 
five times that of the 1935-46 aver- 
age. 


Form Rochester Television 


Rochester Television Co. has 
been formed and will apply for 
permit to operate a u.h.f. station 
in Rochester soon. James Wilmot, 
head of Taige Airlines, Rochester, 
is president of the new corporation 
and owns half interest in it. 
Charles R. Diebold, president of 
Western Savings Bank, Buffalo, 
and Vincent M. Gaughan, Buffalo 
attorney, are secretary-treasurer 
and v.p. and general counsel, re- 
spectively. They each own a 25% 
interest. Mr. Diebold is president 
and Mr. Gaughan secretary-treas- 
urer of Buffalo-Niagara Television 
Corp., which has applied for u.h.f. 
Channel 59 in Buffalo. 


Meredith Promotes Hall 


Payson Hall has been promoted 
to director of the radio-television 
activities of Meredith Publishing 
Co., Des Moines. He will continue 
as controller for the company. 
Meredith radio and TV interests 
include operation of WHEN, Syra- 
cuse TV outlet; WOW-AM-TV, 
Omaha, and KPHO-AM-TV, Phoe- 
nix. The publisher currently has 
TV applications on file for St. 
Louis, Minneapolis and Rochester. 
Howard Stalnaker, with Meredith 
since 1946, has been named as- 
sistant radio-TV director. 


Donald Morse Joins Ronson 

Donald R. Morse, formerly with 
Curtiss-Wright Corp., has been ap- 
pointed executive assistant to the 
president of Ronson Art Metal 
Works Inc., Newark. 
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; 7} Big Bear Markets 
~ Uses Co-op Outdoor 
‘in Detroit Area 


CHICKEN © 


A MEAL (NW A MIMMTE ! 


CO-OP OUTDOOR—Big Bear Markets, Detroit, is using posters like this in the areas 
near each of its 26 food stores. Six food manufacturers have tied in with Big Bear 
on this outdoor campaign. The food product imprint is changed every two weeks so 
that each product is eventually displayed in the neighborhood of each Big Bear store. 


outdoor advertising campaign in 
the Detroit area. 

When Big Bear Markets, with 
26 stores, decided to increase its 
advertising program, it moved into 
outdoor for the first time. Big 
Detroit, Dec. 2—A food chain Bear then decided to use the out- 


|and six food manufacturers are door posters for tie-in advertising 
currently engaged in a cooperative of six food products. The number 


of cooperating advertisers was 
limited to six so that each food 
manufacturer would receive a 
substantial showing. 


s Every two weeks the cooperating 
food manufacturer’s product is 
moved to another location in the 
vicinity of a Big Bear store, so that 
after a number of weeks each ad- 
vertiser has been represented in 
the area near each Big Bear mar- 
ket. 

The present Big Bear co-op 


| schedule calls for a #50 showing— 


or about two posters per store—for 
a period of one year. 

W. B. Doner & Co. is the Big 
Bear agency. 


Lucas Joins Gray & Rogers 

W. Ray Lucas Jr., formerly with 
Horton-Noyes, Providence agency, 
has joined the copy department of 
Gray & Rogers, Philadelphia. 


‘Glamour’ Names Beeson 
Edith Beeson, formerly accessory 

editor of Mademoiselle, has been 

named midwest editor of Glamour. 


Posters and Painted Displays 
in 


MADISON, WISCONSIN 


THREE-SHEET—Forbes Lithograph Mfg. Co. 

produced this three-sheet poster for Quality 

Bakers of America, which is using it widely 
throughout the country. 


Fairfax Cone Will 
Open Marketers’ 
Meeting. Dec. 27 


Cuicaco, Dec. 2—Lead-off 
speaker at the American Market- 
ing Assn.’s 1952 national confer- 
ence will be Fairfax M. Cone, pres- 
ident of Foote, Cone & Belding. 

Mr. Cone opens the three-day 
meeting Dec. 27 with a luncheon 
address on “Advertising in Tran- 
sition.” 

The next day, J. Steven Stock, 
director of research and media, 
McCann-Erickson, will chairman a 
discussion on “What’s New in 
Techniques for Understanding 
Buying and Selling Behavior.” 

Speakers at this session include 
Harold J. Leavitt, v.p., Nejelski 
& Co., management counsel; John 
McDonald, board of editors, For- 
tune, and James Vicary, New York 
psychologist. 


® A special session, “Mediamatics 
—A New Approach for the Meas- 
urement and Evaluation of Media 
Audiences,” has been set for the 
same day, featuring Ira Bix, di- 
rector of advertising research, 
Farm Journal. 

Others speaking on mediamatics 
include George H. Brown, profes- 
sor of marketing, University of 
Chicago, and Stanley Canter, as- 
sociate director of research, Mc- 
Cann-Erickson. 

The meeting’s final day will 
be devoted to marketing strategy 
and research. Burleigh Gardner, 
executive director of Social Re- 
search Inc., will speak on “Putting 
Prejudices and Stereotypes to 
Work in Your Advertising Strate- 
gy.” 


Expands Bra Campaign 
Exquisite Form Brassiere Inc., 
New York, announces an expanded 
advertising program for next year, 
with insertions scheduled for nine 
magazines. Beginning in January, | 
full and half-pages will run in 
Ebony, Family Circle, Good House- 
keeping, Ladies’ Home Journal, 
Mademoiselle, Seventeen, True 
Story, Vogue and Woman’s Day. 
Car card advertising is scheduled 
for Chicago, New York and Phil- 
adelphia. Newspaper advertising| 
will continue on a cooperative ba: | 


I. Ross Co. is the agency. 


sis with department stores. Philip ), 


Elects John Bardin a V.P. | 

John F. Bardin has been elected |: 
a v.p. of Edwin Bird Wilson Inc., | 
New York agency. He :has been | 
with the agency since ‘1944 and 
an account executive singe 1949. 


range . . 


the ROOF-TOPS coc I 


(modern Roof-Tops are too high) 


Taxiposter showings can be made in 10 days from 
receipt of copy in any city where space is available. 


Downtown St. Louis, Mo., where Whaley Taxiposters ride 
on 540 Yellow, Black & White and County Cabs. 


with the CROWDS 
ein the Middle of Main St. 


ELL YOUR STORY at eye-level with colorful Taxiposters on taxi 
backs. Don’t compete for locations that are too high and too far. 
Don’t talk over the heads of the down-town pedestrians and motorists. 


' Get on Taxiposters . . . look your customers square in the eye . . . at close 
. and they'll remember you. 
Whaley Taxiposters ride the backs of the busiest taxicabs in the busiest 


streets in 121 of the busiest cities coast to coast. Wm. E. Whaley Co., 
136 S. 4th Ave., Louisville 2, Ky. 
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WILL APPEAR SOON-—24-sheet posters like this, designed to sell 
advertising to the public, will shortly be blossoming on outdoor 
plants throughout the country. The poster above was designed by 


America Lives Better 
because of... 


- HOVERTISING 


General Outdoor Advertising Co. in cooperation with the Adver- 
tising Federation of America and the outdoor advertising in- 
dustry 


Traffic Audit Bureau Expects to Hit 75% 
Audit Figure in 14 States by End of ‘53 


New York, Dec. 4—Arkansas is 
the only state thus far in which 
every outdoor plant has been au- 
dited, a spokesman for the Traffic 
Audit Bureau reported today, but 
by the end of next year it is ex- 
pected that 14 other states will be 
audited for at least 75% of their 

tal populations 

| The 14 states, ticked off by V. H. 
Pel: TAB managing director, are 
Alabama, Illinois, Indiana, Iowa, 
Kansas, Louisiana, Minnesota, 
Michigan, New Jersey, New York, 
North Dakota, Pennsylvania, West 
Virginia and Wisconsin 


—_>__ _—__—_ 


COVERAGE 


) COMPLETE POSTER 

4 Within 100 miles of 

’ Metropolitan New York 
in the 

POUGHKEEPSIE, WY. MARKET OF 88,656 
and 


HUDSON, WH. Y. MARKET OF 27,326 


¢ 
_ POUGHKEEPSIE ADV. CO. 
' HUDSON ADY. CO. 


Bor 744, Poughkeepsie, WY 


| 60,000,000 or more. Applications 


Mr. Pelz reported that of all 
audits made by the TAB to date, 
95% came in cities with popula- 
tions over 25,000. The unaudited 
part of the population is largely in 
small towns. “A drive is on to get 
these small towns audited in the 
next two years,” he said. Spear- 
heading the drive are the Outdoor 
Advertising Assn. of America, and 
the outdoor committee of the Assn. 
of National Advertisers and the 
Four A's. 

“Applications for audit,” Mr. 
Pelz continued, “have been re- 
ceived from plant operators in of 


U.S. covering a total population of 
MAMMOTH § SPECTACULAR—There are. 
from Canadian plant operators to| more than 1,200 feet of neon tubing in| 
date cover a total population a0 giant 40x48’ spectacular erected in | 


6,000,000." (A year ago these fig- St. Petersburg, Fla., for Doc Webb's famous | 


ia al Webb's City drug store. The building on| 
ee and 3,132,000, | which it rests was specially constructed to 


hold the spectacular. The spectacular was | 
? erected by the Post Sign Co., Knoxville. | 
® “Audited circulation figures will | 
be available for 60% of roughly 
100,000,000 population served by 
American plant operators, and for 
about 80% of 7,018,000 population 
served by Canadian plant oper- 
ators,” he said 

Mr. Pelz also reported an aver- 
age 18.8% increase in U.S. panels 
as between prewar and recently. 


| 

The painted display auditing | 
program, authorized last year by 
TAB directors (AA, Oct. 29, 1951), | 
has been something of a disap- | 
pointment, said Mr. Pelz, because | 
very little interest has been shown 
in the project by plant operators. | 
There won’t be much “paint” au- | 


. diting done, he believes, until ad- 

The breakdown: vertisers insist that the plants give 
Cities % Gain| them TAB audit figures. 

1,000,000 and over 10 TAB, a non-profit service or- 

500,000 up 20 ganization, is sponsored by the 

250,000 up 23 | ANA, Four A’s, OAAA and the 

100,000 up 21 | Poster Advertising Assn. of Cana- 

50,000 up 20 da. Its functions are to establish 

| standards for the measurement of 

the circulation of outdoor adver- 


| tising, and to apply these stand-| 
ards in the certification of circula- | 
tion values of outdoor ad plants. 
| 
Promotes R. V. Lawrence 

R. V. Lawrence, circulation 
manager of Jeweler’s Circular-| 
Keystone, a Chilton publication, 
has been appointed advertising 
representative in New York City, 
eastern Pennsylvania and Mary- 
land. He succeeds the late Howard 
H. Hetherington. Mr. Lawrence 
has been with the publication since 
1941. 
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’ MEATIEST 


REAR ILLUMINATION—In this display on North Michigan Ave., Chicago, the opened 
top of the can is a transparency made of Plexiglas (transparent plastic). The dog 
food is reproduced with transparent paint on the back of the Plexiglas. The en- 
tire can is a cutout extending out in front of the board. Neon illumination behind 
can creates an after-glow effect. Sign was built by General Outdoor Advertising Co. 


: ~ = NOORY 
live in Californ 


IT’S LUCKY when you 


ee Soe 


as 


er seep nen 


ADDS PLEXIGLAS—Neon Plexiglas letters approximately four feet high were re- 

cently added to this Lucky Lager bulletin on the East Shore Freeway at Emeryville, 

Cal. McCann-Erickson is the Lucky Lager agency. The sign was built by California 
Outdoor Advertising Co. 


THREE DIMENSIONS—A new process of drawing cold rolled steel was used in pro- 

ducing this 60”x24” well sign for Cream of Kentucky whisky. The heart and the 

bottle stand out about en inch from the remaining flat surface, and give a three- 
dimensional leok to the display. Produced by Stout Sign Co., St. Louis. 


PACIFIC OUTDOOR ) 


| 
| 
| 
| 
} 
| 
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COOL SMOKER—American Tobacco 24-sheet poster designed by Batten, Barton, 
Durstine & Osborn, appearing on a Pacific Outdoor location in the Los Angeles area. 


Pre-Fabs to Get Conditioners 
Gunnison Homes Inc., New Al- 


s Max well i 2. Anantic CY Xs yh 
et e ADVERTISING 


A 
WHAT'LL you HAVE? PHONE OR WRITE 


bany, Ind., housing subsidiary of 
|U. S. Steel, and Carrier Corp., 
Syracuse maker of air condition- 
jing units, have signed a contract 
under which Carrier will provide 
| cooling and heating units for Gun- 
| nison homes in the $7,000-$12,000 
| price bracket. The units will be 
— in all of Gunnison’s 1953 
| units. 


| Returns to MacDonald-Cook 


R. M. Kellogg Co., Three Rivers, 
Mich., plant nursery, has appointed 
MacDonald-Cook Co., South Bend, 
Ind., and Chicago, to handle its 
advertising. The agency formerly 
directed advertising for the com- 
pany. Previously the account was 
handled by Ruthrauff and Ryan. 
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| Two Join Bachmann Sales 

Fred F. Iredale Jr. and S. Robert 
McClay have been named sales as- 
sistants to Albert H. Redles, direc- 
tor of sales of Bachmann Bros. 
Inc., Philadelphia manufacturer of 
Solarex sun glasses and Plastic- 
ville toys. Mr. Iredale formerly 
was with Felt & Tarrant Mfg. Co. 
Mr. McClay had been with RCA 
Victor. Mr. Iredale will be respon- 
sible for merchandising. 


'Beemer to Kampmann Jr. 

Beemer Engineering Co., Phila- 
delphia manufacturers’ engineer- 
ing representative and distributor, 
has appointed Robert S. Kamp- 
mann Jr. Advertising, Philadel- 
phia, to handle its advertising, ef- 
fective Jan. 1 


Fc AnoRMA LEADS THE BATION 16 A TOMOGILE REGISTR ATION 


line is changed to fit the particular 


Bank of America industry represer ted. 


7 The bulletin proper measures 
Uses Bulletins 17x60’. The words “Bank of Amer- | 


é Sud NE oe tes : : 
The Beer that made Milwaukee Famous 


Di 03 yap 


sh 


world’s largest bank, the Bank of 
America, has started what may 
develop into the largest bulletin 
display on the Pacific Coast. 

Thirteen specially designed 
semi-spectaculars like the one in 
the accompanying photograph are 
already in use in San Francisco, 
San Jose, Oakland, Fresno, Long 
Beach and Los Angeles. Eventual- 
ly, the program is expected to ex- 
pand until bulletins are showing 
in every principal city in Califor- 
nia. 


@ The giant mural at the left of 
the bulletin is 23 feet high and is 
changed every four months. It de-| 
picts the various industries that! 
have contributed to the growth of 


NEW SLOGAN—These three posters, ali illustrated by Dick Boyer of Kling Studios, rs 
California, and the bottom copy 


7 7 ica” are cut-out block letters more | 
with Giant Murals than three feet high. They are set = 
San Francisco, Dec. 4—The! out from the face of the bulletin 


to give a three-dimensional effect. 
Each of the bulletins is provided 
with extra illumination to make 
the mural and the letters appear 
more striking. 

Charles R. Stuart Advertising 
handles the account. 


| Promotes Leonard Batterson 


Leonard A. Batterson, general 
sales manager for Von Hoffman 
Press Inc., St. Louis, has been pro- 
moted to v.p. and general sales 
manager. He has been with the 
company since 1939, when he be- 
gan as office boy. 


Woody Joins ‘Collier's’ 

Elizabeth Woody, formerly with 
Holiday, has joined Collier’s as 
consulting food editor. 


118-124 West Pearl St. 


OINT-OF-SALE 


ISPLAY-CO, 


Chicago, stress a new slogan for Schlitz beer—Best Schlitz in 103 Years.” 


M I LWA U K E E S On wy Move wh Metiheanst 


Virginia Operator 
Uses Radio Show to 
Promote Its Outdoor 


PETERSBURG, VA., Dec. 4—Peter- 
son Advertising Co. doesn’t depend 
entirely on its outdoor signs to 
promote the products advertised. 
It also sponsors a weekly one- 

| hour radio program, with the com- 
| mercials boosting the part that 
} outdoor advertising plays in the 
life of the community. 
| In addition, the program mer- 
chandises the various products 
that are advertised on Peterson’s 
outdoor facilities. Entitled 
“M-G-M Theatre of the Air,” it is 
aired from 8:30 to 9:30 p.m. every 
Saturday on Station WSSV. Movie 
| stars provide the entertainment 
content. 

The company reports that the 
show has high listenership rat- 
ings, and that, aside from its mer- 
chandising function, it does a good 
j public relations job for outdoor 

advertising. 
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Mactadden Realigns Top 
Editorial Supervision 
With the addition of Family Life, 
variety store-distributed magazine, 
] and Climax, a magazine for men, 
Macfadden Publications, New 
} 
? 


WEEKLY PAYROLL $77/,900,000- 
35% ABOVE NATIONAL AVERAGE! 


York,has announced a realignment 
of editoral supervision. 

Fred R. Sammis, editorial v.p., 
will supervise Family Life and the 
iy Women’s Group (True Story, Pho- 
- &§ toplay, True Romance, True Ex- 
perience, True Love Stories and 
Radio-TV Mirror). Ed Fitzgerald, 
who was formerly editor, has been 
named editorial director of Mac- 
oe fadden men’s magazines (True De- 
; } tective, Master Detective, Sport, 
= Saga and Climax). L 


i McGrew to Ketchum, MacLeod 
. Marion F. McGrew, formerly as- 
sociated with the printing manage- 
ment school, Carnegie Institute of 
Technology, and William G. John- 
ston Co., has been named a typog- 
rapher in the art department of 
Ketchum, MacLeod & Grove, Pitts- 
burgh. 


Remarkable things are happening in Milwaukee! Population has jumped to 864,000 
—an increase of 105,000 in ten years. That’s like adding an entire city the size of 
Peoria or Tacoma to the Milwaukee market. 


Income is double the 1940 figure—20% above the wartime peak—35% higher 
than the U. S. average. Retail sales exceed a billion dollars a year—department 
store gains top all U. S. cities. 


And because 83% of all its people are outdoors—on the “buyways”—-EVERY 
DAY—Milwaukee is a natural outdoor market! 


CREAM CITY OUTDOOR ADVERTISING COMPANY 


PAINTED BULLETINS + SPECTACULARS «+ STYLIZED WALLS «+ NEON AND PLASTIC DISPLAYS «+ 


4550 W. WISCONSIN AVENUE e MILWAUKEE, WISCONSIN 
Represented Nationally by Outdoor Advertising Inc. 


Meeker Appoints Goodell 

Byron Goodell, formerly on CBS 
Television, has joined the New 
York staff of Robert Meeker As- 
sociates, radio-TV station repre- 
sentative. 


POSTER PANELS «+ CUSTOM SIGNS 
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FILMS 


SHOW BUSINESS 


7pACE, 
PRODUCTIONS 


TELEVISION 


Lb 
1L: 


FOR INDUSTRY 


AND 


VE TO VOT 


E AGAIN IN ‘56. 


BEST ‘POLITICAL’ COPY?—Ever before the votes were tabulated, 
on Nov. 5, four painted bulletins tuned to the next election year, 


‘56, and safety went up on the plant of Smoot Advertising Co., 
Parkersburg, W. Va. 


Increases Rates 15% 

Jewelers’ Buyers Guide, a Sher- 
|ry publication, has increased its 
rates 15% to meet production, 
printing, paper and other costs. 


The raise was effective Nov. 15. A 
single b&w page goes from $325 to 
$375, and all other rates propor- 
tionately. The rates will begin with 
the 1954 edition, which is pub- 
lished in August, 1953. 
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OLID CINCI 


Tell the media director I don't care how 
important it is... we can't make it any bigger than this!” 


Circulation, City and Retail Trading Zone 


Now 


wean 43 44 4S 4 AP 
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139,456 


vost 
146,200 


TwmES- 
STAR 
945,943 


Source: A.B.C. Publishers’ Statements, March 31 of each year 


NNATI /:. 
READS THE 


As every media artist knows: More and 


more and more. . 


. Cincinnati is a morn- 


ing-newspaper town! Today, the Daily 
Enquirer has more circulation within the 
retail trading zone than the total circula- 
tion of any other Cincinnati daily. 


Represented by Moloney, Regan and Schmitt, Inc. 


Frozen Food Firm 
to Market Dinners 
in Single Servings 


PHILADELPHIA, Dec. 2—Frigidin- 
‘ner Inc., local frozen food dealer, 
is starting to market pre-cooked, 
| frozen dinners in individual serv- 
| ings, called platters. 
| Tentative plans call for the in- 
| troduction of each of 15 platters 
| separately with advertising in both 
| consumer and trade publications. 
No agency has been selected but 
the company has indicated that one 
may be appointed if the promotion 
is expanded beyond existing plans. 


|= Prior to this time, the company 
j}has been producing frozen food 
| platters for airlines and railroads 
| but this is its first bid for the re- 
tail market. 

The first dinner, a casserole of 
spaghetti, meat balls and sauce, 
was introduced in chain stores this 
month. The only advertising has 
been cooperative with the chain 
stores supplying the copy. A beef 
stew and a chicken pot pie will 
be introduced next. 

The platters retail for 39¢ to 
43¢ each. The 10-ounce spaghetti 
platter contains two meat balls, 
spaghetti and sauce for one in- 
dividual serving. 

Packaging features a four-colo: 
Kodachrome picture of the casse- 
role and the Frigidinner signature. 


Panagra and Evertast Run 
South American Promotion 


Pan American-Grace Airways 
(Panagra) and Everfast Fabrics 
Inc. are joining forces again for 
a national tie-in promotion around 
a South American theme. Major 
emphasis will be on store promo- 
tions and joint campaigns by travel 
agents and retailers. Everfast will 
feature a new line of Panagra cot- 
tons. 

More than 200 stores and 300 
travel agents are expected to par- 
ticipate. The drive includes a six- 
page ad section in the December 
Vogue, which will also carry a 
picture story on South American 
fashions. Kelly, Nason Inc., Pan- 
agra’s agency, is handling the pro- 
motion. 


Calvert Plans Verse Ads 


Calvert Reserve whisky news- 
paper advertising for December 
will feature copy in verse. A typi- 
cal market will receive advertising 
almost every shopping day before 
Christmas. Gift suggestions will 
be used in 200-line ads which will 
also remind readers of the number 
of shopping days remaining before 
Christmas. A week before Christ- 
mas 750-line and 1,000-line ads 
will tell readers the easy way to 
do last-minute Christmas shop- 
ping is to give Calvert. Several 
hundred newspapers will be used. 
Lennen & Newell is the agency 
for Calvert Reserve. 


Appoints Harold C. Grabfelder 


Harold C. Grabfelder, formerly 
advertising manager for L. A. 
Goodman Mfg. Co., Chicago, has 
been appointed advertising mana- 
ger of National Litho Forms Co., 
| Cleveland. 
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STANDS OUT—Stout Sign Co., St. Louis,” 
produced this 22x48” cold rolled steel 
wall sign for Seven Up. The bottle, emerg- 
ing more than an inch from the back- 
ground, creates a three-dimension feeling. 


Coming 
Conventions 


Dec. 7-11. Outdoor Advertising Assn 
of America, 55th annual convention, Con- 
rad Hilton Hotel, Chicago. 

Dec. 12-18. National Assn. of Display 
Industries, semi-annual convention, Hotel 
New Yorker, New York. 

Dec. 27-29. American Marketing Assn., 
winter conference, Palmer House, Chi- 
cago. 

Jan. 22-24, 1953. Assn. of Railroad Ad- 
vertising Managers, The Greenbrier. 
White Sulphur Springs, W. Va. 

Jan. 23-25, 1953. Advertising Assn. of 
the West, midwinter conference, Fresno, 
Cal. 

Jan. 26-28, 1953. Newspaper Advertis- 
ing Executives Assn., annual meeting, 
Edgewater Beach Hotel, Chicago 


Feb. 5, 1953. Associated Business Pub- 
lications, annual midwest clinics, Drake 
Hotel, Chicage. 


Feb. 9-11, 1953. American Management 
Assn., marketing conference, Hotel Stat- 
ler, New York. 

Feb. 25, 1953. Associated Business Pub- 
lications, annual eastern clinics, Roosevelt 
Hotel, New York. 

March 31-April 2, 1953. Point of Pur- 
chase Advertising Institute, annual meet- 
ing and exhibit, Palmer House, Chicago. 

April 20-23, 1953. American Manage- 
ment Assn., packaging conference and 
exposition, Navy Pier, Chicago. 

April 30-May 3, 1953. Associated Busi- 
ness Publications, annual spring confer- 
ence, Hot Springs, Va. 

June 21-25, 1953. Advertising Assn 
of the West, Golden Anniversary meeting. 
Details to be announced later. 

June 22-24, 1953. Newspaper Advertising 
Executives Assn., summer meeting, Som- 
erset Hotel, Boston. 

June 22-25, 1953. National Industrial 
Advertisers Assn., annual conference, Ho- 
tel William Penn, Pittsburgh, Pa. 


N. W. Ayer Boosts 1, Adds 4 


Mrs. Marguerite Frankel, since 
1944 a member of the public re- 
lations department of N. W. Ayer 
& Son, Philadelphia, has been pro- 
moted to associate director. Mrs. 
Jo Parrish Bacon, previously with 
Amos Parrish & Co., New York, 
has joined the Ayer p.r. depart- 
ment in New York. William Croas- 
dale, formerly a time buyer for 
National Export Advertising Serv- 
ice, New York, has become a mem- 
ber of the New York radio-tele- 
vision department. Lawrence 
Swett, who has been with Young 
& Rubicam, also has joined the 
radio-TV department. Duane B. 
Roach has returned to the Ayer 
production department in Phila- 
delphia after more than a year in 
the Army. 


Promotes Jack H. Gill 

Jack H. Gill, engine sales con- 
sultant in the general sales depart- 
ment, has been promoted to as- 
sistant manager of the industrial 
division in the general sales de- 
partment of Caterpillar Tractor 
Co., Peoria, Il. , 
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|Joins Ray-Hirsch Co. 


Ralph Nardella, formerly sales | 
director of the Foreign Language 
Quality Radio Network, New York, | 
has been named v.p. in charge of | 
new business for Ray-Hirsch Co.,| 
New York agency. 


Names Frederick Buchanan 


Frederick S. Buchanan, formerly 
managing director of Market Facts | 
Inc., Chicago research consultant, | 
has joined the Chicago client serv- | 
ice office of Market Research Corp. 
of America. 


— 
= MARCAL 


TISSUE 


eR © rect 
Trssue 


KITTEN AT WORK—Black lighting provides animation for this Marcal tissue bulletin, 

on the plant of Federal Advertising Corp., Paterson, N. J., by making the kitten 

seem to jump forward to pull the tissue. Calkins & Holden, Carlock, McClinton & 
Smith is the agency. 


Promotes Arthur Coley 


Arthur H. Coley, with Conde 
Nast Publications for 17 years, 
has been named western advertis- 
ing directcr of Vogue. 


JUST ASK FOR MARIE: 


— WAbash  2-8655 a 
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Datario leads 


the 


If you se// in Canada, take a tip from the 
world’s businessmen who are investing in 
Canada. Take a moment to consider 
this: In the last 10 years, Ontario has 
expanded her manufacturing industries at 

a greater rate than even the U.S.A. 
faster in fact, than any other area in the 
world! Nearly 40° of all the capital 
investments in Canada are going into 
this one “workshop” province. 


Is your advertising going into Onrario 

on a commensurate scale? Take a look 
at your schedules . 
The Star Weekly is there! For the 
biggest part of The Star Weekly’s huge 
circulation .. . 57.80%... 1s in this 
biggest-by-far Canadian market. No 
other publication gives you such complete 
Ontario coverage. And no other publication 
offers this circulation leadership in 
Onrario, plus balanced all-Canada 
coverage, at lowest cost. What's true in 
Ontario's rich market centres is truc 
everywhere in English-speaking Canada: 
Wherever population and sales 

are heaviest, you find the heaviest 
concentration of Star Weckly circulation. 


In Canada 


Published at 80 King Street West, Toronto, Canada. 


world! 


. . and make sure 


Montreal Office: University Tower U.S. Representatives: Ward-Griffith Co. Inc. 


covers every centre 
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Cinema Research to Burtt 

Cinema Research Corp., Holly- 
wood, has appointed the George 
Burtt office, Hollywood, to handle 
sales promotion 


Keystone’s College 


Network Organized 


Cuicaco, Dec. 2—Keystone 
Broadcasting System has formed a 
college network division, using 236 
of its €20 affiliated stations. The 
236 are in 236 college towns in 42 
states. 

The network is offered to adver- 
tisers, at no extra charge, as “the 
only package available as a group 
buy to reach an overwhelming 
number of students” to which the 
stations direct special program- 
ming. Three hundred colleges lo- 
cated in the 236 markets have a 
total of 366,890 students. 

Keystone merchandising services 
in these markets “have been ex- 
tended to each campus.” Keystone 
programs are all transcriptions. 


FLORIDA 


Martin Stone Joins Dorrance 


| COVERED ONLY BY 
ORLANDO SENTINEL 


iq Martin M. Stone, formerly pro- 


motion director of Living for 
Young Homemakers, has joined 
the copy staff of Dorrance & Co., 
New York 


MORNING EVENING SUNDAY 
ae FLORIDA 


Wat Rep. BURKE, KUIPERS G MAHONEY 


| 
HOUSE AND ALL—Mautner Advertising Co., Milwaukee, designed 


right into the sign 
| this unusual display for Butter Hardware Co., Milwaukee. Built 
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REE MEE TG 


is the actual miniature model home. Cream 


City Outdoor Advertising Co. constructed the unit. 


| Issues Wisconsin Directory 
The Wisconsin Manufacturers 
Assn., Madison, is distributing the 
1952-53 edition of its classified di- | 
rectory, “Wisconsin Manufact-| ew . - 
urers.” The 954-page volume lists | Circulation by April 
more than 4,500 companies in Wis- 
consin. Non-members may obtain 
copies from the association, at One 

S. Pickney St., for $12.50. 


“Western Family’ to 
Hit Million Mark in 


Los ANGELES, Dec. 2—Western 
Family’s circulation will go over 
the million mark, effective with its 
April 2, 1953, issue. 


a 
ee 1 al 


, vA 
4 

Say it with 

Flowers-By-Wi re | 


{nd the one remembrance that, 1 find, enjoys 


ae “1 cet around a lot, you know, during the Christmas Season. 


At that time 50,000 copies will 
be distributed through the 340 
member stores of Associated Gro- 
cers of Colorado Inc., Denver, and 
another 50,000 copies will be add- 
ed to meet the demand in West 
Coast areas where the magazine is 
presently being distributed. 

This 11.1% increase follows close 
upon an increase from 800,000 to 
900,000, which will go into effect 
Jan. 4, 1953. 

The adding of Associated Gro- 
cers of Colorado represents the 
first distribution east of the Con- 
tinental Divide for Western Fami- 
ly 


Associated Grocers was incor- 
porated Feb. 26, 1935, with nine 
stores in the original group. Mem- 
bership today is 340, and an addi- 
tional 35 supermarkets are ex- 
| pected to join in 1953. 


@ The grocer group has 319 of its 
present members located in 42 of 
Colorado’s 63 counties and 21 in 
western Nebraska and northern 
Wyoming. Their 1953 wholesale 
volume is expected to reach $35,- 
000,000. 
Western Family will continue to 

publish four editions—Southwest, 
| Northern California, Northwest 
j}and Mountain—and will continue 
| to offer its “split run,” which per- 

mits advertisers to test their copy 

in any combination of the publi- 
| cation’s four editions. 
| Concurrent with the expansion 
| of the 157 stores of U. R. M. Stores 
Inc., Spokane, that group will 
transfer from the Mountain to the 
| Northwest edition. 


_ Appoints Gordon R. Weaver 


Gordon R. Weaver has been ap- 
| pointed manager of market re- 
search for the newly formed Clev- 
lite Corp., Cleveland. Mr. Weaver 


Appoints A. F. Watkins 

A. F. Watkins Jr. has been ap- 
pointed sales representative in New 
York for Farm & Ranch—Southern 
Agriculturist, to succeed the late 
Horace Porter. Mr. Watkins has 
worked on the advertising sales 
staffs of the New York World- 
Telegram & Sun and Baby Talk. 


Can a publication create 
a buying climate? 


Yes, if it picks the right buying audience 
and publishes nothing but buying news 


and information! 


Of all the interesting material a pape 
may publish: methods, personalities, 
market prices, inspiration, product 
descriptions; only product information 
focusses attention on purchasing. 
Industrial Equipment News is as func- 
tional as a steel girder. And its sole 
function is better buymanship. 


Every line of editorial, every line of ad-@ 


vertising in IEN, is good for selling 
because published and read exclusively 
for buying. 

The buying atmosphere which IEN cre- 
ates in the readers’ thought prompts two 
kinds of buying action: 


1. The Product Finding Index on the front } 
cover takes the buyer at once to the prod- & 


ucts he knows he needs. 
2. 1,100 plus product descriptions suggest 
many other products... some brand new 
... which he recognizes the need of when 
he sees them. 
The right buying audience too! 


Through IEN you reach the RIGHT PEOPLE | 


.+. qualified specifiers and buyers. 


universal acceptance and appreciation is flowers.” 


Thousands of businessmen agree with Santa. You just can’t find 


a nicer way to extend Christmas wishes than with Flowers-By-Wire. 


And Flowers-By-Wire enable you to flash your greetings 

all around the world in a matter of hours. 18,000 members 

of F.T.D. and INreRFLORA are ready to deliver fresh flowers... 
potted greenery ... 


or blooming plants . . . together 


with whatever message you want to include. 


Look for the Famous F.T.D. Mercury 
Eaten. It identifies the 


shops that guarantee delivery. 


THERE’S A PLACE FOR A PLANT 


IN EVERY MAN’S OFFICE! 


Florists’ Telegraph Delivery Association 


Headquarters: Detroit, Michigan 


| formerly was assistant manager of 
| market research for American 
Brass Co., Waterbury, Conn. Clev- 
ite Corp. was formed Nov. 20 as 
the parent company for five oper- 
j}ating units: Cleveland Graphite 
Bronze Co.; Clevite Ltd. (Canada); 
Brush Development Co.; Clevite 
Service Inc., and Harris Products 
Co. Edward Howard & Co., Cleve- 
land, is the agency. 


Appoints Palm & Patterson 
Fixible Co., Loudonville, 
manufacturer of bus, 
and funeral cars, has appointed 
Palm & Patterson, Cleveland, to 
direct its advertising, effective Jan. 
1. An intensive campaign in Amer- 
ican and Canadian publications is 
planned, as well as direct mail and 
catalogs. Previously the account 
was handled by Coleman Todd & 
Associates, Mansfield, O. 


FC&B Appoints Gardner A. E. 


MacAlan Gardner, formerly an 
account executive for Buchanan 
& Co., San Francisco, has joined 
the San Francisco office of Foote, 


O., 
ambulance 


| Cone & Belding as an account ex-| 


ecutive. | 


In the RIGHT PLANTS. . . largest and fastest 
growing plants in all industries. 

At the RIGHT TIME... when buyers and spe- 
|cifiers are checking INDUSTRIAL 
EQUIPMENT NEWS for industrial 
equipment news. 

At the RIGHT COST. . . $150 to $160 a month 
for nation-wide, all-industry standard 
space unit saturation. 


Th : “n 
461 Eighth Avenue, New York 1, N. Y 
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Portable Electric Tools Found That 
Consumer Ads Pay Off; Boosts Budget 


Cuicaco, Dec. 2—Portable Elec- 
tric Tools Inc., which first started 
national consumer media advertis- 
ing last June, currently is winding 
up a Christmas campaign and is 
planning an expanded program 
for 1953. 

That next year’s budget will not 
be inconsiderable is indicated by 
the size of this year’s expenditures 

“well over $100,000,” according 
to George Weatherby, industrial 
and trade sales manager for Port- 
able. 

The Christmas ad drive, fea- 
turing three different types of 
portable drills, a portable saw and 
a 35-piece attachment set, is be- 
ing sparked by a $50,000 budget. 
Agency is Erwin, Wasey & Co., 
Chicago. ‘ 


® The tools featured in the ads 
are packaged in special Christmas 
boxes with transparent covers, the 
first time such special packaging 
has occurred in this field, accord- 
ing to Mr. Weatherby. 

Other indications of the com- 
pany’s future course of action in 
advertising is evidenced by its 
rather phenomonal growth. Start- 
ing six years ago with a capital of 
some $25,000, the company has 
since moved twice into larger es- 
tablishments and its total gross 


sales last year were some $10,- 
000,000. 
Mr. Weatherby estimates that 


total gross sales this year will be 
$14,000,000, a sharp hike from the 
$267,000 gross garnered by the 
company in its second year of op- 
eration. It now ranks among the 
top four in a field of 22. 


e Mr. Weatherby cites advertis- 
ing as being one of the major fac- | 
tors behind the company’s rapid | 
expansion. However, he also gives | 
full credit to the advertising of | 
large paint companies and others | 
in selling the public on “do it 
yourself.” 

In keeping. with this latter trend, 
all of the company’s products in| 
its home workshop tools division 
are designed for use in homes and 
by home owners. | 

Trade name of the products —t 
“Pet Power Tools.” Pet comes 
from the first letters of the com- 
pany’s official name and the word 
power was inserted last summer 
when the company switched its 
agency from Advertising Corp., 
Chicago, to Erwin, Wasey. 


8 Portable’s first use of national 
media was timed with Father’s 
Day last June. Small ads were run 
in Life, Parade, This Week Maga- 
zine and The Saturday Evening 
Post. Despite the smallness of the 
program, results were very en- 
couraging, Mr. Weatherby says. 

The Christmas drive kicked off | 
with color spreads in the Sep- 
tember issues of American Lum- 
berman, Hardware Age and Hard- 
ware Retailer. This was followed 
with b&w pages to run in subse-| 
quent issues of the same maga-}| 
zines through December. 

Quarter pages were run in the 
Oct. 4 and Nov. 1 issues of Sat- 
urday Evening Post and a half- 
page in the Nov. 29 edition. 

The ads also ran in Family Her- | 
ald & Weekly Star, Toronto, and| 
Hardware and Metal, also a Ca-| 
nadian publication. | 


® Other than its trade advertising, 
Portable has used Popular Me-| 
chanics and Popular Science al-| 
most exclusively. It continues to 
use these two publications. 

Along with its ad drive, the com- 
pany has promoted a special re- 
tail display unit featuring the five) 
home-use products grouped against | 
three cardboard Christmas trees 
which are decorated with lights! 
and a blinker. A major expendi- | 
ture was made on a full-color fold- 


er mailed to some 52,000 hard-,| 
ware retail outlets and 550 whole-| 
sale outlets in the country. 

As things stand now, the com- 
pany is well satisfied with its con-| 
sumer advertising, and Mr. 
Weatherby said a “definite expan- 
sion” in this field will occur next 
year. 


Appoints Moser & Cotins 
Brunner Mfg. Co., Utica maker 
of refrigeration condensing units, 
air conditioners and LP gas trans- 
fer units, has switched its account 
from Comstock & Co., Buffalo, to 
Moser & Cotins, Utica. Trade and 
consumer publications will be 


ROTATING LOAF—The mammoth loaf of bread in this unusual spectacular weighs 

2,800 Ibs and measures 24° in length by 7’ 4” in width and is 9 high. The over-all 

length of the structure, which is located on top of the Meads Fine Bread Co. bakery 
in Lubbock, Tex., is 65°. The loaf of bread is rotated by a one-horsepower motor. 


Appoints Posner-Zabin 

Merit Container Corp., New 
York, has appointed Posner-Zabin 
Advertising to handle its account. 


VARiGRAPH 
LETTERING INSTRUMENT 


Now anyone con do perfect hand-lettering to fit 
any job. Varigraph letters more than 500 sizes 
and shapes from each of 113 type style templets. 
Write today. No obligation. Dept. 85 


More 


DES MOINES RADIO 


Than ever before — Initially and Additionally 


Advertisers Are Using 


Here's A Whole Batch of Testimonials: 


ACTUALLY... 


33 1/3% more local advertising has been placed on KRNT in the last 


5 years. Over 36% of these advertisers have DOU- 
BLED their investments with KRNT since starting. 


audience day and night. 


Buy That Very Highly Hooperated, Sales Results Premeditated, 


WHAT'S MORE... 


47% more national advertising has been placed on 
KRNT in the past 5 years. Over 11% of these adver- 
tisers have DOUBLED their investments with KRNT 


since starting. 


PROOF POSITIVE... 


That KRNT Rings More Cash Registers! 
KATZ represents the station with the big 


CBS Affiliated Station in Des Moines! 
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Wer a mass product, you buy mass markets. 
Mid-America is one — a mass market, dominated by 
farmers. You can't sell Mid-America without farm 
families, nor the magazine that concentrates on 
them alone! 


armer 


Canada’s ARF 
Completes Big 
Magazine Study — 


Four Weekend Papers 
and 11 Magazines Are 
Covered in New Report 


ToRONTO, Dec. 2—The Cana-| 
dian Advertising Research Foun- 
dation has completed an audience 
study of 11 Canadian magazines 
and four weekend publications. 

A similar study was made in 
| 1949 by the foundation in coopera- 
ltion with the United States Ad- 
vertising Research Foundation 
| (AA, Oct. 31, ’49) but it was felt 
by advertisers, publishers and 
| agencies that the prior study was 
outdated. Also, the 1949 study 
| covered only the 11 magazines. The 
|foundation is sponsored by the 
| Assn. of Canadian Advertisers and 
the Canadian Assn. of Advertising | 
Agencies. 

The new study is broader in| 
scope than the earlier one, and| 
|represents a pioneer effort by the 
| Canadian group, which worked} 
without the cooperation of the 
American group. 


® The main findings of the study 
on readership are presented in the 
accompanying graphs. 

Publications covered by the 
study are: 

Magazines: Canadian Homes & 
Gardens, Maclean’s, New Liberty, 
Reader’s Digest and Time (Eng- 
lish-language general magazines) ; 
Canadian Home Journal and Cha-| 
|telaine (English women’s maga- 
zines); La Revue Moderne, La| 
Revue Populaire, Le Samedi and| 
Selection du Reader’s Digest 
(French magazines) 

Weekend publications: The Star 
Weekly and Weekend Picture 
Magazine (English); La Patrie 
and La Presse (French). 

Canadian Homes & Gardens, 
which was not in the 1949 study, 
replaces National Home Monthly, 
which has been dropped this time. 
| The total projected audience 
|}was reached by multiplying the} 
Canadian circulation by the total 
number of readers per copy, which 
was determined by the interviews. 
Canadian circulation figures are 
| ABC total net paid circulation 
based on the June 30, 1952, pub- 
lisher’s statement, less estimated 
| average circulation for six months | 
outside Canada and in Newfound-| 
land outside St. John’s. ABC fig- 
ures are placed beneath the name 


ot cach sangpeian i Ee guages. When your product costs important money, | 
® The findings for the — = you want the people who have money. Farm ' 
based on 7,277 interviews for all | eas 
the English publications, both | families are near the top. And tops among them are 
magazines and weekend papers, | the readers of Capper’s Farmer. They are the most 

; . y 
and 2,213 interviews for all the| prosperous farm families in Mid-America, itself the | 


French publications. A base of 
8,455 interviews was used for both 
studies. 

All figures are based on the 1951 


Dominion Census figures of 9,- Bu 
556,000 total population, 15 years aaa 
and over, in Canada (excluding the 
Yukon, Northwest territories and 
Newfoundland except St. John’s). 
This 9,556,000 consists of 6,929,- 
000 English-speaking persons, 
1,248,000 French-speaking and 
1,379,000 bilinguals. 


richest farm market on earth! 


The total potential audience of 
ymer 


any English publication is, there- 
fore, 8,308,000, consisting of 6,- 
929,000 who speak English and 
1,379,000 bilinguals. The total po- 
tential audience of any French 
publication is 2,627,000, consist- 
ing of 1,248,000 who speak French 
and the 1,379,000 bilinguals. 


® Some salient points about these 
publications in combination found 
through the study: 

For the 11 magazines in com- 


splat hoe: - Canglek SC eee ie ee oe! 
iter aed ea Bice peel orc eA = : es Broke ss 2 daee oe ae eee a ig Sete 
BW ahaa nee 4M rs | aC) ee — 4... ee 
Seek iaey BRAT. po gc coe : ‘ : ‘ae ; : aes ts =e ; eS, BS ; i ks afi 8 A ne : : ee) ee 
— Pata 
ea y Sad 
aA 74 Advertising Age, December 8, 1952 
‘ < 4 f ' : 
rey , Coty : TT ae ae } ; 
; re! ae : 2 Ly 7 sap ayy px <LpaegN ia Nore Ag t's ee sae Wee 
; Seta ‘S i =7 Soe AE Se Ct ate: ee oe : 
eS et ’ aa m : i Fas Bite taney 7 ; oe Be nie Se ee a, bi 
Ne er ee i RAR 2k OMIA tg eres Es ae > 
1 Nae gy cS ? eee. ge He ee See ee xs OES alee a ae | 
: < eae 4 oat . BRL he BP meee eee er eg | Oe 
ff ; f gna Saget Ree : " oS it eee 
; nt gh oF cf ee) Se: be f fs “i i ahammar | 
ye Reet aa a ae a Bs ance pe: Os, Peed LiphtePaeer: eo: Ve ‘ee Seda, ae 
ea y = T : | 
"y Ty e ne - \s he ‘ Vagal ey ite see See oes » eet BES, 
is Si fe ie, fire ete. one Me a aaa > ane tee) . ee hee 2 aa et # ie ae 
: a 4 = ae ' d 
“ : Mi : ; a ig : “4 - if 
N hate 9 : i - Se i 
re ied ‘ ; A, 
is ‘Sribek F} es, 1 
; Ee ne ; =. t : : 
2 8 . ’ ¢ a ig : oh 
FA Ee nk Pre on Ro ee ie a a. - 
f > ey eee eS. OOOO Ces F j , a ee = > 3 aaa a 3 
; See es oo Ab. oe eee: ore ‘ 
ee = Coe AL. a *, ee ee # US Bee cage a, | aa a: -: 
re WAS fee $ ‘a a etry ear i r 
ve \ 2a Be \eed ’ . Sasi ok m2 
Tey +, as me : eee a ae ; 
y woo +. cal yr 
ae es a * eee ** é. ————_——S— - = ry = 
on & a a et ti 
ee Oe ae a ae oe aes Sm iy Jit ahh} onesee ed! sean 
. Fas esq £ || | ase cs | Sema i a St })) |Sooweme |e 
“ae F Se. * ee : rat <= T ch. oe sna h th ae 
cee a t at ry - - (iad aa = =_—_— H a eon if 4 = po Thy 
: . = 4 ree rahi i" 
ee ie as : on oie Soe PT tee — JL Lom =) 
\ an ie ‘oe® i ra | | | — |r Hy eee!) Sees one oe —_— ; 
Ss ; > on . 4 | . =r ttt prt 
a : ee eee : lt Oo (|| CIrirititritot i 
“a ' ie ee ee. Ces : i « nail jana ae, 
a 3 Se “a ° — f = 
i j ie » ~~ De iS el, he j 
“oa mee 410 ustowNSo! \ | Jae eo ae re 
ag (fat nn Ss i) ‘iS me, ae i ee 
ay Re: \ EA" gst Oe gst Re le et ie es A S| 
ty eS 4 “4 Nee oe? oo* . oon ff oan = oe os eae & oy q a re ae. pide ~ a me, j } 
/ . xe a mT M0 99,00 ent eens a Se) See ee i 
i Paks > hy a * es Conn? Cee”? tack a — e Wane ose “ued SRS ake RRB cB ree |< Lee ‘ 
— ee .\ © eet tems as ahaa tg ab, es (ea ee e 3 
awe: j ay 5 “* ¢ ‘s 3° -* A een.cn . ari * . “ie Pe a Feed i > j 
~ eg eee ee ook eae i Oe 
¢ fo YOR oe 
4 Po gs are ” rr } 
Meee oS : 
Cc ; 7 
rear ex : : . ‘ : ‘ ‘ 
i eee: = : ee. Set ee a : | 
| vat 3 tt See oof See f i 
so ee Rae ‘ ae os a aa ie ay H 
Ne age j : : ? ; : eee Ae ey te } 
ya ip. ae : an: : oF eas Z ‘ ES ee Sas poe 1) clei omens a ’ | 
" : ep ‘ é et f ; x 
3 a . 
a ; 
7 % ‘ 
ee SY 
.' i, / 
a4 aC 
| | 
‘ e prs ee ers + 
7 ,  . - 4 = (al om 
X i a& a af aia 7 i 
BN 7 ; ' : i 
Me f aan: 5 * : i . 4 as aa | oe ; 
t e - - aie : *& ae a. ot ies ok 7 ent a <b Tae fa Ee i 
y, mM ee eh ae —s a ak ee * 
Oe ag i # : 2 ¢ Paes oe Ree aed axe j 4 
: hee c= . ’ Fy os Be te Bee ea rae ' 
x Pett F == | 1 a . = | a ee Ce 
“ : > os 7 fe. Cet Sy Lie Bee ee Peas 4 
Ey ied iy 7 ge «See Pen) ig 7 x 
3 she La _ ; if e - Ss a ; | 
ri r] ; . E ’ 
a \ ; 


eee 


Advertising Age, December 8, 1 


952 


; 


1 TOTAL PROJECTED AUDIENCE 


MODERNE POPULAIRE 


2 MEN 
3 WOMEN 
, 4URBAN 
: : 5 RURAL WON FARMER 
i 1 6 FARM 
“2 ‘ 
- b =. 2 
il fs ; i 
: g A , 
2 : 3 5 
Ps ns [ & : 
= F < 
F J ll |lA |: 
if 2 IIE 
: 2 a j ) 
fs : 
oe és is mi: E 
ll : | 
iiijtials i2isia tizisialsie sjzis AAS ia tjiisie A 
7 ere ae onze 143.202 res wus ©. ot 
CANAAN BONES wactgurs NEW LIBERTY READER'S DIGEST mime CANADIAN HOME CHATELAINE LA REVUE La REVUE LE SAMED wer nny 


& GARDENS 


THE 11 MAGAZINES—The above graph shows some of the fig- 
Advertising Research Foundation 
ABC total net circulation 


tained in the Canadi 
of 11 


ures 
study of the audi 


bination: 

1. They reach 49% of all Ca- 
nadians, 15 years old and older. 
In 1949, the 11 magazines reached 
46% of Canada’s population. 

2. About 45% of the men in 
Canada are reached and 52% of 
the women. In 1949, 42% of the 
men and 49% of the women were 
reached. 

3. The magazines are read by 
52% of those in the 15-29 age 


JOURNAL 


ence is derived by 


bracket (49% in 1949), 52% of 


those 30-44 years old (47% in) 
1949) and 44% of those over 45 


(42% in 1949). 


| 4. They reach the greatest num- | 


ber of people in heavily populated 
communities, 56% of those in com- 
munities 100,000 and over in size, 
53% in communities 1,000-100,000 
|in size and 37% of the population 
in towns 1,000 or under and in 
rural areas. 
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WEEKEND PUBLICATIONS—The above graph shows some of the figures contained in 

the Canadian Advertising Research Foundation study of four weekend publications. 

ABC total net circulation is placed above each paper's title. Total projected 

audience is derived by multiplying average reader per copy and the Canadian 
circulation, which in all cases is less than the ABC figure. 


AMERICA’S 
FIRST 
ENGRAVER 


DAY-NIGHT 


— 


REVERE PHOTO ENGRAVING CO. 
712 FEDERAL STREET, CHICAGO 5, ILL. WA 2-8816-7-8 


is placed above each magazine's title. Total projected audi- 


multiplying average reader per copy and 


Canadien circulation, which in all cases is less than ABC. 


| The same relationship prevailed 
in the 1949 study. In 100,000 and 
over communities, 55% of the 
| people were reached; 1,000-100,000, 
38%, and under 1,000 and rural 
|areas, 33%. 


s 5. The publications reach 73% of 
the well-to-do; 64% of the upper 
middle class; 49% of the lower 
middle class, and 29% of the poor. 
In 1949, these percentages were: 
| Well-to-do, 67%; upper middle 
|class, 58%; lower middle class, 
144%, and poor, 27%. | 
| Of those surveyed, 47% own 
| their homes; 56% have telephones; 
|51% have electricity in their 
| homes; 56% have gas; 57% have 
mechanical refrigeration; 56% 
|have a gas stove; 57% have an 
electric stove, and 52% have cars. 
|In 1949, 92% had electricity; 67% 
| telephones; 50% automobiles, and | 
42% mechanical refrigerators. 
= For the four weekend publica- 
tions in combination: 

1. They reach 55% of the popu- | 
lation, 15 years old and older. 

. 2. They are read by 57% of 
the men and 53% of the women. 

3. Age brackets: 62% of people 
15 to 29 years old are reached; | 
58% of the people 30-44 years, and | 
pot ® of the population 45 years| 
and older. 

4. In places with a population 
over 100,000, 64% of people are 
reached; in towns of 1,000-100,000, 
59%, and in areas 1,000 and under 
in population, 42% 

5. Of the well-to-do, 48% read 
these publications; of the upper 
|middle class, 51% are readers; of 
|the lower middle class, 60%, and 
|of the poor, 46%. 

Of those surveyed, 51% are 
home owners; 61% have tele- 
phones; 57% have electricity in 
their homes; 66% have gas; 61% 
have mechanical refrigeration; 
66% have a gas stove; 59% have 
an electric stove, and 56% own 
|a car, 

The report gives breakdowns in 
each of these categories—age 
groups, possessions, professions, 
economic groups, etc.—for each of 
the magazines. It also covers oc- 
cupations of readers. 

The interviews for the study 


July, 1952. 


Two Join Katz Agency 
Charles T. Meehan and Adrian 
C. Mayer have joined the Katz 
Agency, New York, newspaper 
representative. Mr. Meehan, for- 
|merly with Sawyer-Ferguson- 
| Walker Co., has joined the sales 
department; Mr. Mayer, last with 
Harry B. Cohen Advertising, joins 
the research and promotion de- 
partment. 


were made during May, June and 


Wien a product for farmers, you want on-the- 
farm circulation. Not would-be farmers, or half-acre 
farmers, but those with fields to work... stock to 
raise ... buildings to maintain. Capper’s Farmer 


circulates 90% right on the farm! 
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Food Fair Stores to Expand 
Food Fair Stores Inc., New York, 
has earmarked more than $18,000,- 
000 for expansion of its Atlantic 
tates food chain before the close 


SIMPSON-REILLY, LTD. 
Publishers Representatives 


since e206 


LOS ANGELES HALLIBURTON BLDG. 
SAN PRANCISCO CENTRAL TOWER 


addition of 28 supermarkets, 
cated in the six states from New 
York to Florida in which the com- 
pany operates. With the additions 
more than 180 units will be in the 
chain. Warehouse and trucking fa- 
cilities to service the enlarged 
chain also will be expanded. 


‘Tooling & Production’ Alters 

Tooling & Production, Huebner 
Publications, Cleveland, will have 
a new size and format with its 
January issue. Size change is from 
6%x834"” to the standard 7x10” 
page size. 


| of 1953. The program involves the; Appoints Wilbur G. Small 


lo- | 


Wilbur G. Small, publicity and 
display man and formerly a radio 
program director, has been ap- 
pointed manager of exhibits of 
Raytheon Mfg. Co., Waltham, 
Mass., manufacturer of commer- 


| cial, electrical and electronic prod- 


ucts. 


Pendergrast Leaves McCarty 
_Robert W. Pendergrast has re- 
signed from the San Francisco of- 
fice of McCarty Co. where he was 
an account executive and copy- 
writer. His future plans have not 
been announced. 


a? 
“ © 


Here’s proof that The Chronicle is the one paper that can do 
the job for you in Houston. 


During the first 9 months of 1952, 


724* EXCLUSIVE NATIONAL ADVERTISERS 
ran 909,515* lines in The Chronicle. 


This is 57% more exclusive business than carried by both 
other Houston newspapers combined. 


*General and Automotive linage, MEDIA RECORDS. 


And there’s 
a big differ- 
ence between 
the average good 
newspaper and 
the Champion 
Chronicle. 


JESSE H. JONES, Publisher 


JOHN T. JONES Jr., President 


For additional facts about the No. 1 
paper in the South's No. 1 market, contact 
your nearest Branham Company Office. 


R. W. McCARTHY, Advertising Director 


M. J. GIBBONS, National Advertising Manager | 


{years should bring a 


HOW MANY GIRLS?—You're wrong—there are 11 girls in the picture. The 11th is 
standing just to the right of the left eye of the fish in the spectacular, to provide an 


idea of its size. The gals are Dorothy Dorben dancers, surrounding A. “Bimbo™ 


Guintoli, owner of San Francisco’s 365 Club. The spectacular was built by Foster 
& Kleiser. 


CED Book Derides 
Cyclical Theory of 
Building Industry 


New York, Dec. 2—The Commit- 
tee for Economic Development yes- 
terday released a comiprehensive 
study of the construction industry, 
challenging theories that the in- 
dustry inevitably is subject 
wild periods of boom and bust. 

The study, “Stabilizing Construc- | 

tion: the Record and Potential,” 
is presented in book form pub- 
| lished by McGraw-Hill Book Co. 
Its authors are Miles Colean, for- 
mer assistant federal housing ad- 
|ministrator, and Robinson New- 
comb, of the Office of Defense Mo- 
bilization staff. 

“There is reason to doubt that 
there is such a thing as a normal 
rhythmic flow of activity” in the} 
construction industry generally, 


'the authors say. They deny na 


(1) the industry has 18 to 20- 
year depression precipitating cy-| 
cles, (2) postwar declines are in-| 
evitable, (3) public works are! 
a quick, effective means of coun-/ 
tering declines, (4) the industry’s 
fluctuations touch off general eco- 
nomic swings, and (5) restrictive | 
practices protect against shifts in| 
demand, supply, prices, wages and | 
employment. 

Judging by family formation, 
the authors say the low birth rate! 
of the depression years will have| 
an effect by 1955 but that the high | 
birth rate of the World War II, 
“renewed | 
wave of more intense housing de- 
mand” in the 1960s. 


Four TV Stations Join NBC 


KTSM-TV, El Paso, Tex.; 
WFPG-TV, Atlantic City; KTBE- 
TV, Austin, Tex., and KGMB-TV, 
Honolulu, have affiliated with Na- 
tional Broadcasting Co. The sta- 
tions are expected to begin opera- 
tions during December, and bring 
to 77 the number of stations now 
affiliated with the NBC-TV net- 
work. WFPG-TV, Atlantic City, 
and KTBE-TV, Austin, will be- 
come part of NBC-TV’s live, inter- 
connected network, now number- 
ing 64 stations. 


Underwood Boosts Donaldson 
Underwood Corp., New York 
manufacturer of typewriters and 
business machines, has prormoted 
George A. Donaldson to sales man- 
ager of the supply division. Mr. 
Donaldson was district supply 
manager of the company’s western 


| district with headquarters in Chi- 


cago, and prior to that salesman 
and supervisor. 


Argus Promotes Scholten 

Argus Cameras Inc., Ann Arbor, 
Mich., has elected Dudley J. Schol- 
ten v.p. in charge of sales and ad- 
vertising. He was assistant secre- 
tary and general counsel, becoming 
secretary in 1949 and a v.p. in 
1950. | 


bs a eae - 
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“Tacoma Coverage 
is a ‘Must’ for 
Successful Promotion’ 


says Frank E. Eaton, 


Seattle District Manager 
Sunshine Biscuits, Inc. 


Sunshine Biscuits, Inc. produces and 
sells a quality line of specialty foods 
Cheez.it, 


Hi Ho, Hydrox Cookies, candies, and 


Sunshine Krispy Crackers, 


Austin’s Dog Food. The firm maintains 
a distributing warehouse in Tacoma 


“Tacoma represents a substan- 
tial portion of the total Puget 
Sound market,” Mr. Eaton says. 
“We have learned from exper- 
ience that successful overall 
promotion in the Puget Sound 
area demands local, on-the-spot 
coverage of Tacoma. Seattle and 
Tacoma, together, represent the 
State’s major market—but sep- 
arate coverage is essential.” 


Think twice about Tacoma! It's 
@ separate, distinct, important 
market. It's covered ONLY by the 
dominant News Tribune. That's 
why—on Puget Sound—you need 
BOTH Seattle and Tacoma cover- 
age every time. Ask Sawyer, 


Ferguson, Walker Co. 


News Tribune 


Over 82,000 Circulation, A.B,C. 


end K TNT 
Transit Radio 
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Collier's’ Probes New [Seuieineens Four A's. He had ‘been an R&R | DER ; 
. . | “With this new yardstick at| Officer nine years. : a 

Magazine Reading—How Long It Takes _, , With. this Dew yardstick | at © oe A ND) +) 


New York, Dec. 2—Magazine 
measurement—usually given in 
terms of circulation and readers- 
per-copy—has a third dimension: 
The time spent by each reader with 
his copy. 

And the latter yardstick gets 
close attention in a national survey | 
of magazine reading conducted for 
Collier’s by W. R. Simmons & As- 
sociates Research. 

Raymond A. Robinson, director | 
of research for Crowell-Collier, 
explained yesterday that the sur- 


vey “makes it possible to consider | 
depth of reading as an element of | 
magazine effectiveness. The time) 
spent reading by the average read- 
er of a magazine can be expressed | 
for the magazine as a whole, and 
in terms of the average readership | 
per page or per spread.” 


@ “We now have the most reveal- 
ing measure of advertising value 
as reflected in higher or lower) 
advertising readership,” he added. 

Simmons conducted 33,452 inter- | 
views in 16,739 homes between. 
June 22 and July 22—“easily twice | 
the size of any audience sample | 


ever taken before.” Magazines in-| | 


cluded in the report are Collier’s, | 
Life, Look and The Saturday Eve- 
ning Post. } 

The interviews were aimed at} 
getting data on three points: Aver- 
age time spent reading each copy 
per reader; a reading time of read- 
ers in TV and non-TV homes, and 
variations in the above by types. 
of readers (by age, sex, and so on). 


es Results of the survey showed the 
Post ahead in reading time, with 
an average of 1 hour, 46 minutes. 
Collier’s was second with 1 hour, 
30 minutes. Life and Look trailed 
in that order, with 1 hour, 16 min- 
utes, and 1 hour, 9 minutes, re- 
spectively. 

But Collier’s led in reading time 
per page and spread among adults. 
The breakdown looks like this 
(based on total reading time di- 
vided by average number of pages 
and number of spreads in maga- 
zines reaq): 


Magazine Per Per Spread 
ds) (Seconds) 

4g Peer 72 144 

ore 48 96 

Dn: dhevecsakeuaagass % 72 

Se sttsnsescncacede x 72 


A chart on reading time per 
issue among adults in TV and non- 
TV homes shows this: . 


Non- Tv 

Pest 2.006 2 brs, 7 mins. 1 br., 25 mins. 
(off 33%) 

MD o24<- lbr., 26 mins. ltr, 9 mins. 
(off 20%) 

Gath sence lbw., 15 mins. lhr., 6 mins. 
(off 12%) 

Collier's lhr., 38 mins. 1 br., 31 mins. 
(off 7%) 


e TV's net effect on total reading 
time in all homes, given as change 
in per cent, was found to be: Col- 
lier’s,—_3%; Look,—5%; Life,—9%, 
and Post,—13%. Mr. Robinson said 
TV’s effect on magazine reading 
“has been much exaggerated.” He 
pointed out that the average de- 
crease in total reading time for the 
four magazines was about 8% in 
all homes. 

Mr. Robinson said the survey 
was arrived at scientifically by the 
probability sampling method. It 
covered 100 localities, containing 
185 counties, representing both 
metropolitan and non-metropolitan 
areas. A pre-listing method was 
used for the first time in media 
research in choosing dwelling units 
—thus “eliminating human bias in 
selections.” Interviews, he con- 
tinued, were confined to reading 
done the day before, “to insure 
accuracy of recall.” 


e A brochure prepared by Cro- 
wel-Collier says that “one of the 
survey’s most impressive attri- 
butes is the fact that the figures 
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Measurement of jin higher or lower advertising; of the New York council of the it f 


|pendently to count the number of | go a long way in determining why Erwin Levine Joins C&P are all exposed daily to claims for LIBEL, 


|homes in the entire U. S. within a| one magazine’s advertising ‘stays| Erwin A. Levine, formerly with | SLANDER. Invasion of Privacy, Violation of 


/ margin of error of seven-tenths with’ the reader perhaps better William H. Weintraub Co., has | Copyright 


of 1%.” than that of another.” joined the copy staff of Cecil & INSURE THIS HAZARD! 


= ; : y S ‘ 3 ' , 
} Because the third dimension, or Presbrey, New York een ae pry 
Bruns Joins Donahue & Coe | to be protected 


oRnertel punctate, ¢ — mayred Frederick C. Bruns, formerly Robert Taplinger Moves 

us to gauge the reader's time,” the v.p. and a director of Ruthrauff &| 

brochure says elsewhere, “we noW| Ryan, has joined the executive ates, public relations, has moved 
have the most revealing measure | staff of Donahue & Coe, New York. | its New York offices to 608 Fifth 


*& CORPORA 


of advertising value as reflected| Mr. Bruns formerly was chairman’ Ave. sura 


WRITE FOR DETAILS ANO -RATES 


iaeisranrreecmmemmenenrl EMPLOYERS REINSURANCE 


Mo 


y Christmas 1952 


hristians again honor the Aativity of 
Christ. This Christmas, let evervone 
attend church to prav and give thanks 
for the Prince of Peace — whose 

S birth brought new hope and understanding to 

f ad ) the world. * * As Americans, let us ever 
wf be mindful of our great privilege to worship 
7 crx God, without fear. Let us prau for those less 
SF Jfortunate who are not so endowed. Through 
») Christ’s teachings, let us strive to be better 
men and to be charitable to all, % «+ Lgt 

us prav for the sick and those tweighed with 

Grief —for our brave men and women in our 
armed forces —for the unbelievers, that then 
might see the Light and join the fellowship of 

man. Let us prav for divine guidance to our 
country’s newly chosen leaders that the mau 
govern with wisdom, foresight and courage and 
promote unity and peace among all nations. > 


INTERNATIONAL PAPER COMPANY 


Copr. 1952, International Paper Company 


obtained can be projected inde- 
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AWERTKSINGS” 


LY JOE ALULAD 


CONVENTION ASSISTANCE—During the recent American Assn 
of Advertising Agencies eting at Arrowhead Springs, Cal., 12 
miniature bulletin panels like the one shown above were used 


& Kleiser Co. 


to serve as announcement boards. The miniature bulletin panels 
were created and executed for the Four A’s meeting by Foster | 


What you want 
is a Coke 


Biggest Appliance Dealer Circulation 


7 
New Pocket Size Monthly Digest 
Gives Dealers and Their Salesmen 
News and Views as They Like It! 
- 


The news of the entire appliance field con- 
densed for quick reading by busy distribu- 
tors. dealers and salesmen 

New products, new sales ideas, new pro- 
motion plans all boiled down to give 
readers a wealth of valuable information in 
minutes instead of hours. Lots of pictures. 

The most sensational reader reception in 
the appliance field in years! National circu- 
lation more than 40,000 


. cs ee OS Write for sample copy and complete in- 

——e formation 
> gn Fifth At : 

vw York 5 fa APPLIANCE DIGEST 


450 W. Fort St., Detroit 26, Mich. 


WIR Promotes Moore 


F. Sibley Moore has been pro- 
moted from assistant treasurer to 
v.p. of WJR, Detroit, a Goodwill 
Station Inc. operation. Prior to as- 
suming executive duties at WJR, 
Mr. Moore was in the accounting 
and sales department of WGAR, 
Cleveland, another Goodwill sta- 
tion. 


Be pre pared 
be refreshed 


Nesco Moves 2 Offices 

Nesco Inc., Milwaukee house- 
wares manufacturer, has moved its 
sales and advertising departments 
from Chicago to Milwaukee. There 
the offices will be combined with 
the accounting, purchasing and 
engineering departments, as part 
of a plan for streamlining and re- 
ducing expenses. 


yon 


%2 Million 
Winter 
Tourists 


KEY WEST Ye 


The sales picture is sunnier than ever this year 
on Florida's booming Gold Coast — where a 
million and a half winter tourists will swell 
sales volume in the biggest season ever — 
where more hotels have been built since the 
war than in alli the rest of the world combined 
— where retail sales topped a billion last year 


— and where you can use a single medium, 

The Miami Herald, to sell the nation's biggest 

vacationing audience plus more than 800,000 

year ‘round residents, at remarkably low cost! 
See your SB&F man, today. 


MIAMI -- An International Market 


STORY BROOKS & FINLEY, Noronal Reps 


CONSISTENCY CONTINUES—These three outdoor posters, designed by D'Arcy Ad- 
vertising Co. for Coca-Cola, and lithographed by Forbes Lithograph Co., continue 
Coca-Cola's consistent appeal to all classes of people, under all conditions. 


Henry saved ... 


Harry didn’t ! 


The First National Bank of Chicago BU 
Ee 


FUN, TOO—New copy technique being used in 1952 by the First National Bank of 
Chicago. This departure from the formal type of bank copy is winning friends ond 
influencing people for this bank, an outdoor advertiser in Chicago for 31 years. 


The Men Who Move the Goods 
are $24 a-year Subscribers 


to TRAFFIC WORLD 


Robert F. Mackrell 
Director of Transportation 
National Gypsum Company 

Buffalo, New York 


C6: have been reading Traffic World each week 
since 1917 because it keeps me closely 
in touch with what goes on currently 
in transportation. Each week's issue is 
read by 26 other men in my department. 99 


Thats typical of Trathe World's complete coverage of the 
industrial trathe manager's market. As a wpical subscriber, Mr 
Mackrell directs the transportation for many National Gypsum 
products involving 44 plants and some 15,000 dealers. He has 
been National Gypsum’s Director of Transportation since 1925 
His shipping interest concerns all modes of transportation 


Such typical readership means advertising effectiveness in Trathe 
World. Subscription price is $24 a year. Renewal pe reentage 1s 
90 Circulation is ABC. For freight transportation, equipment 
and supplies advertising for shipping, transporting and handling 
freight, little wonder Trafhe World is the dominant medium 
Detailed facts gladly supplied 


JOHN S. KNIGHT, Publisher 


Published Weekly Since 1907 


22 W. Madison St., Chicago 2, ill. 
7 253 Broadway 


New York 7. N.Y 


Atfiloted Stotions — WQAM. WQAM-FM c 


821 Market St 
Son Francisco 3, Colit 


| eeeeeeeneneeent i 
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IT’S A DUMMY—When General Outdoor Advertising Co. finished this painted bulletin 
for Capital Airlines in Minneapolis recently it decided to leave a dummy painter 
on a scaffold to attract attention to the sign. The idea worked well for two days, 
after which a group of local teenagers removed the dummy and started shoving it 
in front of cars to disconcert motorists. Minneapolis police quietly brought the gag 

to a close. 


Be NECTARES DE FRUTAS 
s 9 


femmes’ 
7 , a 


IN PUERTO RICO—Libby, McNeill & Libby Co., Chicago, used 24-sheet posters like 
the one above for a limited cutdoor campaign in Puerto Rico. The posters were 
designed and silk screen printed by Posters Inc., Tulsa. 


re erin 


A Year-Round Salesman For You 
In These Two Big Markets .. . 


ee is 


2 5 4 « x Ky J _— ail s 
PROXIMITY—Outdoor salesmen hammer hard on the fact that outdoor posters can i CAR DEALERS 
be placed adjacent to stores, compensating for the difficulty in installing display ——————— 


material. Here’s a Heinz 24-sheet poster illustrating this advantage. Heinz—through 
MANUFACTURERS 


ee 
\ 
S\ 
\ 
»t 


Maxon Inc —is a longtime user of outdoor. 


| In 1953 the annual reference book of the automotive industry— 

' AUTOMOTIVE NEWS ALMANAC—will go to the 40,000 

| subscribers of AUTOMOTIVE NEWS—the orily weekly news- 
paper in the industry. 


ARE MME IOT e Rp RD Fe 


| Here's a hand-picked group of your key prospects—the Decision 
Men of the automotive manufacturing plants and car dealer- 
| ships. These are the men who buy, sell, service, design and 


specify your type of product. 
| They refer to AUTOMOTIVE NEWS ALMANAC all year long 


for the authoritative information they need—new product and 
| new model data, statistics, charts, graphs, historical data. 


CHICAGO 


| Your advertisement in the 1953 Almanac will be a persistent 
year-round salesman in your two biggest markets. It's an 
| advertising value that's a must for your 1953 schedule. 


... consistently finer re- 
production is the hallmark 
of Jahn & Ollier’s high 


AUTOMOTIVE NEWS \l Mn d ll d( 


YEARBOOK OF THE INDUSTRY 


Published With the April 27 Issue 
Forms Close March 16 


for 
quality 
plates... 


craftsmanship standards 


CHICAGO'S LARGEST FINE PHOTOENGRAVING PLANT lL. - 
...with complete offset reproduction division 


JAHN & OLLIER 
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FCC Files Brief 
in 3-Year-Old 
me = ‘Giveaway’ Case 


Wasuincton, Dec. 4—The Fed- 
eral Communications Commission 
rolled up its heaviest legal artillery 
this week for the forthcoming 
court fight over proposed regula- 
tions which would outlaw give- 
away programs involving partici- 
pation of a home audience 

The rules were issued more than 
three years ago but have been sus- 
pended by court injunction 

The commission's 68-page brief 
in the case argued today that give- 
aways involve sufficient “consid- 
eration” in the lega! sense so that 
they can be considered lotteries. 
The commission said it has an ob- 
ligation to keep lotteries off the air. 


s The case will be heard by a spe- 
zs cial three-judge court in New 
3 York on Dec. 15. 
es The rules were first proposed in | 
August, 1948, when a wave of give- 
aways swept across networks and 
independent stations. 

Following the issuance of the| 
rules in August, 1949, ABC, CBS! 
and NBC obtained court injunc- 

Mations preventing FCC from enforc- 
Sing them 

4 In adopting the rules, FCC ar- 

ued that giveaway shows were 

designed to induce listeners to tune 

© a particular station. By acquir- 

; broad- 


ng a large audience, the 
faster was obtaining something of 
Value, FCC pointed out 

The commission ruled that no 


license should be granted to a 
roadcaster who proposed to 
*hedule programs which 


FO POLO ao TELE 


Offer prizes where a condition 

winning or competing required 

e listener to furnish money, or 

have in his possession any prod- 

ict sold, manufactured, furnished 
distributed by a sponsor 

§ Were winners are required to 

listening to or viewing the 

Program in question 


Where winners are required to 
wer a question, the answer to 


Be has been given on a pro-| 


am broadcast by the station | 


Where winners are required to} 


manner or with a_ prescribed 
phrase 

In adopting the rules, FCC ex-j 
plains, it hoped to stop programs | 
which attempt to “buy an audi-| 
ence” by holding out the hope of| 


reward to persons who tune in | 

The commission did not attempt 
to limit programs which are con- 
fined to participation of the studio 
audience 


@ The networks contended FCC 
had carried the lottery laws con- 


siderably further than any previ- 
ous court rulings justified. The 
network position was supported 
by Commissioner Frieda Hennock, 
whose dissent said the commis- 
sion’s interpretation of “lottery” 
was “novel.” 


“This is the first instance,” she 
said, “in which a scheme has been 
called a lottery when the sole con- 
. sideration supporting it nomi- 
ora at nal or other than the payment of 
: something of value.” 


Is 


Appoints Lester Earle Inc. 
. Chicago Metallic Mfg. Co., Chi- 
1 cago manufacturer of bakery pans, 
in has appointed Lester Earle Inc., 
: Chicago, to direct all advertising 
and merchandising for its bakery 
division. Previously the account 
“ee was handled by Ruthrauff & Ryan 


n Jennings Joins CBS-AM 

fy Warren Jennings, formerly com- 
mercial manager of WJZ, New 
York, has been added to the spot 
sales staff of CBS Radio, New 
York. - 


oo = Ee ges. 
<- yee 7 


BIGGEST RETAIL AD—Executives from Macy's, New York, and the New York Times 


are dwarfed by the spread-out 64-page 


Times, Dec. 7. Left to right are Lovis Tannenbaum, Macy’s advertising manager; 
Wheelock H. Bingham, president; Monroe Green, Times advertising director, and 


Charles Bartlett, Macy's v.p. 
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Department Store Sales... 


West Coast Stores Register Big Gains 
| WASHINGTON, 


Dec. 2—Depart- 
| ment store sales in the week ended 
Nov. 22 averaged 9% above sales 
in the same week last year. 
However, the gain was largely 


‘Leads from Oldsters 
on paper, since the stores were 


‘for Homes Financer 
| open one day less in 1951 because 


MINNEAPOLIS, Dec. 4—With the | thanksgiving fell earlier. 
joldster population of the U. S.| Meanwhile, the Federal Reserve 
| growing, meeting the housing re-| Board also reported that October 
quirements of the retired may be-| yolume in the big stores was 6% 
come a profitable business. } 
At least that’s the conclusion 
drawn by Investors Diversified | 
Services Inc., after conducting a 
survey on the housing desires of 


Ad Survey Draws 


| 


DEPARTMENT STORE 
-SALES INDEX 


a 


1947-49 equals 100 


| couples nearing retirement. 

| IDS, a major factor in financing | Week to Nov. 22, ’52* p134 

| low-cost housing in the nation, ran | Week to Nov. 24, ’51*..123 
the survey questionnaire ads in Week to Nov. 15, ’52*..131 
newspapers and magazines with a Week to Nov. 17, ’51*..130 
total circulation of 9,000,000. Re- Week to Nov. 8, ’52*....118 

| plies were received from 6,030 per- Week to Nov. 10, ’51*..121 

| sons, or about 1% of the nation’s | ann oe ; 

| population between 55 and 64. | ———— 

| ing | UL wt 
® The composite picture emerging| & 


from the data received shows the! 
desired home of the retired to be 
| self-owned, preferably with two 
| or three bedrooms and a good sized 
piece of land. Approximately one- 
| third want to remain where they | 


higher than last October. And sales 
through the first nine months of 
1952 are now reported as equal 
to those in the corresponding 1951 
period. 


color roto magazine which ran in the 


for publicity and advertising. 


Pepperell Plans 
Strongest Drive 
Early Next Year 


Boston, Dec. 3—Pepperell Mfg. 
Co. next month will uncork what 
it calls its strongest advertising 
drive to date to pre-sell the com- 
pany’s line of sheets and blankets 
for the first-of-the-year white 
sales 

Chiefly, the drive will back Pep- 
perell’s colored sheets and the 
company’s ‘reversible snug fit 
sheets. The company’s bed and 
baby blankets also will receive at- 
tention in the campaign. 

The colored sheet drive will 
break with full-color ads in the 
January issues of Better Homes & 
Gardens, Ladies’ Home Journal, 
McCall's and Woman's Home Com- 


| panion. B&w pages will back the| Joins Hicks & Greist 


snug fit drive in the January is-| 
sues of Good Housekeeping and| 
Sunset Magazine. | 


nswer the phone in a prescribed|® A resume of the complete Pep-| Greist, New York. 


perell line will be featured in a| 
spread in the Jan. 3 issue of The | 
Saturday Evening Post. A promo-| 
tion kit, containing point of sale 
material, newspaper mats and pre- | 
prints of the Pepperell ads, is 
available free to the company’s 
retailers 

The retailers are being urged to | 
back the drive with strong tie-in | 
advertising, including spot an- 
nouncements on local radio sta- 
tions 

To maintain the momentum of! 
the drive, page b&w ads boosting 
the snug fit sheets will appear in 


the February issues of Good 
Housekeeping, Today's Woman 
and Woman's Day and in the 


March issue of Sunset Magazine. 
Benton & Bowles, New York, is 
the agency. 


Holiday Introduces 
an Instant Gravy 


WaALPoLe, Mass., Dec. 4—An in- 
stant gravy powder will be intro- 
duced shortly in Washington, D.C., 
by Holiday Brands here 

The company, manufacturer of 
Holiday crystalline instant coffee, 
came up with the present gravy 
mix after more than a year of 
preduct and market research, ac- 


| cording to Hoag & Provandie, Bos- 


ton, the Holiday agency. 

To be introduced at 27¢, a single 
can yields nine cups of gravy by 
mixing the powder with hot wa- 
ter, At a cup cost of 3¢, it was 


: |are, with Florida and California 
pointed out, the price compares) ‘ : 
favorably with that of canned| the most popular retirement spots 


Seossi “ts ’ : | for the others. 

— — Se ee |~ Convinced that there exists a 
national market for retirement 
homes, IDS now hopes to make up 
a list of prospective buyers who 
might be interested in settling in 
special retired persons’ communi- 
ties in Florida and California. The 
organization has large land and, 
mortgage interests in these states. | 
Batten, Barton, Durstine & Osborn 
is the agency for the survey. 


@ In the week ended Nov. 22, the 
biggest gains were racked up by 
stores on the West Coast. The dis- 
trict, as a whole, had a 20% gain 
over the same week last year. 
Stores in Los Angeles registered 
increases of 18% to 31%. 


8 In addition to the low price, two 
other features claimed for the new | 
product are: 

1. It is lump free, thus eliminat- 
ing one of the major pitfalls in 
home gravy making. 

2. It has no fat content, so per- 
mits consumers on fat-free diets | 
to use it. 

Marketing plans beyond the} 
Washington introduction are un-| KLAC-AM Promotes Smith 
certain. The test city was chosen KLAC-AM, Los Angeles, has 
because of Holiday coffee’s strong| promoted Frank Smith to an ac- 
patronage there. According to a|count executive. He was a sales 
Washington Post survey, in one|service representative, and has| 
year the instant coffee has “cap- been with the station for 2% years, 
tured 10% of the Washington mar- | initially in the traffic department. 


ket.” P x 
| Fine Joins ‘Today's Family 

George J. Fine, formerly adver- 

'tising promotion manager of the | 

Molarsky has been named to fill| New York Herald-Tribune, has | 

a writing post in the radio, TV been named promotion manager of | 

and film department of Hicks &  7°day’s Family, New York. | 


% Change from ‘51 
w 


Federal Reserve 
District and City 


UNITED STATES 
Boston District 
New Haven 
| Boston 
Lowell-Lawrence 
Springfield 
vidence 
New York District 
ewark 
Buffalo 
New York .. 
Rochester 


Lokaw 


Ld 
~ 


= 


Syracuse 
Philadelphia District 
Philadelphia 
Cleveland District 
Akron 
Cincinnati 
Cleveland 
Columbus 
jiedo 
Erie 
Pittsburgh 
Richmond District 
Washington 
Baltimore 
Atlanta District . 
Birmingham 
Jacksonville 
Miami 
Atlanta .. 
Augusta 
New Orleans 
Nashville 
Chicago District 
Chicago 
Indianapolis 
Detroit 
ik 
St. Louts 
Little Rock 
Louisville 
St. Louis Area 
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Formerly of Transfilm, Del 
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|Hansen Elected President 


Waterman Changes Name Mal Hansen, farm service direc- 

L. E. Waterman Co., New York, | tor of WOW and WOW-TV, Oma- | 
pioneer in the writing instrument | ha, has been elected president of 
field since 1884, has changed its | the National Assn. of Radio Farm 
name to Waterman Pen Co. Directors. 


Heap Good Corn Flakes! > 
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Memphis 
Minneapolis District 
i poli 
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2 
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Duluth-Superior 
Kansas City District 

Denver 

Topeka 

Wichita 

Kansas City 

St. Joseph 
Oklahoma City 


wie 


mes OwIwaon 


ulsa 

Dallas District 
Dallas 
El Paso 
Fort Worth 
Houston 
San Antonio 

San Francisco District 
Los Angeles Area 


HAPPY INJUN—The Indian lads who hove been cavorting on the TV screen for 

Post Toasties are now working on outdoor posters as well. This new national show- 

ing was lithographed by Gugler Lithographic Co., Milwaukee. Foote, Cone & 
Belding is the agency. 


DEL MONTE «tz TOMATO SAU 
40 years of — 


matchless. 


flavor ! 
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Oakland 

San Diego 
San Francisco 
Portland 

Salt Lake City 
Seattle 
Spokane 


| 


} eee ee 


we 


rRevised. 
*Data not available 


Matelan Directs Mail Ads 


Jerry J. Matelan, previously 
with Mergenthaler Linotype Co., 
New York, has been appointed 
direct mail advertising manager 
for Smith, Taylor & Jenkins, Pitts- 
burgh agency. 


TOMATO SAUCE—A national showing is currently being used for this 24-sheet poster, 
lithographed by Gugler Lithographic Co., Milwaukee, for California Packing Corp.'s 
Del Monte tomato sauce. McCann-Erickson is the agency. 
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brochure has 12 tables which give 
a quick picture of residential, com- 
mercial and institutional building 
in the nation during the past five 
years. 


Along the Media Path 


- ; e Erwin H. Klaus, marketing di-| 
e KING-TV, Seattle, started its, man’s Day shows a new high in ad| rector of Northrup, King & Co.,| 
fifth year of  telecasting on} revenue, $10,941,740 (a 17% in-| national seed wholesaler, is now 
Thanksgiving Day. The lone TV crease over 1951), and in total lin-| writing a regular column on “Sales | 
station in Washington, it claims! age, 848 3/6 pages (a 5% increase| Sense in Retailing” for Western 
there are now more than 200,000 


81 


sets in its area. 


e@ The Chicago Daily News pub- 
lished a 96-page Christmas gift! 
guide on Saturday, Nov. 29, call-| 
ing it “the biggest rotogravure 
magazine in the history of any| 
Chicago newspaper.” 

| 
e Don Lee Broadcasting System 
has issued results of a telephone 
coincidental survey which points 
up the local market strength of 
the West Coast network. Based on 
interviews with 93,531 persons in 
17 markets, the study found Don 
Lee affiliates had 32 firsts out of 
36 quarter-hours during daytime, 
40 firsts out of 56 half-hours dur- 
ing nighttime, 11 firsts out of 12 
half-hours during Saturday after- 
noon and 8 firsts out of 12 half- 
hours on Sunday afternoon. 


e@ Edward Petry & Co. has brought 
out a revised version of its presen- 
tation, “Sure-Fire Sales Formula: 
Women Selling Women—Through 
Television.” The booklet has an 
analysis of programming on New 
York’s seven TV stations, showing 
that women’s interest shows 
(homemaking and daytime va- 
riety) account for more quarter- 
hours than any other program type 
with the exception of feature films. 
At the back of the booklet there 
is a listing of the women’s pro- 
grams offered on the 14 Petry-rep- 
resented television stations. 


e Holiday is offering communities 
and organizations a new booklet 
containing case studies of success- 
ful promotions run by leading re- 
sorts and other areas. 


e Iron Age is sending admen its 
new market and media file, which 
follows the outline recommended 
by the National Industrial Adver- 
tisers Assn. 


e WKRC, Cincinnati, reports time 
sales in the six months ended Oct. 
31 were up 21.1% over sales in the 
similar six months of 1949, the 
station’s peak year. David G. Taft, 
v.p., cited the increase to show 
that WKRC “has not only survived 
the impact of television, it is even 
ahead of where it was before tele- 
vision.” 


e KTLN, Denver, has started a 
$150,000 expansion program that 
will bring (1) a power increase 
from 1,000 to 5,000 watts, (2) a 
change from daylight only to un- 
limited broadcasting time and (3) 
a transfer of broadcasting head- 
quarters from the Park Lane hotel 
to the Zook Bldg. 


e@ Oil Daily, published and edited 
by Keith Fanshier in Chicago, has 
plenty to shout about these days. 
The paper, which celebrated its 
first birthday Oct. 3, reports net 
paid circulation has now reached 
9,665. The subscription rate is $25 
a year. Mr. Fanshier says more 
than 200 advertisers used Oil 
Daily in its first year. During the 
recent four-day meeting of the 
American Petroleum Institute, the 
paper carried 81,400 ad lines, a 
100% increase over linage for the 
1951 API issues. 


over last year). 


Feed & Seed. The monthly estab- | 


e Magazine claim-and-boast de-| 
partment: | 
Seventeen says during the first 
nine months of 1952 it carried 25,- 
330 lines of silverware advertis- 
ing, more than any other publica- 
tion and 59% more than its near- 
est competitor. 
A year-end report from Wo-/' 


lished the column to give its deal-| 


@ The Long Beach Independent|¢™ readers selling information | 
and Press-Telegram, purchased by | tailored to their field. 
the Ridder interests last August,| ¢ The New York Journ ;.| 
Bust, ) al-Ameri- | 

report the fabulous advertising| ¢qn will publish its annual busi- 
gain of 800,000 lines for the month | ness and financial section Jan. 13 
of October, compared to the same | 1953. fai 
month last year. Ralph Taylor, 
promotion manager for the two| Mooresville Promotes Tanner _ 
dailies, said the report is based | Ralph Tanner, director of ad-| 
on advance information released | vertising and sales promotion of 
by Media Records. He pointed out | Mooresville Mills, textile manufac- 
that the gain “would be a very turer, has been promoted coordi- 
substantial increase for any news- | nator of sales and manufacturing, 
paper in a year.” |a new position. He will continue 
| to make his headquarters at the 

e American Builder has put out a aon all _ = Proce agen Me 
handy market data folder on the! ¢joser liaison between sales and) 


building construction industry. The | production. 


MacFarland, Aveyard & Company 


333 NORTH MICHIGAN AVENUE, CHICAGO, ILLINOIS 
An Advertising Agency 
serving the following clients, each among 
the leaders in its field 


ALEMITE — Division Stewart-Warner 
BANKERS LIFE COMPANY + THE CELOTEX CORPORATION 
COOK ELECTRIC COMPANY + DREWRYS LIMITED, U.S.A. INC. 
THE FORMFIT COMPANY + THE HALLICRAFTERS COMPANY 
MARTIN-SENOUR PAINTS + SKIL CORPORATION 
STANDARD KNITTING MILLS, INC. + STANDARD STEEL SPRING COMPANY 


STEWART-WARNER CORPORATION 
Stewart Die Casting Division + South Wind Heater Division 
Auto Accessories, Marine Instruments 


UNITED WALLPAPER, INC. 


ONE OF THE THREE BIGGEST U. S. MARKETS 


Big Aggie Land 


Where WNAX-570 Tops Competition 10 to 1 


THE COUNTRYPOLITAN 


except that its shopping centers are 60 miles apart instead of 6. The farmers, 
ranchers and town folk of Big Aggie Land think no more of driving 60 miles 
than you do of driving 6. It’s a thriving market with a tremendous appetite 
for goods and services, a million radio families with effective buying income of 
$4.2 billion, 267 counties in Minnesota, the Dakotas, Nebraska and Iowa 
which constitute the third largest market in the U. S. 


PROOF THAT WNAX 


market of WNAX resembles a big city market, 


~~ " 
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effectively taps these countrypolitan riches is again 


found in the 1952 Diary Study: WNAX has 
top rating in 4861 of the 500 segments cov- 
ered—better than 10 to 1 over the nearest 


competitor. One of radio’s most important 
buys, with unsurpassed coverage and thirty 
years of listener acceptance, WNAX merits 


consideration for your 1953 market plans. 
Five cents buys 1,000 radio homes on 


WNAX. More data from The Katz Agency, 


our national reps. 
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So neg 


YOU MUST 
BE SOMEBODY 
PRETTY SPECIAL! 


Being a careful reader 
of Advertising Age, you 
automatically classify yourself 


Inc., says: “I know you don't 


action you want 
startling. Try it and see. 


example, agency president Holton C. Rush, Greenshaw & Rush, 


pulling power of Advertising Age’s classified section, but 
thought you would be interested in knowing that the caliber 
of the respondents to our recent ad was very high, and it looks 
as if the man our client wants has been located.” 
us around to the point that if you need a high-caliber addition 
to your staff—or if you yourself are open—an announcement 
in our “Advertising Market Place” will get you the kind of 
Rates are reasonable. Results are sometimes 


“/ 


as somebody pretty special. For 


need any more evidence of the 


Which gets 


Information for Advertisers 


Wo. 4514. The Philadelphia Story 
® The Philadelphia Inquirer offers 
Re booklet, “In and About Philadel- 

phia,” which is designed to give 
Zhe “feel” or atmosphere of the 
ity. It carries the story from Wil- 
Riam Penn to Dinah Shore, with 
full attention to the city’s educa- 
fional, recreational, religious, shop- 
ping and financial facilities. 


fo. 4516. Market Testing in New 

York Area 

The Bayonne Times offers a file 
older, “Grocery Store Invento- 
ies,” which outlines the services 
f the publication in testing con- 
umer copy in the New York ter- 
itory, and which contains results 
f inventories on margarine, in- 
tant coffee, detergents and soap 
ea and tea bags 


Wo. 4517. The Gas Heat Story. 
“The Story of 838,900,000,000 
tu’s” is the title of a new bro- 
hure offered by Gas Heat. The 
itle covers the estimated hourly 
nput of the nation’s 14,000,000 gas 
fired central heating, space heat- 
ing and water heating installations 
The market picture is presented in 
considerable detail, and the special 
services of the publication are out- 
lined 
No. 4522. How Get the Most 
from Decals 
Making the point that the decal 
on the dealer’s window is an “an- 
chor” which virtually compels him 
to stock the advertised item, 
American Decalcomania Co. offers 
a new folder, “American Decal 
Window Valances and_ Signs,” 
showing how the medium is used 
by such organizations as Bud- 
weiser, Purina, Evinrude, Good- 
year, Dutch Masters, Coca-Cola, 
Camels, Exide, Calvert, Lucky 
Strike, etc. 


to 


Note: Inquiries for the items listed above 


USE COUPON TO OBTAIN INFORMATION 


Readers Service Dept., Apvertistnc AGE 
200 E. Illinois St., Chicago 11, Il. 


—please print or type) 


COMPANY 
ADDRESS 
COTY B BEIGE cncrccsecssscsencseccesssesenee: v0ese . 


Please send me the following (insert number of each item wanted 


4520. Car and Truck Sales in 
Philadelphia. 

“Philadelphia Automotive Facts’ 
is the nineteenth in the Philadel- 
phia Inquirer’s continuing series 
of reports covering new passenger 
and commercial vehicle sales in 
the Philadelphia market. The pres- 
ent study is a compilation of fig- 
ures for the first half of 1952. 


No 


No. 4521. Selling Building Mate- 
rials and Equipment in the 
School and College Field. 

“Pre-filed Distribution of Your 

Catalog to the School and College 
Market” is a new brochure offered 
by American School and Univer- 
sity yearbook. It gives a quick pic- 
ture of the market, gives a full de- 
scription of the editorial services of 
the yearbook, and provides me- 
chanical specifications. 


4523. Dairy Equipment Out- | 
look for 1953. 

“An Impartial Survey on Sales 
Potentials in 1953 for Equipment | 
and Supplies in the Dairy Indus- 
tries” is a new study prepared by 
Dr. Peter B. B. Andrews of the 
Wall Street Journal for Olsen Pub- | 
lishing Co. With increasing popula- 
tion on the one hand, and mate- 
rials restrictions on the other, the 
study reveals a considerable back- 
log of demand and necessity for 
essential equipment. 


No 


No. 4527 


527. New Mississippi Maga- 
zine. 

From Thos. J. Anderson comes 
word of a new publication, The} 
Mississippi Farmer, to be pub-| 
lished monthly, the first edition to | 
be dated January, 1953. A complete 
“Reference File” offered, cov-| 
ering primarily the market poten- 
tial of the rapidly developing rural 
area which the new book will 
serve 


1S 


will not be serviced beyond Jan. 19. 


TITLE 


me ee ae 


Rates: $1.00 per line, minimum charge $4.00. Cash with order. Figure all cap 


lines (maximum—two) 30 letters and 


Advertising Age, December 8, 1952 


Rundown of Produce 
Market Pays Off 
for Food Chain 


spaces per line; upper & lower case 40 


per line. Add two lines for box number. Deadline Wednesday noon 12 days 


preceding publication date. Display classified takes card rate of $12.75 per 


column inch. Regular card discounts, 


Los ANGELES, Dec. 2—Von’s Gro- 
cery Co., a 19-market chain here, 
is using a unique homemakers pro- 


size and frequency, apply on display. 
— 


gram on KBIG, Catalina, to do a 


eaten 
HELP WANTED POSITIONS WANTED — . 
WANTED: TOP CREATIVE EXECUTIVE 
WANTED: MEDICAL COPYWRITER Sixteen years’ copy and administrative 
Copywriter with proved record of effec- experience on automobile and automotive 
tive ethical medica) advertising. Exper- aftermarket accounts, plus four on gamut 


lence in advertising 
maceutical manufact 


iepartment of phar- 
er or medical agen- 


cy preferable. Want and will pay for the 
best available. Write outilne of exper- 
ience 
BOX 5447, ADVERTISING AGE, 
200 E. Illinois St., Chicago 11, Ill. 


ADVERTISING SALESMEN 
Experienced in Point of Purchase adver- 
tising. Graphic Arts background very de- 
sirable. Men selected will have protected 


territory, credit on ex 1g business, real 
home office cooperation. Product and 
Company well advertise leader in its 
field. Business growing rapidly Have 


openings for full time 
bonus or will take men selling non-com- 
petitive items on commission basis 

Box 5448, ADVERTISING AGE 

200 E. Iilinois St., Chicago 11, Ill 


men on salary and 


ADVERTISING & PUBLISHING 
FOR ALL TYPES OF POSITIONS 
GEORGE WILLIAMS-PLACEMENTS 


209 S. State St Ha 7-2063 Chicago 
YOUNG ARTIST with brains, skill, in- 
itiative for advertis department of 
large central Wiscons firm. Must do 


sketches to finished art, know production 


Excellent opportunit 


BOX 5445, ADVERTISING AGE, 
200 E. Illinois St., Chicago 11, Ill 
YOUNG COPYWRITER for advertising 
department of large nationally known 
firm. Central Wisconsir Splendid op- 
portunity for good thinker, polished 

writer 
BOX 5446, ADVERTISING AGE, 
200 E. Illinois St. Chicago 11, Il 


BARNARD 


A service for emplovers and applicants 
in the fields of advertising and publish- 
ing. Office and professional 


Central 6-3178 


Adams Street 


/dual job of selling produce and 
public relations. 
The program is heard just five 


of products ranging from beer and gas Minutes a day, from 10:20 to 10:25 
stoves to farm feeds and electronics, and , av ; , 
five more as house organ editor, free a.m. Monday through Friday. It 
lance writer and salesman. Thoroughly consists of an informal discussion 
versed in direct mail, sales promotion, ave ; 
publicity; knows production, media. Uni- of the day s produce market, with 
versity graduate ‘A. B.) Age 49. Excel- the script being put together less 
lently qualified for and seeks top level 


than an hour before air time. It 


advertising-sales promotion directorship .- 
is based on a telephone call from 


or agency copy-cortact post in $15,000-plus 


bracket y P $< ‘ 
BOX 543, ADVERTISING ace, | Norman Bolstad, supervisor of 
200 E. Illinois St., Chicago 11, Ill. produce buying for the chain, im- 


mediately after he concludes his 
daily buying at the Los Angeles 
produce market. His comments are 
covered over-all by checking with 
the State-Federal Farm Market 
News. 

The result of the call is an up- 
to-the-minute report on the pro- 
duce market. Listeners are told 
what fruit and vegetables are 
available, in what supply and how 
their price and quality stack up 
with what can be expected in the 
future. There is no commercial 
copy, as such. Listeners are told 
Von's price for the items discussed. 


TOP MAN ON NEWSPAPER AD STAFF 
OF 12 MEN WANTS CHANGE 
Fast with good creative ideas. College 
graduate, B.B.A. Excellent record, loaded 
with fine references ze Prefer 
agency or industrial ad department. 
BOX 5452, ADVERTISING AGE, 
200 E. Illinois St., Chicago 11, Il. 


FOOD SALES MANAGER 
Salesman, Sales supervisor, Merchandis- 
ing Manager & Sales manager. 3 promo- 
tions in 4 years with National food Co. 
College grad. 28, single. Want to switch 
into advertising field 

BOX 5455, ADVERTISING AGE, 
200 E. lilinois St., Chicago 11, Ill 


RESEARCH DIKECTOR 

Eight year background, varied projects 
including major national assignments 
Yale graduate; extensive P.G. work here 
and abroad. Now with sizeable 4-A 
agency 

BOX 5450, ADVERTISING AGE, 

200 E. Illinois St., Chicago 11, ill ® Basically, the program is con- 
sidered a public service, and is 
presented as such. Customer com- 


ADD TEN YEARS of experience to your 
Radio-TV Department! Copywriter, pro- 


ducer; some space writing. Seeking per- . . 
manence, executive future with respected Ment has been highly favorable 
agency 


in personal co ents in s ; 
BOX 5451, ADVERTISING AGE, personal comments in stores and 
by mail. Principally, customers say 


801 Second Ave., New York 17, N. Y. 


ARTIST 
for all around skills growing agency in 
Grand Rapids, Michigan. Fast layout es- 


sential. Finishing ability necessary. Know- 
lege mechanical production helpful. Sal- 
ary plus bonus on profits. Send full per- 
sonal data, specime date available, 
salary requirements . Samples will be re- 
turned promptly, transportation reim- 
bursed 
BOX 5453, ADVERTISING AGE, 


200 E. Ulinois St., Chicago 11, Ill 


TRADE PAPER REPRESENTATIVE 
Long established national monthly trade 
magazine requires representaitves in Chi- 
cago, San Francisco, Los Angeles and New 
Orleans. Prefer bination news cor- 
respondent and advertising space sales- 
man now handling other publications and 


prepared to take on another on the basis 
f fixed payment for news letter and 
commission on advertising. Will consider 
separate advertising and news repre- 
entatives 
BOX 5454, ADVERTISING AGE, 
801 Second Ave., New York 17, N. Y¥ 


FRED J. MASTERSON 
ADVERTISING-PUBLISHING 
PERSONNEL 


All types of positions for men and women 
185 N. Wabash Fr 2-0115 Chicago 
SPACE SALESMAN 
Fast growing food chain distributed 


magazine adding to Chicago staff. Prefer 
nan with contacts with home appliance 
and non-food manufacturers. Ohio ter- | 
ritory and elsewhere, who is resourceful 
in creating sales approach, and has proven | 
record sales result .Exceptional oppor- 
tunity, small organization, Send complete 
resume an »hone number 

BOX 5457, ADVERTISING AGE, 

200 E. Illinois St., Chicago 11, Ill 


POSITIONS WANTED | 

FOR RENT - VERSATILE TYPEWRITER 
Packaged with mild-mannered blonde. | 
This team has produced adv. copy and | 
campaigns which clients cheered - won | 
top dramatic radio award - churned out 
TV nd has steadily broken press clip- 
ping records for top politcial figures, local 
and natl. publicity campaigns. 
Box 5437, ADVERTISING AGE, 

200 E. Illinois St., Chicago 11, Ill 


| Best background and references 


| HOUSE 6 ROOMS, 2 BATHS CAR PORT) 


Chicago. } Nv. 


they are depending on the program 


WHAT IS SCIENCE-FICTION? a 
4 to tell them when it is the best 


Science-fiction is the romanticism of the 


technological age I feel science-fiction time to buy heavily for freezing 
can be a fresh, dramatic element in ad- e . = 

vertising. Harness this new force! I'l) OF Canning. 

work as a copywriter, idea-man for an As a result of the strong favor- 
agency with tmagination and daring 


MARK REINSBERG 
3420 Lake Shore Drive GR2-9043 Chicago 
RARE ITEM 
Engineering training plus editorial-pro- 
motion experience available. Ambitious 


able reaction, Von’s is planning a 
similar program devoted to its 
meat department. Mogge-Privett 
is the agency for Von’s. 


young man versed in graphic arts and 
industry seeks challenging position in 
NYC area. BOulevard 3-0692 


WRITER-PRODUCER: History of success 
in all forms, phases, and facets of com- 
mercial copywriting. scripting, production, 


BROADER OPPORTUNITY 
WANTED FOR TOP-LEVEL 


and direction at agency, broadcasting, 
and theater levels. Flair in showmanship, ADV. & MDSE. EXEC. 
tact in talent relations, ingenuity in 


Currently a top-level merchandising executive 


budget situations, competent administra for famous 4A agen NY 
fc ous cy in 


tor. : Success-packed 
Box 5456, ADVERTISING AGE 15 year background as agency vice-president, 
200 E. Illinois St., Chicago 11, Ill advertising and merchandising director for blue- 


chip manufacturer and advertising and sales 
promotion director 
cern 
copy 


for outstanding retail con- 
Strong administrator with fine creative 
ability Solidly experienced in packaged 
products, hard lines and soft goods with actual 
field know-how and familiarity with executives 
of supermarkets, drug and department stores 
Age 36. Will relocate. Interested agencies of 
manufacturers write in confidence 


BOX No. 330, ADVERTISING AGE, 
801 Second Ave., New York 17, New York 


REPRESENTATIVES WANTED 
MANUFACTURERS AGENTS WANTED 
Iwo terrtiories open, Virginia and the 
Carolinas, the other Maryland and Wash- 
ington D. C. for men well known to the 
Industrial Sales and Advertising Managers 
of those areas. Interesting, well received 
Exhibit and Dealer Display line pays 
highest return. Write giving present lines 
and coverage to H. Googins, P. O. Box 
319, Westwood, Mass 


| 
REPRESENTATIVE AVAILABLE | 
EXCLUSIVE REPRESENTATIVE. | 
Experienced media salesman wants to de- | 
vote time and effort exclusively to build- 
ing business for publication, radio or TV | 
owner in Eastern territory. Responsible 
All com- | 
|— POP DISPLAYS AND ADVERTISING 
SPECIALTIES. (Over 31 years expe- 
rience serving National Accounts). 
Write for details of this unique, In- 
dividual Service. 
GUSTAV JENSSEN and STAFF 
P. O. Box 800, Tampa, Florida 


IDEAS FOR SALE 
To: Advertising Agencies, POP Suppliers 
= Advertisers we offer IDEAS “That 
ell. 


munications confidential 
ox 5449, ADVERTISING AGE 
801 Second Ave., New York 17, N. Y 


MISCELLANEOUS 
CONTEMPORARY SOLAR RANCH | 


Redwood panelled liv. rm.—glass window 
walls, 90 x 141 landscaped lot, located in 
N. W. suburb near schools, shops, depot. 
Price low $20's, terms, Cornelia 7-3371. 

| 


CREATIVE ART DIRECTOR 


West Coast Agency 
Offers Services To 
Eastern Agency! 


Established Los Angeles ad agcy. 
with national, reg. and _ local | 
billing offers its facilities and staff | 
to service eastern agency's ac- 
counts on west coast. Present staff 
fully experienced and competent 
in all phases of advertising and | 
merchandising of food, TV, appli- 
ance and building products. (An 
opportunity for eastern agency 
without investment and gamble of 
opening their own western office. 
Complete financial and account 
background will be furnished. 


| 


State your needs and proposition. 
Your inquiry will be held in strict- 
est confidence. Write box 327, Ad- 
vertising Age, 200 East Illinois St., 
Chicago 11, Tl. 


Available for executive art position with 
SALES TRAINING WRITER | established agency or iain. Highly 
Permanent position in Chicago area | W4lified. Outstanding record. Opportunity 
for semi-technical writer in Sales |@"4 Permanency essential. 
Training Department of national in- | BOX 329, ADVERTISING AGE 
dustrial manufacturer and distribu-| 8°! Second Ave., New York 17, N. Y. 
tor. Prefer education in journalism, 
sales management or advertising 
with experience in writing, layout, 
education or training. May have lim- saunas ; 
ited writing experience with desire ety. dairy ane Sead Gaccuen, Se a 
to develop as seasoned writer with | --- Editorial—state farm paper editor 
greater responsibilities. o> Puately publicity director of a state fair 
328 Advertising Age Plus 20 years on-the-farm 


328 1 ; Let me put this experience to work for you 
200 E. illinois St. Chicago 11, Il. in all media. Box 332, Advertising Age, 200 


Hlinois St., Chicago 11, I 


INCREASE FARM SALES WITH ALL 3... . 


WANTED: 


Job as ad mgr for medium sized mfr or 
as asst for large one. Present position with 
egetnens TV mfr heavy on co-op adv., 
ight on creative side. Desire change to 
make use of above-average ability to pro- 
duce effective adv. and mdsg ideas. Col- 
lege grad. Good appearance. Age 35. $6000 
minimum 

BOX 331, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Il. 


MARKETING 
ASSISTANT RESEARCH DIRECTOR 
Por Top Farm Equipment Manufacturer 
Chicago Location Require college degree 
in business administration plus minimum 


of 3 to years practical research ex- 
perience 


Salary requirements to Box 333, Advertis- 
ing Age, 200 E. Illinois St., Chicago 11, Tl. 
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" | Ernest Dichter Moves Offices 

Ernest Dichter Inc. and the In- 
stitute for Research in Mass Move- 
ments, practitioners in the applica- 
tion of social sciences and psycho- 
analysis marketing and advertis- 
ing problems, have moved their 
main offices and research center to 
Montrose, N. Y. Executive offices 
have been established at 501 Madi- 
son Ave., New York. 


“CANADA'S FINEST CHOCOLATE 


Paul Agency Changes Name 
A. L. Paul Advertising, Los An- 

geles, has changed its name to Paul | 

& Baum. Principals are A. L. Paul,/ 


peg 
Uae 


founder of the agency 17 years 

ago, and Macy Baum, who has 

been an account executive for sev- 

eral years. The agency has moved 

4 eee quarters at 7958 Beverly 
vd. 


Coast Editors Name Heads 


Hal R. Strauss, public relations 
representative of American Trust 
Co., San Francisco, has been 
elected president of the Northern 
California Industrial Editors Assn. 
Other officers elected are Robert 
Harding, v.p., and Nela Campbell, 
secretary-treasurer. 


Two Rejoin Roizen & Rich 

Two former employes have re- 
joined Roizen & Rich, Buffalo 
agency, after discharge from Army 
service, David I. Levy resumes his 
duties as senior account executive. 
C. John Ginther, who was produc- 
tion manager, has been promoted 
to traffic director and account rep- 
resentative. 


Bulger to Illinois Tool Works 
William P. Bulger has been ap- 
pointed market research manager 
for the Shakeproof division of the 
‘Illinois Tool Works, Chicago. 


83 


CANADIAN CAMPAIGNS—Here are two examples of recent naticnal outdoor adver- 

tising campaigns conducted in Canada. The Cadbury’s chocolate campaign (Fry- 

Cadbury Ltd.) was placed by Young & Rubicam, through Gould-Murray Ltd. (In Can- 

ada agencies do not place business directly with the outdoor plants, but through 

solicitors enfranchised by the Poster Advertising Assn. of Canada.) The Player's cig- 

aret posters (Imperial Tobacco Co.) were hand!+d by McKim Advertising Ltd., through 
Gould-Murray and Williims-Thomas Ltd. 


Ml 
Fase er 


ROCKETS FLYING—Completely Scotchlited highway bulletin for a local Oldsmobile 
dealer, erected along a highway outside Rochester, N. Y., by Rochester Poster Ad- 
vertising Co. 


Ps 
MAKE THE MOST of COLOR ... CONSULT_ 
a wv 


i 
ae for your furnishing ideas 


* 


—_ 


CONSISTENT USER—Palace Furniture Co., Clarksburg, W. Va., “has never missed 
a day on the boards in over 20 years,” reports Standard Advertising Corp., which 
carries painted bulletins for the store in both Clarksburg and Fairmont. The furni- 

ture company also uses five or six poster showings a year in addition to paint. 


‘These are no mechanical short-cuts to 
fine photoengraving. The quality of reproduction 
for national advertising depends upon making 
individual sets of plates . . . the hard way 
and the right way. . . to meet the printing 
requirements of each national publication. 
Among our prized testimonials are letters 
of appreciation from men who print some 


of America’s leading magazines. 


COLLINS, MILLER & HUTCHINGS, INC. 
207 NORTH MICHIGAN AVENUE + CHICAGO | 


Pranic inate Phat tug aning > lant 


WESTERN 


(Grocery and Drug Products) 


SALES 
OVERNIGHT 


Join Our 
Proved Low-Cost 
“BRANDS YOU KNOW” — 
Group-Couponing | 
Program For 
MARCH, 1953 } 


If your Western sales need a lift—if you want to improve the sales 
position of your product—if you want to expand your Western retail 
distribution ... here is a thoroughly proved group-couponing program — 
that will do the job for you at a minimum cost. You can coupon any or 
all of 10 key Western areas! 


Less than . PER COUPON 


Includes coupon printing, mailing and postage! 


Rates run from $7.50 (34¢ per coupon) to $12.00 per thou- 
sand, depending upon the number of participants sharing 
the costs. Every expense of coupon production and mail- 
ing is included in your one low cost—even postage! There 
are no other charges! 


eneee 


NEXT BIG MAILING IN MARCH, 1953 


70 million “BRANDS YOU KNOW” coupons were mailed to 4 million Western families 
during 1952. Here are a few of the leading manufacturers who participated. 


Albers Milling Co. Dr. Ross’ Pet Foods M. J.B. Coffee Co. 

B. T. Babbitt Co. Durkee Famous Foods Purex Corp. 

Best Foods Co. Fisher Flouring Mills Quaker Oats Co. 

The Borden Co. The Frito Co. Real Gold Citrus Products 
Colgate-Palmolive-Peet General Foods Corp. C. A. Swanson & Sons 
Corn Products Refining Co. Thomas J. Lipton, Inc. Wesson Oil & Snowdrift 


Write, wire or phone any Western Empire office for a sample kit of the “BRANDS 
YOU KNOW” Fall coupon mailings and for full details on areas, quantities, dates, 
costs, etc., of the coming March, 1953 mailing. 


“BRANDS YOU KNOW” 


a division of WESTERN EMPIRE Direct Advertising Co. 


(Formerly the Hecht-Arms Co.’ 


612 HOWARD ST., SAN FRANCISCO 5, CALIF., GARFIELD 1-8500 
CHICAGO HONOLULU 
DON McLEESE J. E. RANSBURG 
333 No. Michigan Ave., Chicago 1, II], 1009 Waimanu St., Honolulu 14, Hawaii 
CEntral 6-2733 Telephone 56354 


NEW YORK 
BEN B. VAIL 
141 East 44th St., New York 17,N.Y. 
MUrray Hill 7-463) 
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ROGER WARNER 
PHILADELPHIA, Dec 2— Roger 
Warner, 56, a former copywriter 


for N. W. Ayer & Son, died Nov. 
29 in Rutland Hospital, Rutland, 
Vt. 

A former resident of Wayne, Pa., 
Mr. Warner left Ayer in 1941 after 
20 years and joined the U.S. Air 


Force. After the war he moved to 
Vermont and turned to fiction 
writing 


679 NW. Wells St WHI 4.3451 
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G. W. Kleiser Dies; 
Spent 51 Years in 
Outdoor Advertising 


San Francisco, Dec. 2—George 
W. Kleiser, 78, co-founder of 
Foster & Kleiser Co., pioneer West 
Coast outdoor ad- 
vertising com- 
pany, died Nov. 
30 after a long 
illness. 

Born in Clover- 
dale, Calif., Mr. 
Kleiser attended 
the University of 
California and 
was graduated 
from Temple 
University dental 
school in 1897 
He practiced only a few years be- 
fore going into the outdoor busi- 
ness with the late Walter F. Fos- 
ter. The two men pooled their re- 
sources in 1901 and purchased the 
assets of an outdoor firm in Seat- 


George W. Kleiser 


NORTH CAROLINA 


NUMBER ONE STATE 


) 


NORTH 
CAROLINA'S 


Nae eet 


umber 


-, 


other station. 


North Carolina rates more firsts in 
recognized market surveys than any 
other Southern state. More North 
Carolinians, according to BMB 
study, listen to WPTF than to any 


IS THE SOUTH’S 


'Kleiser resigned at that time as 


| vertising Inc., national selling com- 
|pany formed in 1931 to develop 


Salesman | 


WETE 


50,000 WATTS - 680 KC. | 


NBC AFFILIATE FOR RALEIGH-DURHAM 


and EASTERN NORTH CAROLINA 
FREE & PETERS, National Representative 


RH. MASON, General Manager. GUS YOUNGSTEADT, Sales Manager 


4 


¥ 


| 


|of other industry leaders, the as- 
| sociation adopted a code of ethics 
_for members in 1926. Mr. Kleiser 


|bers of the board of directors of 


;tle for $75,000. Mr. Kleiser as- 
sumed the management of the 
company 
partner directed sales activities in 
| Seattle. 

Foster & Kleiser saw in the de- 
velopment of the automobile at 
the beginning of the century the 
opportunity for more and better 
outdoor advertising, and the busi- 
ness grew steadily. An expansion 
program started around 1910 
brought the company’s operations 
into more than 500 cities in Cali- 
fornia, Oregon, Washington and 
Arizona by 1920. 


® In 1910, Mr. Kleiser addressed a} 
meeting of the old Poster Adver- 
tising Assn. in Chicago, stressing 
the need for industry standardiza- | 
tion. Shortly thereafter, the associ- 
ation adopted the 24-sheet poster | 
size as its standard, and launched a | 
standardization program for its 
members. 

Mr. Kleiser was also an impor-)| 
tant figure in the establishment of | 
the Outdoor Advertising Assn. of | 
America, formed by the merger of | 
the Poster Advertising Assn. and| 
the old Outdoor Advertising ham. | 
As a result of his efforts and those 


was president of the association 
from 1930 to 1935 and a director 
thereafter. 

Foster & Kleiser’s main offices 
were moved to San Francisco in 
1915, and Mr. Kleiser became pres- 
ident of the company the following | 
year. He headed the company from 
that year until 1947 when he be- 
came chairman of the board. The 
company was purchased last Octo- 
ber by W. R. Grace & Sons, New 
York (AA, Oct. 20), and Mr. 


board chairman. 


@ Foster & Kleiser has been a 
major stockholder in Outdoor Ad- 


wider use of outdoor advertising 
for national advertisers. Both Mr. | 
Kleiser and Mr. Foster were mem- 


the organization from its begin- 
ning. | 

In 1933, Mr. Kleiser, as president 
of the Outdoor Advertising Assn. 
of America, took the initiative in 
forming the Traffic Audit Bureau 
to provide verified circulation fig- 
ures for outdoor advertising. He 
also served on the bureau's board 
from its inception. 

Also active in regional activities, 
Mr. Kleiser was a trustee of the 
Advertising Assn. of the West and 
a member of several business and | 
civic organizations on the West 
Coast. 


THOMAS WARNOCK 

MERIDEN, Conn., Dec. 2—Thomas 
H. Warnock, 89, editor of the 
Meriden Record, died Nov. 28. He 
was chairman of the board of di- 
rectors of the Record Co., which 
publishes the Record and Meriden 
Journal. 

Most of Mr. Warnock’s news- 
paper career was spent in close 
association with the late E. E. 
Smith, father of Wayne C. Smith, 
publisher of the two newspapers. 
The two men became partners in 
the Record Co. in 1899, Mr. War- 
nock as editor and Mr. Smith as 
publisher. After Mr. Smith’s death, 
Mr. Warnock became president of 
the company. In 1948, he was 
elected chairman of the board of | 
directors. 


GEORGE B. PEELER 

Taytor, Tex., Dec. 2—George | 
B. Peeler, 65, owner and publisher | 
of the Taylor Press and a past) 
president of the Texas Press Assn., | 
died here Nov. 21 after a long ill-| 
ness. 

Mr. Peeler started work for the 
Taylor paper in 1921, and bought | 
it four years later. | 


in Portland while his| 
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| LOUIS BOOCHEVER | Stamping Co. until 1932 when he 

| WASHINGTON, Dec. 2—Louis C./ became a partner in the Candee & 

Boochever, 62, national director | Lyman agency. He was a founder 

of public relations and public in-|of the Milwaukee Advertising 

formation for the American Na-| Club and the Direct Mail Adver- 

tional Red Cross, died of a cerebral | tising Assn. 

thrombosis at the Georgetown 

University Hospital Sunday night JOSEPH S. BATT 

after a short illness. St. Louis, Dec. 2—Joseph S. 
Onetime general manager in) Ratt 63, owner of Joseph S. Batt 

| charge of advertising and industri- | 4 avertising Agency, died Nov. 24 

_al relations for Manhattan Knit-| oor a jo ng illness 

| ting Mills, New York, Mr. Booch- | A motive of Chattanooga Mr 

ever subsequently joined Hill &| = y : 


Knowlton. He handled public re- 
lations for Consolidated Vultee 
Aircraft Corp. while with the pub- 
lic relations and advertising com- 
pany. 

In June, 1942, he joined Ameri- 
can Red Cross here as assistant 
director of public information. In 
1946 he served as an American 
delegate to the convention of the 
League of Red Cross Societies at 
Oxford, England. He was chairman 
of the public relations commission 


of the league. He was also a pres- | 


ident of the American College 
Publicity Assn. 


MICHAEL MAHONY 
New York, Dec. 2—Michael T.A. 


Mahony, 67, president of Mahony. 


& Roese, music and commercial 
lithographer, died of a heart at- 
tack at his home Sunday. 

A native of New York, Mr. Ma- 
hony had been in the lithography 
business here for 40 years. He was 
treasurer of National Music Print- 
ers & Allied Trades Assn., and 
president of Graphic Arts Anchor 
Club here. 


ALEXANDER CANDEE 
MiLwavkeeE, Dec. 2—Alexander 
Mitchell Candee, 81, retired Mil- 
waukee advertising man, died Nov. 
23. 
Mr. Candee was advertising 
manager of National Enameling & 


| Batt worked on the advertising 
| staff of the New York Times be- 
| fore moving to St. Louis to open 
his own agency. 


FAY N. SEATON 

MANHATTAN, KAN., Dec. 4—Fay 
N. Seaton, 70, editor and publisher 
of the Manhattan Mercury-Chroni- 
cle, died yesterday. 

Mr. Seaton was born in Cham- 
paign, Ill., and entered the news- 
paper business in 1915 in Manhat- 
tan. In the course of his career, he 
built up a group of newspapers and 
radio stations in Kansas, Nebraska, 
South Dakota and Wyoming. 


THEODORE FRIEDLANDER 

MILWAUKEE, Dec. 4—Theodore 
Friedlander Sr., 66, chairman of 
the board of Phoenix Hosiery Co., 
| died yesterday of a heart ailment. 
Mr. Friedlander joined the hosiery 
manufacturer in 1935 as v.p. and 
general manager, becoming presi- 
|dent in 1948. 


| 

'D. EDWARD LONG 

| CHAMBERSBURG, Pa., Dec. 3—D. 

| Edward Long, 80, president of 
Public Opinion Co., publisher of 
the Chambersburg Public Opinion, 
died yesterday at his home here. 

In 1912 he and a group of busi- 
| ness men bought the Public Opin- 
| ton. 


You'll find them reading 
American Aviation along 
with men in production, 
maintenance, operations, 
and management because it 
keeps them informed about 
their own industry. 


ABC circulation June 30, 1952 
17,244 
Up 44.2% first 6 months 


Advertising UP 164 addi- 
tional pages thus far in 1952 


amen, © 


Wayne W. Parrish, Editor and Publisher 


* Daily + Bi-weekly 

* Monthly Airline Guide 

* Semi-Annual Directory 

* Daily Traffic News 
1025 Vermont Ave., N.W., Washington, D.C. 


Le Guardia Airport, New York City 
Phone: ILlineis 7-4100 
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‘Atlantic’ Hits 
AMA ‘Journal’ 
for Refusing Ad 


Boston, Dec. 2—Atlantic Month- 
ly Co. here has charged the Jour- 
nal of the American Medical Assn. 
with violating “the principle of 
free speech” in refusing to accept 
an Atlantic ad. 

The Atlantic sought to place a 
small ad headlined “Are the 
American People Getting Ade- 
quate Medical Care?” It continued: 
“Read ‘The Best Medicine for the 
Patient’ by James Howard Means, 
M.D.” 

Dr. Means is no stranger to the 
AMA. He recently resigned from 
the association in protest against 
the group’s assessment of West 
Coast members to finance a fight 
against medical welfare legisla- 
tion. 


® The AMA requested a galley of 
the article in The Atlantic after 
receiving the order. In the letter 
refusing the ad, Thomas Gardiner, 
Journal business manager, char- 
acterized the article as “unsuit- 
able for readers of the Journai.” 

D. B. Snyder, publisher of The 
Atlantic, told ADVERTISING AGE 
that the refusal was based on “an 
iron curtain premise.” He berated 
the “paternalistic” program of the 
Journal “to shield readers from 
what the editor or publisher don’t 
agree with.” 

As he sees it, the incident raised 
“the question of a public carrier 
refusing to accept an advertise- 
ment for a magazine article writ- 
ten by a man of considerable pro- 
fessional standing.” 

He declared that any first class 
publication, including The Atlantic, 
will accept articles, let alone ads, 
for causes it does not support. 


8 An AMA spokesman said the ar- 
ticle is “misleading and, in some 
places, untruthful.” He added that 
the AMA advertising committee 
considered the piece “a_ thinly 
veiled plug for the principles of 
socialized medicine which the pro- 
fession and the public generally 
have repudiated. The AMA's ac- 
tion has nothing to do with the 
constitutional guarantee of free 
speech.” 

Mr. Snyder countered that the 
article “does not plump for so- 
cialized medicine but points up, in 
a realistic way, the dilemma of a 
big section of the population” not 
receiving adequate medical care. 

He told AA that, having brought 
the Journal’s refusal to the pub- 
lic’s attention, “we will not pursue 
it beyond this point.” To his 
knowledge, Mr. Snyder added, the 
AMA’s reason for turning down 
the ad makes the case unique in 
advertising history. 
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SIMPLY BLATZ—New Blatz bulletin in Milwaukee, produced by Cream City Outdoor 
Advertising Co., which is also scheduled for other high-spot locations in that terri- 
tory. It was designed by Wm. H. Weintraub Co., Blatz agency. The colored triangle 
embracing the Blatz logotype projects from the left in green and from the base in 
red, with the borders indirectly illuminated. The triangle itself is 13’ high. 


Simon Leaves Mactadden 

Irving B. Simon has resigned 
as production manager of Macfad- 
den Publications Inc., effective 
Jan. 1. Mr. Simon supervised the 
planning of all the Macfadden 
magazines and was responsible for 
procurement of paper as well as 
printing and associated services. 
He plans to establish himself as 
a graphic arts consultant and pro- 
duction counselor. 


‘Seventeen’ Names Green 

Paula Green, formerly with 
Grey Advertising Agency, has 
joined Seventeen’s sales promotion 
department. 


Venus Names New Agency 
Venus Pencil Co. Ltd., Toronto, 

has named Muter, Culiner, Frank- 

furter & Gould to handle its ad- 


| vertising, effective January, 1953. 


Promotes Alden Taylor 

Alden M. Taylor has been pro- 
moted to public relations director 
of Phoenix-Connecticut Group of 
Insurance Companies, Harttord. 
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He has been with the organization 
since November, 1950. Prior to 
joining Phoenix-Connecticut, Mr. 
Taylor was with the New York 
Herald Tribune. 
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MORE LOCAL 
GROCERY LINAGE 


Only the Courier delivers lowo’s richest Agricultural and Manufac- 


turing area. Contact our 
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( Payment enclosed C) Bill me [Bill my firm 
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Firm. 


cease 


EVOL WER. Crean 


sylvania: WCDL, Carbondale; WHYL, Car-' 


lisle; WLEV-AM-FM, Erie; 
FM, Lancaster; WDAS, 
WEEU-TV, Reading. Tennessee 
Maryville; WOKE, Oak Ridge Texas 
KDUB-TV. Lubbock; KTER, Terrell; 
WFAA, Dallas. Hawaii: KONA-TV, Hono- 
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Philadelphia; 
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SA SOOO Nabi ROS IN 


; ae San Antonio retailer planned to 


advertise his new Mignon 


green shoe in the 


San Antonio Express, using a second color to 


match the exact shade of the shoe. 

The Express air-mailed one of the shoes to 
Huber’s East St. Louis plant asking for a per- 
fect match. The shoe arrived Monday; the dead- 
line was Friday—a thousand miles away. 

Huber made the match within a few hours, 
mixed it, then air-freighted 50 pounds to Texas 
the next day. It arrived two and a half days ahead 


of schedule. When Friday's 


issue came off the 


press, both publisher and advertiser were highly 


pleased with the results. 


An unusual case? Perhaps. 


It isn’t every morn- 


ing we find a Mignon green shoe in our mail. 
But it is typical of the service you can get from 
Huber’s strategically-located plants, whether you 
use news or other types of inks. 
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ROGER WARNER 

PHILADELPHIA, Dec. 2—Roger 
Warner, 56, a former copywriter 
for N. W. Ayer & Son, died Nov. 
29 in Rutland Hospital, Rutland, 
Vt. 

A former resident of Wayne, Pa., 
Mr. Warner left Ayer ir 1941 after 


Ba.) 20 years and joined the U.S. Air 
55 Force. After the war he moved to 
ee _ Vermont and turned to fiction 


a writing. 


George W. Kleiser 


;tle for $75,000. Mr. Kleiser as-| 
|sumed the management of the) 


G. W. Kleiser Dies; 
company in Portland while his 


Spent 51 Years = partner directed sales activities in 
Outdoor Advertising ‘***"«. 


Foster & Kleiser saw in the de- 
San Francisco, Dec. 2—George velopment of the automobile at 
Ww Kleiser, 78, co-founder of | the beginning of the century the 
Foster & Kleiser Co., pioneer West opportunity for more and better 
Coast outdoor ad- outdoor advertising, and the busi- 
vertising COM- ness grew steadily. An expansion | 
pany, died Nov.| program started around 1910! 
30 after a long) brought the company’s operations 
illness. e into more than 500 cities in Cali- 
Born in Clover- fornia, Oregon, Washington and 
dale, Calif., Mr.) arizona by 1920. 
Kleiser attended 
the University of 
California and 
was graduated 
from Temple 
University dental 
school in 1897. 


® In 1910, Mr. Kleiser addressed ay 
| meeting of the old Poster enc leh 
| tising Assn. in Chicago, stressing 
the need for industry standardiza- 
tion. Shortly thereafter, the associ- | 
ation adopted the 24-sheet poster | 
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LOUIS BOOCHEVER | Stamping Co. until 1932 when he 
WASHINGTON, Dec. 2—Louis C.| became a partner in the Candee & 

Boochever, 62, national director| Lyman agency. He was a founder 

of public relations and public in- | of the Milwaukee Advertising 

formation for the American Na-| Club and the Direct Mail Adver- 

tional Red Cross, died of a cerebral | tising Assn. 

thrombosis at the Georgetown) 

University Hospital Sunday night JOSEPH S. BATT 

after a short illness. | Sr. Louis, Dec. 2—Joseph S. 
Onetime general manager in| 524+ 63 owner of Joseph S. Batt 

charge of advertising and industri- | Advertisin, g Agency, died Nov. 24 

al relations for Manhattan Knit-| 5 tter a long illness. , 

ting Mills, New York, Mr. Booch-| A native of Chattanooga, Mr. 

ever subsequently joined Hill & | Batt worked on the advertising 

Knowlton. He handled public re-| staff of the New York Times be- 


lations for Consolidated Vultee) ; 

: n 
Aircraft Corp. while with the pub- ~xpergnen im St. Louis to ope 
lic relations and advertising com- . 


pany. 
In June, 1942, he joined Ameri- | FAY N. SEATON 
can Red Cross here as assistant MANHATTAN, KAn., Dec. 4—Fay 


director of public information. In| N. Seaton, 70, editor and publisher 
1946 he served as an American | of the Manhattan Mercury-Chroni- 


He practiced only a few years be- 
fore going into the outdoor busi- 
ness with the late Walter F. Fos- 
ter. The two men pooled their re- 
sources in 1901 and purchased the 
assets of an outdoor firm in Seat- 


a, 
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size as its standard, and launched a | d¢legate to the convention of the 
standardization program for its| League of Red Cross Societies at 
members. Oxford, England. He was chairman 
Mr. Kleiser was also an impor-| of the public relations commission 
tant figure in the establishment of | tong ) aes ag tency Callege 
the Outdoor Advertising Assn. of | Publicity Assn 

America, formed by the merger of | : 
the Poster Advertising Assn. and} 


| cle, died yesterday. 

Mr. Seaton was born in Cham- 
paign, Ill., and entered the news- 
| paper business in 1915 in Manhat- 
| tan. In the course of his career, he 
| built up a group of newspapers and 
radio stations in Kansas, Nebraska, 
South Dakota and Wyoming. 
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North Carolina rates more firsts in 
recognized market surveys than any 
other Southern state. More North 
Carolinians, according to BMB 
study, listen to WPTF than to any 


other station. 
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Salesman 


' the old Outdoor Advertising Assn. 
| As a result of his efforts and those | 
|of other industry leaders, the as- 
| sociation adopted a code of ethics 
for members in 1926. Mr. Kleiser 
|was president of the association 
from 1930 to 1935 and a director 
thereafter. 

Foster & Kleiser’s main offices 
were moved to San Francisco in 
1915, and Mr. Kleiser became pres- | 
ident of the company the following 
year. He headed the company from 
that year until 1947 when he be- 
came chairman of the board. The 
company was purchased last Octo- 
ber by W. R. Grace & Sons, New 
York (AA, Oct. 20), and Mr. 

'Kleiser resigned at that time as 
board chairman. 


IS THE SOUTH’S 


| MICHAEL MAHONY 


New York, Dec. 2—Michael T.A. THE RE FRIEDLANDER 
Mahony, 67, president of Mahony | ODO 


& Roese, music and commercial 
lithographer, died of a heart at- 
| tack at his home Sunday. 

A native of New York, Mr. Ma- 
|hony had been in the lithography 
business here for 40 years. He was 
treasurer of National Music Print- 


MILWAUKEE, Dec. 4—Theodore 
Friedlander Sr., 66, chairman of 
| the board of Phoenix Hosiery Co., 
| died yesterday of a heart ailment. 
| Mr. Friedlander joined the hosiery 
|manufacturer in 1935 as v.p. and 
| general manager, becoming presi- 
{dent in 1948. 


ers & Allied Trades Assn., and 


president of Graphic Arts Anchor | 
Club here. 'D. EDWARD LONG 


| CHAMBERSBURG, Pa., Dec. 3—D. 

ALEXANDER CANDEE |Edward Long, 80, president of 
MILWAUKEE, Dec. 2—Alexander | Public Opinion Co., publisher of 
Mitchell Candee, 81, retired Mil-| the Chambersburg Public Opinion, 
waukee advertising man, died Nov. | died yesterday at his home here. 
23. In 1912 he and a group of busi- 
Mr. Candee was advertising | ness men bought the Public Opin- 


manager of National Enameling & | ion. 


® Foster & Kleiser has been a 
major stockholder in Outdoor Ad- 
| vertising Inc., national selling com- 
'pany formed in 1931 to develop 
wider use of outdoor advertising 
for national advertisers. Both Mr. | 
| Kleiser and Mr. Foster were mem- 
|bers of the board of directors of 
the organization from its begin- 
ning. 
In 1933, Mr. Kleiser, as president 
of the Outdoor Advertising Assn. 
of America, took the initiative in 
forming the Traffic Audit Bureau 
| to provide verified circulation fig- 
}ures for outdoor advertising. He 
also served on the bureau’s board 
| from its inception. 


| Also active in regional activities, 
also 
WPTF 
FM 


Mr. Kleiser was a trustee of the} 
50,000 WATTS - 680 KC. | 


Advertising Assn. of the West and/| 
a member of several business and 
civic organizations on the West 
Coast. 


THOMAS WARNOCK 

MERIDEN, Conn., Dec. 2—Thomas 
H. Warnock, 89, editor of the 
Meriden Record, died Nov. 28. He 
was chairman of the board of di- 
rectors of the Record Co., which 
publishes the Record and Meriden 
Journal. 

Most of Mr. Warnock’s news- 
paper career was spent in close 
association with the late E. E. 
Smith, father of Wayne C. Smith, 
publisher of the two newspapers. 
The two men became partners in 
the Record Co. in 1899, Mr. War- 
nock as editor and Mr. Smith as 
publisher. After Mr. Smith’s death, | 
© Mr. Warnock became president of 


RALEIGH-DURHAM ec3 ehatrman of the board of 
NORTH CAROLINA | 


in 


directors. 


GEORGE B. PEELER 
| Taytor, Tex., Dec. 2—George| 
B. Peeler, 65, owner and publisher | 
of the Taylor Press and a past 
president of the Texas Press Assn., 
died here Nov. 21 after a long ill-| 

ness. 


it four years later. 


Mr. Peeler started work for the ay Oo ‘ 
Taylor paper in 1921, and bought 
' 
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‘Atlantic’ Hits 
AMA ‘Journal’ 
for Refusing Ad 


Boston, Dec. 2—Atlantic Month- 
ly Co. here has charged the Jour- 
nal of the American Medical Assn. 
with violating “the principle of 
free speech” in refusing to accept 
an Atlantic ad. 

The Atlantic sought to place a 
small ad headlined “Are the 
American People Getting Ade- 
quate Medical Care?” It continued: 
“Read ‘The Best Medicine for the 
Patient’ by James Howard Means, 
M.D.” 

Dr. Means is no stranger to the 
AMA. He recently resigned from 
the association in protest against 
the group’s assessment of West 
Coast members to finance a fight 
against medical welfare legisla- 
tion. 


® The AMA requested a galley of 
the article in The Atlantic after 
receiving the order. In the letter 
refusing the ad, Thomas Gardiner, 
Journal business manager, char- 
acterized the article as “unsuit- 
able for readers of the Journal.” 

D. B. Snyder, publisher of The 
Atlantic, told ADVERTISING AGE 
that the refusal was based on “an 
iron curtain premise.” He berated 
the “paternalistic” program of the 
Journal “to shield readers from 
what the editor or publisher don’t 
agree with.” 

As he sees it, the incident raised 
“the question of a public carrier 
refusing to accept an advertise- 
ment for a magazine article writ- 
ten by a man of considerable pro- 
fessional standing.” 

He declared that any first class 
publication, including The Atlantic, 
will accept articles, let alone ads, 
for causes it does not support. 


8 An AMA spokesman said the ar- 
ticle is “misleading and, in some 
places, untruthful.” He added that 
the AMA advertising committee 
considered the piece “a_ thinly 
veiled plug for the principles of 
socialized medicine which the pro- 
fession and the public generally 
have repudiated. The AMA's ac- 
tion has nothing to do with the 
constitutional guarantee of free 
speech.” 

Mr. Snyder countered that the 
article “does not plump for so- 
cialized medicine but points up, in 
a realistic way, the dilemma of a 
big section of the population” not 
receiving adequate medical care. 

He told AA that, having brought 
the Journal’s refusal to the pub- 
lic’s attention, “we will not pursue 
it beyond this point.” To his 
knowledge, Mr. Snyder added, the 
AMA's reason for turning down 
the ad makes the case unique in 
advertising history. 


31 Radio, Six Television 
Stations Join NARTB 

Thirty-seven broadcast stations 
-—31 radio and six television— 
have become members of the Na- 
tional Assn. of Radio & Television 
Broadcasters. Fourteen states and 
Hawaii are represented. The new 
members are: 

Alabama: WHOS-AM-FM and WMSL, 
Decatur; WERA, Fort Payne; WGSV, 
Guntersville, and WLAY, Muscle Shoals 
California: KBOX, Modesto; KGST, Fres- 
no; KIBE, Palo Alto; KPOL, Los An- 
geles, and KVSM. San Mateo, Colorado; 
KFEL-TV, Denver. Florida: WFEC, Mi- 
ami; WGGG, Gainesville; WJBS, Deland; 
WROD, Daytona Beach; WSPB, Sarasota; 
WTAL, Tallahassee, and WTAN, Clear- 


water. Georgia: WGST-AM-FM, Atlanta. 
Indiana: WANE, Fort Wayne. Iowa: 
KFMA, Davenport. Massachusetts: 


WWLP-TV, Springfield. North Carolina: 
WTSB, Lumberton. New York: WCHN, 
Norwich. Ohio: WAKR-TV, Akron. Penn- 
sylvania: WCDL, Carbondale; WHYL, Car- 
lisle; WLEV-AM-FM, Erie; WLAN-AM- 
FM, Lancaster; WDAS, Philadelphia; 
WEEU-TV, Reading. Tennessee: WCAP, 
Maryville; WOKE, Oak Ridge Ter is 
KDUB-TV, Lubbock; KTER, Terrell; 
WFAA, Dallas. Hawaii: KONA-TV, Hono- 


lulu 
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SIMPLY BLATZ—New Blatz bulletin in Milwaukee, produced by Cream City Outdoor 
Advertising Co., which is also scheduled for other high-spot locations in that terri- 
tory. It was designed by Wm. H. Weintraub Co., Blatz agency. The colored triangle 
embracing the Blatz logotype projects from the left in green and from the base in 
red, with the borders indirectly illuminated. The triangle itself is 13’ high. 


Simon Leaves Mactadden 

Irving B. Simon has resigned 
as production manager of Macfad- 
den Publications Inc., effective 
Jan. 1. Mr. Simon supervised the 
planning of all the Macfadden 
magazines and was responsible for 
procurement of paper as well as 
printing and associated services. 
He plans to establish himself as 
a graphic arts consultant and pro- 
duction counselor. 


| ‘Seventeen’ Names Green 

Paula Green, formerly with 
Grey Advertising Agency, has 
joined Seventeen’s sales promotion 
department. 


Venus Names New Agency 
Venus Pencil Co. Ltd., Toronto, 
has named Muter, Culiner, Frank- 
furter & Gould to handle its ad- 
| vertising, effective January, 1953. 


He has been with the organization 
since November, 1950. Prior to 
joining Phoenix-Connecticut, Mr. 
Taylor was with the New York 
Herald Tribune. 


Promotes Alden Taylor 

Alden M. Taylor has been pro- 
moted to public relations director 
of Phoenix-Connecticut Group of 
Insurance Companies, Harttord. 
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WATERLOO Siaae carried 
DAILY MORE LOCAL 
—_—E GROCERY LINAGE 


Only the Courier delivers lowo’s richest Agricultural and Monufoc- 


turing area. Contact our national rep or write today 


aterloo Daily Conrier 


WATERLOO, IOWA 


Story, Brooks & Finley Notonol Adverts 


ng Representorves 


J. 


INK PLANTS: Bayonne, N. 
Brooklyn, N. 


M. HUBER CORPORATION 
INK DIVISION 
Borger, Texas ° 

East St. Lovis, III. . 


Boston, Moss. 
McCook, Ill. 


J. . 
¥%. » 


INK SALES OFFICES: Boston, Brooklyn, Chicago, New York, Eost St. Louis, Il. 


HUBER PRODUCTS IN USE SINCE 1780 
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, San Antonio retailer planned to 
advertise his new Mignon green shoe in the 5 
San Antonio Express, using a second color to a 


match the exact shade of the shoe. 

The Express air-mailed one of the shoes to s 
Huber's East St. Louis plant asking for a per- 
fect match. The shoe arrived Monday; the dead- 
line was Friday—a thousand miles away. 

Huber made the match within a few hours, 
mixed it, then air-freighted 50 pounds to Texas 
the next day. It arrived two and a half days ahead 
of schedule. When Friday's issue came off the 
press, both publisher and advertiser were highly 
pleased with the results. 

An unusual case? Perhaps. It isn't every morn- 
ing we find a Mignon green shoe in our mail. 
But it is typical of the service you can get from 
Huber’s strategically-located plants, whether you 
use news or other types of inks. 
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DCS&S Boosts Winchester 

Doherty, Clifford, Steers & 
Shenfield, New York, has pro- 
moted Charles A. Winchester of 
the research department to ac- 
count executive in the Bristol- 
Mvers unit 


Howard Sands Joins B&B 

Howard E. Sands Jr., formerly 
with Charles Dallas Reach Co., 
has joined Benton & Bowles, New 
York, to handle special projects 
in the media department 


Let Agency Share 
in Naming Brand, 
Northrup Suggests 


MILWAUKEE, Dec. 2—Lerry R. 
Northrup, v.p. of Erwin, Wasey 
& Co., told a group of patent law- 
yers here last week that they 
ought to consult with admen when 
preparing trademarks for products. 

Selection of brand names should 
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mm EN GLAND: By Senate Labor eri 


A concentrated market of more 
than half million buyers in 33 rep- 
resentative communities 
buying habits of all New England. 


typical in 


Ge ier Weakens Lnanct 


erals 


| be the joint responsibility of the 
| manufacturer, his agency and his 
trademark attorney, the Chicago 
agency man told the Milwaukee 
| Patent Law Assn. 

Mr. Northrup said that in his 35 
years in the agency field only 
| twice had he known a client to 
| consult its agency “at the very 
start” in choosing a brand name. 
| Usually, he pointed out, the client 
|asks the agency to prepare copy | 
about a product already given a 
name. 


|@ The ever-increasing tempo of 
| advertising, particularly of tele- 
| vision, he said, demands that} 
brand names act quickly on the | 
consumer. 

“No matter how many stations 
can be tuned in by a TV owner, 
all he can listen to is one at a 
| time,” Mr. Northrup said. “With | 
a magazine or newspaper, he can | 
flip the pages and scan ad i 
ad. Or he can lay the paper aside 
and go back later, to start in where 
he left off. 

“But with television, as with 
radio, it's now or never. ..Adver- 
tising must be quick and compell- 
ing. Labels and packages must 
stand out. Slogans must be readily 
grasped.” 


Louisiana Woos Tourists 
Louisiana has begun promotion 
in national publications to ac- 
quaint tourists with the state’s 
year-round attractions. Rather 
than featuring any one city or spot, 
the objective will be to promote 
the state as a whole. There will 
be a monthly publication of events 
taking place the following month, 
thus enabling tourists to make 
advance plans. 


Marx to Pacific National 
Charles Marx, previously with 
the Times, San Mateo, Cal., has 
joined the production department 
of the Portland office of Pacific 
National Advertising Agency. 


Achievement in merchandising and promotion that builds extra 
value for the advertiser! Art Stadler, Omaha Branch Manager 
for Pillsbury Mills, Inc., congratulates KFAB's Promotion Director 
Don Shoemaker for one of the outstanding iobs of merchandis 
ing in connection with the company's advertising. In commend 


ing Shoemaker, Stadler stated: 


"This is the type of cooperation 


ond support that keeps Pillsbury sold on radio as one of our 


most effective advertising mediums. 


A Free & Peters “Colone! 


will be glad to tell you more about the achievement station— 
or write General Manager Harry Burke. 
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DELAWARE VALLEVUS A. 


THE WORLD'S GREATEST INDUSTRIAL AREA 


DELAWARE VALLEY, U. S. A.—The Philad 


oie 
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lelphia Inquirer, through Benjamin Eshle- 


man Co., is using black lighted spectaculars like this at “high points” in Philadelphia 


U.S.A.” 


e Valley, 


as part of a drive boosting the industrial develop of Del 


SPECIAL FOR HAVANA-—Tiffin Art Metal 


Co., which produces poster panels and 


paint panels for the outdoor advertising field, produced this special 24-sheet frame 
with all aluminum facing for Anuncios Rex, Havana. Although the panel is 24- 


sheet size, paper is not posted in Cuba, 


and each panel is individually painted. 
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35 YEARS OF 5 
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ARKANSAS MAID sano 


PUSH FOR FRANKS—One of two animated bulletins on the plant of John P. Baird, 
Little Rock, Ark., for Little Rock Packing Co. The display was developed by Brooks- 


Pollard Co., 


the packing company’s agency. 


North Carolina's Pace-Setting City! 


Raleigh is the BIG Wholesale 
and Retail Trade Center of the 
33 county “Golden Belt of the 
South” . a 
prosperous area that accounts 
for practically ONE THIRD of 


tremendously 


North Carolina's general trade 


activity 


News and 
Doser 


RALEIGH, N. C. 


Per Family inc...........$6711 
Ist in N.C. 


Autom. Sales ......$24,593,000 
2nd in N.C. 

Drug Sales .........$3,740,000 
2nd in N.C. 

Retail Sales ..... .$112,621,000 

3rd in N.C. 


H-F-R Sales ........$7,274,000 
ard in N.C. 


The-Kealaig ha =) (SM Survey 5/10/52) 


Seil Raleigh . . . PLUS Eastern N. C. 
. with The News and Observer, 
the ONLY Morning-and-Sunday 
newspaper published in 33 county 
Golden Belt. 
115,194 Morning 
121,885 Sunday 


(Publisher's Statement to ABC, 9 30 52) 


Rep: The Branham Compeny 
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| AMOCO CAR 
MARYLAND 
BY A BIG MAJORITY 


1952 


—— 


RIES 


POST-ELECTION POSTER—On the day after the election this American Oil Co. 


poster appeared in all major Amoco markets along the eastern seaboard. 


The 


state name was changed to fit each of the 19 states in which the poster appeared. 


The outdoor sign was in 


ddition to the 


y's regular 24-sheet coverage. Jo- 


Pp 


seph Katz Co., Baltimore, is the agency. 


You Ought fo Know . . . B.L.Jones Ir. 


When the Southern Newspaper 


Publishers Assn. met at the Green-| 


brier in White Sulphur Springs 


late last month, it elected 43-year-_. 
old Richard L. Jones Jr. as its 1953 


president. 
Mr. Jones, 
Newspaper Printing Corp., pub- 
lishing agent for 
the Tulsa World 
and Tribune, and 
general man- 


A 


une, 
planted New 
Yorker. He was 
born in Nyack, 
but his family 
hopped to Wis- 


Jones Sr. quit as 
associate editor of 


R. L. Jones Jr. 


Collier’s 


State Journal. Then, in 1919, the 


elder Mr. Jones sold the paper and 


moved the family to Tulsa. 


s But young Jones returned to 
Wisconsin to study political science 
and English. He graduated from 
the University of Wisconsin in 
1932. He knew all along his life’s 


work would be in journalism, but) 


his dad had decided against a col- 
lege education in journalism in 
favor of a wider background. 


Richard Jr. joined the display , 


advertising department of the Tul- 
sa Tribune—still published by his 
father—right after he got his 
sheepskin. Three years later he be- 


came assistant to the publisher and | 


subsequently was named business 
manager. When Newspaper Print- 
ing Corp. was formed he was 
moved over there in a similar ca- 


pacity. Two years ago he was) 


named president. 


s During the war Mr. Jones was a 
Navy officer, serving aboard an 
ammunition carrier. He used his 
G.I. bill of rights to learn how to 
fly. Today he uses a Navion-260, 
“70% for business and 30% for 
pleasure.” The Tribune owns the 
four-seater, which is also used by 
his brother Jenkin and the news- 
paper’s head photographer. The 
Tribune carries lots of aerial pho- 
tos. 

A fishing enthusiast, Mr. Jones 
has “never turned down a salmon 
fishing bid from a paper mill.” 
Two of the most enjoyable salmon 
sessions he’s had were on the Gulf 
of St. Lawrence and in Newfound- 
land. 


s Mr. Jones expects his tenure as 
SNPA chief will be “a calm ad- 
ministration.” He thinks “the pri- 
mary thing during the year will be 
to help the Bowater Paper Co. with 
the construction of its newsprint 
mill,” which is expected to start 
operating in March, 1954. 

He will also concentrate on “the 


general development of the press > 


in the South” and will get into 
comparative cost studies for south- 
ern newspapers. 

“Newspapers,” he thinks, “are 
just like any other business. They 


have to be well run and attended.” 

He is married and the father of 
two children, a 17-year-old boy 
and a girl, 11. 


Sala Joins Dad's Root Beer 


Walter Sala has joined Dad's 
Root Beer Co., Chicago, as na- 
tional advertising manager. Mr. 
Sala formerly was a partner in 
Consumer Contact Service, Chi- 
cago, merchandising and research 
consultant, now defunct. In his 


new post, Mr. Sala will coordinate | 


advertising, merchandising and 
promotional activities between 
parent company and the bottlers. 
He also will organize a more ef- 
fective cooperative ad campaign. 


Long Leaves Al Paul Lefton 
Donald H. Long has severed his 
connection with Al Paul Lefton 
Co., Philadelphia. Beginning Jan. 
1, Mr. Long will beceme’ western 
representative for Pennsylvania 


| Optical Co., Reading, Pa., with of- 


fices in the San Francisco area. 


Searcy Moves, Boosts One 

Searcy Advertising Agency, 
Portland, Ore., has moved to 401 
Central Bldg. Leonard Forsgren, 
an account executive for the past 
three years, has been promoted to 
a v.p. 


| Names Halsted & Van Vechten 

A. J. Van Dugteren & Sons, New 
York, has appointed Halsted & Van 
Vechten, Red Bank, N. J., to han- 
dle consumer and trade advertis- 
ing for its Leerdam glass and 
Meeuws pewter. 


Appoints Elmer Ayer Agency 
Davidson Mfg. Co., Los Angeles 
maker of photographic and optical 
equipment, has named Elmer W 
Ayer Advertising, Hollywood, to 
handle its advertising. Trade and 
consumer advertising is planned. 
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hn IN EFFECTIVE 
BUYING INCOME per CAPITA 


among Sales Management's 
162 Metropolitan Areas 


* 

j These newspapers are pans that 
the “Quad-City area has moved 3 
steps ahead to llth place in the 
effective buying income category. 
Fey reat depth of quality among 

40,500 Quad-Citians is a 
romise of success 
ner ser who has quality mer- 
chandise to sell and does it wisely 
through The Argus and The Dispatch 
—the newspapers that cover 3 of 
the 4 Quad-Cities. 


The MOLINE Diseated 
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to buy the Wisconsin 


Studies Show: 


TI 


A REPEATED ADVERTISEMENT IS SEEN AND READ 
BY AS MANY READERS AS IT ORIGINALLY ATTRACTED 


From the standpoint of visibility and 
readership—and certainly produc- 
tion costs—it will pay you to repeat 
one of your good advertisements. 


each publication 


RESULT: 


Thorough studies prove this. So does 


the fact that more and more adver- 
tisers are adopting this practice. 
Here are the results of one such study. 


PROJECTS To determine the rela- 
tive effectiveness of using identical 
advertising copy over and over again 
in different repeat patterns in the 


same publication. | 


PROCEDURE: Thirteen surveys, 
each averaging 220 completed field 
interviews among a total of 2,865 
readers of two leading business mag- 
azines. Rating figures were devel- 


McGRAW-HILL PUBLISHING COMPANY, INC. 


@ 330 WEST 42nd STREET, NEW YORK 18, N.Y. 


oped for all of the advertisements in 


true observation and readership. 


to determine their 


CONCLUSION: When an adver- 
tisement is repeated, it attracts as 
many “new” 


readers as it did when 


it originally appeared. 


GENERAL 
REPEATING AN 


People who saw 

ond read original 

insertion 
- 
100% 


First 
REPEAT 


ORIGINAL 
INSERTION 


EFFECT OF 
ADVERTISEMENT 


Readers who recall 


ness... 


SECOND 
REPEAT 


THIRD 
REPEAT 


Hill man. 


wea? 


f ay 


* * 


Other evidence (and more informa- 
tion on the above study) are avail- 
able through our Research Depart- 
ment’s Laboratory of Advertising 
Performance. If you have questions 
regarding color, position, size of ad- 
vertisements, advertising effective- 
. or want facts regarding busi- 
ness paper advertising, we may have 
the results of some specific study 
that will help you. Ask your McGraw- 
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More young married women read the COMPANION than 
any of the other major women’s service magazines*. Bob 
Hussey of Foote, Cone & Belding, Chicago, is impressed 
with the importance of this fact for advertisers seeking the 
eager-to-buy young market. 


Chuck Smith, COMPANION representative, shows reasons 
for such a great appeal to youth. The COMPANION is 
edited from a youthful point of view. Budget-minded food 


-— ” hyo PT a ell eemadinatnin dni: acmerans ~4 


COMPANION ATTRACTS YOUNGER HOMEMAKERS 


“Significant for Advertisers” says Bob Hussey, F.,C.&B. Media Director 


pages, young good looks features, vital public service 
articles, the whole young editorial approach—give young 
women the information they want and need. It’s only 
natural that they should flock to buy the COMPANION and 
COMPANION-advertised products. 


* According to a survey by Stewart, Dougall & Asso- 
ciates, an independent research organization. 


() MPANION 


CURRENT CIRCULATION OVER 4,250,000 


THE CROWELL-COLLIER PUBLISHING COMPANY—PUBLISHERS OF COLLIER'’S, THE AMERICAN MAGAZINE, WOMAN'S HOME COMPANION 
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How Hard Should Drug Manufacturers 


One of the most perplexing problems 
now facing drug manufacturers is how 
rapidly to push food store distribution. 

An increasing number of drug items 
have been working their way into food 
stores, and the success these items have 
found is a tremendous incentive to the 
manufacturer. On the other hand, drug 
store operators are increasingly restive, 
and if the opposition crystallizes, manu- 
facturers would be faced with a dilemma 
of serious proportions. 

Behind this immediate concern is the 
rapidly shifting pattern of distribution. 


Importance of 


Various Outlets 
Dollar Volume - U.S. Total - 1§* Q 1952 


Denti: Sham Hand Chest Home Razor 
free poo Prep Rub* Perm Blades 


VOLUME—Here is summarized the trend for 
six typical drug products for the first 
quarter of 1952. Note the strong hold of 
drug stores in chest rubs and home per- 
manents, as compared to dentifrices. 


Relative Importance 
of Various Outlets 


Average Dollars per Store* 
DENTIFRICES 


4104 413 


tiz 
ChDruq Ino.Drug Chfood ind Food Variety 


Share of Mkt. 12% n% 20% 0% u% 
All Other (Dept, Howse teHouse , Moi! Order) 9% 

® Jevfeh National Comamer Pore! 
SALES—Relatively, a chain drug store will 
do more than twice the dentifrice volume 
of a chain food store, but since there are 
fewer of them, the chain drug stores ac- 
count for only 12% of dentifrice dollars 
vs. 20% for the chain food stores. 


Push Food Store Distribution? 


Most marketing men are aware that dis- 
tribution has been altered radically dur- 
ing the postwar period—after the frozen 
period of the war and the relatively 
stable marketing patterns of the ’30s. 


@ Some of the best evidence of this 
change, and particularly its effect on the 
drug field, is mirrored in the reports 
of the Market Research Corp. of America 
(formerly Industrial Surveys). 

These reports, summarized in the charts 
which accompany this article, show the 
invasion of the food stores into the drug 


Food Store Distribution 


Selected Personal Care Products -Feb. 952 


% Stores % 
Facial Tiss 3% 


Son Napkins 85 

Razor Blades 85 

Dentifrices 2 

Shampoos 7% 

Hand Lotions 67 

Alkalizers 67 

Shaving 66 

‘Yar Prep SAMURAI 

——__, XXX = 

TS 56 

Baby Powers ee 

rcs A 4 

Baby (is canal 

‘xe reoms ME 36 

Fae Pouders am 3 2 

Home Perm Kits 30 46 
MARKET REMARCH CORPORATION OF amnnrca 

PENETRATION—This profile shows how the 

percentage of stores carrying any brand 

of 17 personal care products varies, and 

at the right is shown what percentage of 

total food store volume is represented by 

the stores. In other words, 93% of food 

stores carry facial tissues, and this 93% 

does 98% of total food store volume. 


Outlet Share Within Regions 
DENTIFRICES 


US MS Kewt == Seth Mant Sic 
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ALL BUSINESS IS—Here are shown the geo- 
graphical variations in the sale of denti- 
frices. Note that the drug stores are 
strongest in the northeast, which accounts 
for 32% of total sales. On the other hand, 
food stores have made their inroads in 
areas of lesser volume. Department stores 
do much better in the mountain and 
southwestern areas. 


business graphically. 

They also show the uneven progress of 
that invasion. Where food stores are now 
a tremendous factor in dentifrices (the 
one product on which they now equal 
drug stores) they do not yet account for 
nearly that percentage on chest rubs and 
home permanents. 

However, evidence indicates that once 
the food stores take a serious interest 
in a product, they progress rapidly in 
their share of dollar volume. On denti- 
frices, for instance (remembering that 
dentifrices are so far the only drug prod- 


Outlet Share of # Volume 


Jon -Feb 1952 


MARAE! REMARON CORPORATION OF aemgmiC a 

#Seurce Si Directory Met Assoc of Chan Oru Shores 
ouT.ets—Here is clear indication of the 
varying reception given different products 
by the various outlets. Note that food 
stores account for less than half the vol- 
ume in hand preparations they do in den- 
tifrices, and that variety stores lag in 
shampoos 


DENTIFRICES 


U.S. Retail Outlets 


llar Volume 


477 427 409 $B) “ms 


TREND—Here is a profile on dentifrices, 
showing the encroachment of food stores 
on what was once largely a drug store 
preserve. 


uct where food stores show equal distri- 
bution with drug stores), food stores 
captured in equal share of market in 
six short years. 


8 In 1946, food stores had but 6% of the 
dentifrice market. By 1949 they had 
tripled their share, and were up to 18%. 
In 1951, they began with 29%, ended with 
37%. 

And they took it away, on evidence, 
from drug and variety stores. Drug stores 
dropped from 62% of the dentifrice mar- 
ket in 1946 to 55% in 1949; they begah 


DENTIFRICES 


Food Store Distribution” 


% Food Siores Stocking Any Brand 
February 1952 
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* National Retail food Audit 


UNEVEN—Penetration of dentifrices into 
food stores is uneven. They are in more 
independents than chains, weaker in the 
East, and are carried by the smallest 
stores. 


Food Store Distribution 
Drug Store Distribution 


Average Established Brands vs New Brands 
FOOD STORES 


Estoblished 532 
i=, 


DRUG STORES 
— 


(0 National lehail Food Audit (Feb. 1952 
Machronal Retait Drug Aud it (April 


CONSERVATIVE—Note the comparative un- 
willingness of food stores to play around 
with new brands. Drug stores traditional- 
ly take on new items as well as estab- 
lished brands. 
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1951 with 47%, dropped to 41% by the 
end of the year. 

Variety stores fell from 16% of vol- 
ume in 1946 to 11% in 1952. 

Thus while the dentifrice market in- 
creased by leaps and bounds—from $63,- 
200,000 in 1946 to about $106,000,000 in 
1952—drug stores failed to hold their 
share 


®@ It is interesting to note that the entry 
of the food stores broadened the mar- 
ket. The 40% which drug stores enjoyed 
in 1952 is actually more money than the 
62% they had in 1946, and relatively little 
of this increase is attributable to inflation 
——the drug field has held the price line 
far better than most. 

It is also highly significant that the 
food store invasion is thus far largely a 
regional one. No matter how successful 
the food store has been in some areas 
like the West Coast and Southwest, there 
are still major areas (and perhaps more 
important from a consumption viewpoint) 
where the drug store more than holds its 
own 


Salesense in Advertising... 


Hence the drug manufacturer’s dilem- 
ma. It isn’t made any easier by the fact 
that drug stores are accustomed to help- 
ing launch new brands, whereas food 
stores tend to stick to established, high- 
turnover items. It is fairly evident that 
a drug manufacturer may be torn be- 
tween keeping channels open which per- 
mit him to move new products easily 
into the market, and continuing to let 
his product go through food stores and 
reap the sales which are there. 


® Another facet of the problem is that 
the rate of volume may not be constant. 
It does not necessarily follow that baby 
oils, now handled by 41% of the food 
stores which account for 53% of the total 
volume done by food stores, will ever 
reach the level of facial tissues, now 
stocked by 93% of food stores doing 98% 
of food store volume. 

All the manufacturer can be sure of 
is that a strong trend—for some prod- 
ucts—exists, running toward food stores. 
These charts show the strength of the 
trend. 


You re Sitting Pretty When You Have 


By James D. Woolf 


Advertising Consultant 


one 


What proportion of the American peo- 
iple believe, without question, the prom- 
jises of benefits made to them by adver- 
tisers? How many are moderately skep- 
pics but open-minded? How many tend 
tto believe that adver- 

a by and large, are 

congenital liars’ I saw 
one consumer 

= long ago that re- 
a a dismayingly 
small proportion of 
jtrue believers. Eighty- 
ifive per cent of those 
interviewed said they 
never believe fully 
what they read or hear 
ifrom the huckster’s pen. Inasmuch as I 
itake a decidedly dim view of most con- 
Fsumer surveys, commercial or political, I 
do not accept the statistical accuracy of 
this finding. But I do not doubt, and never 
have doubted, that a very large percent- 
age of the public regards a great deal of 


survey 


D. Woolf 


James 


advertising with a bilious eye 

In view of this, it seems to me the 
problem concerns .the 
We are all familiar 
objectives of the perfect 
It must successfully (1) 


adman's toughest 


credibility of his copy 
with the five 


advertisement 


attract attention; (2) arouse interest; (3) 
create desire; (4) inspire confidence; (5) 
induce action. Of these objectives, as I 


see it, none is more important than that 
of inspiring confidence. Most copy people, 
knowing this, employ a variety of devices 
to achieve credibility—the double-your- 
money back guarantee, the endorsement 
by users, the testimony of “well-known 
organizations,” send-no-money 
it free for ten days in your 


research 
offers, “‘try 
home,” etc. 


® One interesting aspect of this problem 
is suggested by the old saw that fre- 
quently truth is stranger than fiction. It 
is entirely likely, I believe, that the con- 
sumer lifts a skeptical eyebrow now and 
then over a completely truthful advertis- 
ing claim. 

Before me is a letter sent to me by 
Vernon D. Beatty, advertising director of 
Swift & Co., that is a case in point. The 
advertising of Swift’s Pard dramatizes 
the startling assertion that dogs actually 
prefer this canned product to raw, red, 
fresh meat. The author of this letter, one 


a Reputation for Integrity 


S. G. Bowen, wrote this: 

“When | saw your Pard ad in Life 
magazine last week I certainly got a 
big laugh. That any dog with a sound 
mind would pass up a piece of red, raw 
meat for Pard seemed simply ridiculous. 
I brushed it aside as just a crazy idea 
cooked up by an advertising man who 
knew nothing about dogs. 

“A couple of days later a member of 
my chub, a Philadelphia advertising man, 
came in and I lighted into him and his 
profession for publishing such nonsense. 
He came back at me with, ‘Well, I don’t 
know much about dogs but I do know 
that a reputable company wouldn’t make 
such a claim without some basis for it.’ 
He then bet me that my dachshund, ‘Stru- 
del,’ would go for Pard first if I put red, 
raw meat and Pard side by side on identi- 
cal dishes 


@ “I had some freshly ground hamburger 
in the refrigerator, my dog's favorite 
meat. I placed some of it on one dish and 
an equal quantity of Pard on another 
identical dish, putting the dishes side by 
side. Then I called Strudel into the room. 
To say that I was flabbergasted at what 
happened is putting it mildly. Without 
hesitation, Strudel attacked the Pard first 
and even took the time to lick the plate 
clean before paying his respects to the 
hamburger 

“I lost the bet but I learned to have 
a higher regard for advertising state- 
ments. My apologies to your company for 
doubting your claim.” 

I am not for a minute suggesting that 
Pard should abandon its startling claim, 
because Strudel’s master “got a big laugh” 
when he first read of it. It seems to me 
that most dog owners, unlike Mr. Bowen, 
will accept the Pard promise for two 
reasons: (1) the Swift reputation for 
trustworthiness, and (2) the fact that 
the almost incredible claim is supported 
by a money-back guarantee. If your dog 
doesn’t go for Pard first, says the Swift 
copy in display type, your money will be 
refunded. 


® It is interesting to note, nevertheless, 
that at least one dog owner regarded the 
Pard claim as “simply ridiculous.” What 
would have been the effect, do you sup- 
pose, if this same claim had been made 
for a new brand of dog food by an un- 
known company? I suspect that millions 
of skeptics such as Bowen would have 


Outlet Share Within Regions 


HAND PREPARATIONS 
US * Si" west South «Cant «tS Paci 
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AriD—Note that the mountain and south- 
western states account for 18% of hand 
preparation sales, compared to 11% of 
shampoos and 9% of dentifrices, pre- 
sumably because of the arid climate. And 
note the high proportion of food store 
sales in that area, as well as the sizable 
department store section in the North 
Central area. 


Relative Importance 


of Various Outlets 
Average Dollars per Store* 
HAND PREPARATIONS 
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ChDruq Ind.Druq Chfood In fond Variety 
Share of Mkt 3% 2% 1% 8% % 
All Other (Dept, House te House Mail Order) 34% 
* Jan-Feb National Consumer Pane! . 
DOMINANCE—Here chain drug stores ac- 
count for more than five times the indi- 
vidual unit sales of any other outlet, but 
they still have a comparatively small 
share of the market (13%) and inde- 
pendent drug stores have the major share. 
Note sizable “all other” share of market. 


Advertising Age, December 8, 1952 


Relative Importance 
of Various Outlets 


Average Dollars per Store* 


SHAMPOOS 


ChBruq ind rug ChFood Ind Fond Variety 
Shared Mkt U% 


1% 1% 4% ™ 
All Other ( Dept., House to House, Mail Order) 25% 
% Jan feb National Consumer Pane! 

AGAIN, OUTLETS--This is comparable to 
Chart VII, and shows that chain drug 
stores are nearly three times as important 
per unit as any other type of outlet, but 
that they account for only 11% of share 
of market. Here independent drug stores 
continue to dominate. 


Outlet Share Within Regions 
SHAMPOOS 


US MSS Nit = South «Nant 
Shaeat US 00% ort 


Bt wo 1% 94 WE on 


SWITCH—By comparing this chart with 
Chart V, the geographical variations be- 
tween dentifrices and shampoos are ap- 
parent. Drug stores still-dominate the 
East, but food stores are doing almost as 
well in the North Central states, which 
use more of the product. 


“brushed it aside as just a crazy idea 
cooked up by an advertising man who 
knew nothing about dogs.” In the case 
of Pard, as against this, I believe with the 
Philadelphia adman that “a reputable 
company wouldn't make such a claim 
without some basis for it.” 

It is my notion that extraordinary 
claims—claims so startling that they 
challenge the consumer’s common sense— 
should be handled with care. The truth 
of the claim is not the sole determining 
factor. Equally important, or probably 
more important, is the question of credi- 
bility. 

Whether er not an almost incredible 
assertion is believed depends largely, as 
I have indicated in the case of Swift & 
Co., on the reputation of the advertiser 
for truthfulness and moderation in his 
advertising dealings with the public. I, 
speaking only for myself, would believe 
the world is made of green cheese if I 
were assured of this fact by, say, the 
Campbell’s Soup people, or the Kraft 
Foods folks, or Marshal] Field's. There are 


other advertisers—and you know as well 
as I who they are—whose claims of prom- 
ised benefits I wouldn’t believe under 
oath. 


® Over and above the matter of the repu- 
tation of the advertiser, I think it is im- 
portant to water down claims that are 
so extreme, even though true, they are 
next to impossible to believe. More and 
more I am arriving at the conviction that 
immoderate promises in advertising de- 
stroy rather than inspire confidence. I 
have put this notion to the test many 
times in direct mail selling, and I find 
that moderation out-pulls immoderation 
every time. 

The advertiser whose reputation for in- 
tegrity is above reproach is sitting pretty. 
His advertising, no matter how strong its 
claims, is likely to be accepted by most 
consumers. I cannot understand why so 
many companies are so recklessly de- 
stroying public confidence with adver- 
tising that is so obviously untruthful and 
an affront to ordinary adult intelligence. 


Mail Order and Direct Mail Clinic... 


Exira Services Will Pay Off 


By Whitt Northmore Schultz 
When selling by mail, one of the best 
and surest ways to build additional sales 
is to win satisfied customers. 
Satisfied customers re-order. 


Re-orders are the vital fuel which pow- 
ers upward sales curves. 

Satisfied customers are your best leads 
for additional sales by mail, too. 

Now, just what are you doing daily to 
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Below are the departments which will appear in each issue of 
Advertising Requirements—and which will provide informa- 
tion of practical and immediate value to 20,000 advertising 
buyers included in the audience which will receive this new 
and different publication: 


Paper Signs and Identification 
Printing and Binding Materials 
Premiums, Prizes, Visual Aids 
and Specialties Direct Advertising 
Shows and Exhibits Art and Photography 
Photoengraving and 
Printing Plates 
Window and Store Displays 


Radio and TV Production Professional Services 


Forms for the first issue close January 1, 1953. Publication 
date is January 20, with a February date-line. Write, wire or 
phone our nearest office for detailed information. 


Published by the publishers of 
ADVERTISING AGE AND INDUSTRIAL MARKETING 


Advertising Requirements 


...and Here's Why... 


We doubt if any business paper designed for the service of advertisers and agencies has 
ever received the enthusiastic reception accorded Advertising Requirements. 


This new and different advertising journal, devoted to the production, promotion and 
merchandising aspects of advertising, has been welcomed not as just another publication, 
but as a service of information long needed and now at last to be supplied. 


The basic reason is that the educational and factual material on all phases of these vital 
advertising activities, which will be provided in carefully organized departments in 
Advertising Requirements, is becoming more and more important to users of advertising. 
Materials, equipment and services must be used properly and efficiently if advertising 
dollars are to return a profit on their investment. 


In Advertising Requirements advertising buyers will find the answers to current problems 
related to the use of equipment, materials, services and supplies, including their integra- 
tion into advertising department operations and campaigns, and properly organized for 
the purpose of making advertising more productive and effective. 


Buyers and sellers in the great fields of advertising production, promotion and merchan- 
dising have joined in acclaiming the need and value of Advertising Requirements. Here 
are a few typical quotes: 


Wesley I. Nunn, advertising manager, Standard Oil Co. (Indiana): “There is a real 
need for information in this field, and I am sure that Advertising Requirements will go 
a long way toward providing it.” 

Paul Godell, Arvey Corp.: “Many of our industry and certainly the members of the 
Point-of-Purchase Advertising Institute are eager to see a publication which will be de- 
voted to advertising production, displays, etc.” 


Walt Zeifert, Byer & Bowman Advertising Agency: “I have often regretted that there 
is no magazine that really covers the non-standard media. Advertisers spend more than 
500 millions a year for point-of-purchase displays alone. That’s why I am glad that 
Advertising Requirements will give this vital subject regular coverage.” 


Keith J. Evans, advertising and sales promotion manager, Jos. T. Ryerson & Son, Inc.: 
“TI believe this new magazine will perform a greatly needed service, and I certainly want 
to become one of your first subscribers.” 


Leo Burnett, Leo Burnett Company, Inc.: “It looks to me as if you have discovered 
an empty niche in the publishing world, and are well prepared to fill it.” 


L. D. Farnath, vice-president, N. W. Ayer & Son: “It all sounds quite interesting, 
and I am certain will serve to close a very definite gap in the editorial services now 
rendered by advertising journals.” 


Thomas B. Noble, Thomas B. Noble Associates: “It is about time that somebody 
published a magazine along the lines of your new Advertising Requirements. We have 
been looking and waiting for just such a vehicle.” 


Herbert Kaufman, DuFine-Kaufman, Inc.: “It comes as a particularly refreshing note, 
because it fills a need for many of our clients. It will give an impetus to the merchandising 
phases of advertising which existent publications have been ignoring.” 


A. R. Tofte, manager, advertising and industrial press department, Allis-Chalmers Co.: 
“Your new book should be a bonanza of aid. What we never get enough of is material 
on the non-media activities—the bread and butter of our operation.” 


As an indication of the demand for this new monthly magazine, our circulation director 
reports record-breaking returns from test letters mailed to prospective subscribers. Returns 
have come in large volume from general and industrial advertisers, national, regional 
and local advertisers, advertising agencies and media, all of which are included in the 
scope of the editorial service of Advertising Requirements. 


Based on this prompt and enthusiastic response, we can say without’ qualification that 
Advertising Requirements is the sort of magazine that appears once in a blue moon— 
people recognize its value immediately, agree that it serves a real need, and await its 
appearance with keen and active interest. 


Advertising 
Requirements 
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bring satisfied customers by mail’ 

Are you, for example, truthfully adver- 
tising your product? Or, are you misrep- 
resenting it by a too glamorous photo or 
drawing or exaggerated, inaccurate copy? 

And how is your delivery? Immediate? 
(Mail order shoppers, you know, are im- 
patient, too. Yes, they'll wait a few days. 
but not weeks.) 

And, when a prospect—who may be a 
satisfied customer ultimately if he's 
treated information, is 
your reply to courteous, 
friendly, informative” 

How’s your guarantee” Strong? Honest” 
Forcefully backed up with immediate 
action in the form of airmail, quibble- 
free, cash refunds when requested? And 
does your firm instantly replace defec- 
tive products which your customers might 
have received from vou” 


right—writes for 


him prompt, 


@® Are you acknowledging your orders the 
day they're received’? Do you thank your 
customers when you receive their orders 

and thank them for being your custom- 
ers vear around? 

Do you sincerely offer bargains, special 
ales to old and valued customers, giving 
them a break possible? Are 
vou giving bonuses to customers for their 


whenever 


in building your business? 
guide 


support 


Common sense will smart mail 


% 


\ The Eye and Ear Department... 


order merchandisers in their daily hand- 
ling of customers. Treat your customers 
well and they'll be good to you, too. 

It makes good mail order sense to treat 
your customers as friends always—real 
friends, people you respect and want to 
help by giving them the finest service and 
the best values. 

I believe the following rules will guide 
you to sound, profitable relations with 
customers whose good will invariably 
brings new leads and new sales 

1. Honest, specific, accurate advertising 

2. Prompt delivery 

3. Immediate replies to inquiries, re- 
plies that are friendly and informative. 

4. Strong, money-back-instantly guar- 
antee. 

5. Fast, quibble-free replacement of de- 
fective products. 

6. Neat, careful packaging of merchan 
dise shipped to customers 

7. Prompt, day-received order acknow!- 
edgements 

8. Periodic thank yous to customers in 
the form of special sales; bonuses for 
prompt payment; genuine bargain offers 
to keep customer good will. 

Mail order sales are going to be harder 
to get in the future. The companies that 
will prosper in the era ahead must give 
many extra services to win satisfied 
shop-by-mail customers 


Worth Every Penny 


Nothing resists criticism so = strenu- 
ously as radio. A radio columnist is forced 
to be literate about the illiterate, witty 


about the witless, coherent about the in- 
coherent. It isn’t always possible.” 

* This statement, from the foreward to 
Pout of the Blue,” a collection of John 
Crosby's columns on radio and television, 
lexplains as well as anvthing why—though 
Mhere may be nothing quite so dead as 
tyesterday’s newspaper -Crosby’s Monday 
PWednesday and Friday (as well as Sun- 
Miav) stint to rise Phoenix-like 
from the make a thoroughly 
Weadable, highly entertaining and shewdly 
™ ise book 

» Crosby has brought to his pressing and 
Saree job a remarkable determination 
There 
are times, depending on the subject (such 
as his review of Murrow’s and Friendly’s 
Hear It Now”) 
But he is always 


manages 


ashes to 


to be literate, witty, and coherent 


album, “I Can 


witty 


record 
when he is not 
literate and coherent 

“Out of the Blue” is not only a stimulat- 
ing but an instructive book for anyone 
professionally involved in radio and tele- 
vision to read. Crosby attacks radio and 
television programs not for being written 
primarily for the popular 


and producee 


Employe Communications... 


taste but for being poorly written and 
poorly produced for any taste. His target 
is not so much subject matter as the kind 
of judgment and craftsmanship involved 
in the presentation. It is entirely possible 
that if as much talent, skill and sweat 
were expended on the programs Crosby 
writes about as John himself spends in 
writing about them, the daily Crosby col- 
umn would die for lack of something in- 
teresting to say 

In an after word he writes that “I 
and most critics—-are incoherent in our 
admiration but afflicted with a formidable 
coherence when we disapprove.” And he 
continues with a rare insight into human 
nature (which he also posssesses and 
which makes his columns more than just 
radio and television criticism): “This is 
a sad commentary not just on critics but 
on humans in general. The most interest- 
ing part of the dinner table chatter is not 
when you are talking about that nice Mrs. 
Barnes wonderful with her 
children; it is that bit of sulphur about 
that Smith witch who is always making 
passes at someone else’s husband.” 

“Out of the Blue” is published by Simon 
& Schuster, costs $3, and is worth every 
penny 


who is so 


A Prison Publication Worth Reading 


By Robert Newcomb and Marg Sammons 

Visitors to the Stateville branch of the 
Illinois State Penitentiary, a few miles 
from Joliet, find it to believe that 
this is one of the best penal institutions 


easy 


in the entire country. Its progressive and 


humane administrators are doing muct 


to send men back into the world with their 
shoulders squared and their chins high 
No one should be surprised to find, in 
such an enlightened setting, a publication 
for the inmates, edited by inmates, and 
set in type and printed by inmates. It is 
called, appropriately enough, “Time” 


You should get hold of a copy and read 
it, because it is a very human and moving 
periodical, which holds a sharp moral for 
any management anywhere. At Stateville 
the inmate-editors do no ducking and 
sparring with the topic of confinement. 
and the moral for management is clearly 
this: Don't refuse to discuss a subject 
merely because it is distasteful. A man- 
agement may refuse to mention, in its 
journal for employes, that a strike is in 
progress. But the inmates of a peniten- 
tiary write freely and frankly of prison 
This is realistic journalism, and industry 


c- 
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—y 
Are You the One Out of 96 


who can answer 
these 5 questions about oil? 


it touts. 


are strictly for John Kieran. 


We Have a Question 


When we see an ad like this American Petroleum Institute ad. we assume 
it is being run to influence public opinion toward some specific end, that the 
association running it hopes thereby to have the public develop some particular 
mental attitude toward the industry whose accomplishments or contributions 


Well, for the life of us, we haven’t yet been able to figure out just what 
it is the American Petroleum Institute wants us to think about the oil in- 
dustry or to do about it. We gather from reading the ads that U. S. oilmen 
are producing the finest oil products at the world’s lowest prices, that they 
are able to meet all military and civilian needs because they’ve been plan- 
ning ahead and plowing their profits back into their businesses, and that the 
demand for oil can only be met through privately-owned oil companies’ being 
allowed to stay in business and make a profit. 

Frankly, we haven’t encountered a soul yet who’s plugging for national- 
ization of the oil industry or who thinks Standard Oil or Gulf or Texaco or 
any other company is charging unreasonable prices. One of the chief reasons 
for this, in our temporarily confused opinica, is the service station on the 
street corner—not to mention the fellow who runs it and the local lads who 
clean our windshield, put air in our tires and water in our battery all for 
nothing and as if they consider it a pleasure to give us this service. Only 
time we resent it is when we're in a hurry and they still insist on doing some- 
thing to repay us for having driven in and bought five gallons of gas. 

Consequently we—and a lot of people we’ve mentioned it to—aren’t partic- 
ularly concerned whether we're the one out of 96 who can answer correctly 
five questions about oil. Whatever the odds are against bringing in an oil well 
doesn’t concern us, because we haven't even thought of wildcatting. As for 
how much oi] was found last year, how much was refined in 24 hours in 1940, 
how much it costs to ship a gallon of gas from Texas to Maine or how the 
quality of gas today compares with the quality of gas in 1925—well, these 


One question about the gas and oil industry we would like answered is 
how soon are federal, state and local authorities going to stop adding taxes 
to the gas we have to buy to get to work? 
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needs a great deal more of it than it has 

Much of the publication “Time” 
prison version—is hopeful and uplifting. 
which is all to the good. But one finds 
calm facts and cool statistics, too: In a 
pre-convention issue, “Time” reported an 
inmate preference for Eisenhower and 
Kefauver, based on inmates’ ballots sent 
in to the magazine. There were some re- 
vealing figures on the population of penal 
institutions in the country, with some 
acid disclosures of public ignorance. 

The editor devotes his lead article to a 
letter he received from Helen Keller. He 
quotes liberally from it, and suggests to 
his inmate readers that they feel a little 
compassion for those who suffer the twin 
afflictions of blindness and deafness. 
“Confinement behind walls is a singular 
matter insofar as being physically fettered 


is concerned,” the editor observes. “Of 
course it’s tough going, but even so im- 
murement cannot rightly be regarded as 
a handicap. A limitation, yes; but not a 
handicap.” 

There are a few lines in- “Time” re- 
garding the development behind the walls 
of the AA movement. Inmates who were 
alcoholics gather in the same Spirit in 
the prison as members of the group gather 
on the outside, and with impressive re- 
sults; when a prisoner is released, he has 
been pretty well schooled in abstinence 
“Time” is factual: One article deals with 
the rights, civil and political, of persons 
convicted of a crime, and it sets them 
forth, state by state. Another article deals 
with admirable frankness with the limita- 
tions and the needs in prison schools 
Stateville itself has a remarkable school of 
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its own, and its administrators seem per- 
fectly willing to discuss the whole thing. 
Since “Time” is available to the outside 
public on request, there is no secrecy 
about it whatever. 

There is a sports department, devoted 
principally to Stateville’s own team; it 
is noted that “the home team pierced the 
calm and confident air of baseballers from 
Chanute Air Force Base by erasing a late 


G. D. Crain Jr. Says... 


Salesmen Help 


Ben Duffy, president of Batten, Barton. 
Durstine & Osborn, received the Silver 
Quill award for distinguished service from 
National Business Publications at a din- 
ner in New York recently, and in accept- 
ing it made a talk which reflected his 
greatness, his generosity and his humility 

Among other things, he said: “All that 
I know I learned from media salesmen.” 

He went on to explain that while media 
director of the agency, he gave so much 
time to representatives of media that he 
was sometimes asked if he weren't over- 
doing it. But he added that he neede 
these contacts to keep himself up to date 
on market and media data. 


® Since Ben started with BBDO as an of- 
fice boy, and worked hard and persistent- 
ly through every phase of the business, 
becoming one of the greatest media buy- 
ers in the country and ultimately presi- 
dent of the agency, his feeling about the 
contributions which salesmen made to 
his education as an advertising man is 
highly significant. 

As a matter of fact, media representa- 
tives today are far more than salesmen 
of space and time. They are prepared to 
interpret editorial policies, reader char- 
acteristics, market potentials, merchan- 
dising methods and many other factors 
which are of interest and importance to 
advertisers and their agencies. Back of 
them are well-staffed research and pro- 
motion departments, which are spending 
substantial amounts of money to obtain 
information which explains, clarifies and 
dramatizes their media operations. It is 
this kind of useful information which 
the properly prepared salesman brings 
to his accounts 


inning five-run deficit with a thrilling 
seven-run surge, good for an 8-6 deci- 
sion.” There is an excellent department on 
letter-writing and information for veter- 
ans. There is a review page of new popu- 
lar tunes, and a section called “Learn a 
Word.” 

To the editors of “Time’’—prison ver- 
sion—a salute. Please put us on the mail 
ing list. 


Educate Buyers 


There may have been a day when me- 
dia representatives were equipped prin- 
cipally with circulation statements and 
rate cards, and had to rely on their own 
intelligence to develop the sales story 
which buyers of advertising accepted. But 
that day is long past, and today’s modern 
advertising salesman is armed with in- 
formation which is not only of value in 
getting business, but which adds definite- 
ly to the knowledge of markets and me- 
dia possessed by the buyers they cal] on 

Most important advertising executives 
recognize the value of the services ren- 
dered by media representatives in this 
way, but few have been so completel, 
frank as Ben Duffy in acknowledging a 
debt of gratitude to salesmen who have 
contributed to a fuller understanding of 
advertising processes as they affect mer- 
chandising and marketing operations 

Incidentally, since selling costs are pil- 
ing up in every field, with advertising no 
exception to the rule, and since media 
representatives must see advertisers and 
agency men in order to give them the 
latest news from their partieular fronts. 
this might be a good time not only to 
pat them on the back for a job well done. 
but to endeavor to save their time when 
ever possible. 

Better scheduling of interviews (a task 
in which salesmen’s cooperation is highly 
important) would keep representatives 
from having to spend as much time in 
reception rooms as they do now. Their 
work for advertisers and agencies, as 
well as for the media they represent. 
would be far more effective if the value 
of their time were fully understood, and 
a special effort made by those on the buy- 
ing side to conserve it 


The Lasker Story... As He Told It 


XXII 
Lasker Holds Forth Against Plus Services 


In last week’s instalment Mr. Lasker related an error of his own as a 
warning against over-selling the force of advertising. This week he makes 
clear his disapproval of agencies’ overbalance on merchandising and other 
services, which he terms “false plusages.” 


Now, I want to make one thing clear. 
I want to differentiate. I say that we in 
Lord & Thomas can make the average 
advertising pay even better than all the 
fine advertising done, because we know 
how to put a plusage in copy, and I am 
going to cover that with you later. That 
is the difference between us and practi- 
cally everyone else. That is the reason 
why we will once again assume leader- 
ship. if we can just spread this program 
and this experience 

There is a plusage in copy you can put 
in, but there has come into the line a 
plusage in advertising service, which is 
quite a different thing. The newspapers 
wanting to get business say, “We will go 
out and sell your goods for you.” They 
say: “We have got a chain of merchandis- 
ing stores, 812, that will put in any goods 
that are advertised in our papers, that 


will go and put them in their windows 
and our rate is just the same.” 

Agents come along and they say, “We 
are going out and make research for you 
One of my own associates told me the 
other day that he told a firm he was going 
out and find out for them why their deal- 
ers failed to sell him a piece of goods 
when he walked in the store and he was 
going to prove it—and this is a good man. 
too, a man I have hopes of developing 
He may be right in his viewpoint, but 
he can’t represent Lord & Thomas with 
that viewpoint, because we have a con- 
flict of viewpoints [if he thought] that 
he was going to prove that he could go 
in their agent’s stores and walk out of 
12 stores without giving his name. 


@ That reminds me of the fellow who 
goes in to watch the vaudeville artists and 


Why We Claim 
No Major Part 


in the successes 
pointed to as ours 


ANY noted successes in advertising 
are pointed toas of Lord & Thomas 
—mastery of markets in many lines. 
Yet in truth we claim no major part 
in even one. 
We hold that no business which 
could’ not succeed without us could 
gain the pinnacle because of us. 


The only role we play in the drama 
of success is as an able helper. A lieu- 
tenant whose only genius is that of 


common sense. 
. al 


To us that seems the only sudament 
men in our work can justly claim... 
to recognize things for what they are, 
to follow the preceptsof common sense. 

That is a simple formula. Anyone 
can apply it. Build merchandising plans 
around it, on a wanted product, and 


they will win. Thread copy with it, 
and it will sell the millions. 
. . * 

Study the strategy of successful adver- 
tising agents, and you will find it founded 
on those principles. A strategy fabricated 
in knowledge that the end must justify 
the means; that expenditures must be 
planned with profit sheets in mind. 


Thus at times, advertising pressure 
is cautiously applied. And frequently, 
retrenchment advocated when im- 
munity from competitive attack admits it. 


Contrariwise, there come times when 
great aggressiveness, the straining of all 
muscles becomes the course of multi- 
plying profits, of gaining outstanding 
leadership, when selling effort and ad- 
vertising pressure must be exercised to 
their utmost. 


. * 

Hence the province of an advertising 
agent is to gain two points for a client: 
entrenched leadership and consistent 
earnings. 

He must sacrifice neither to the other. 

He must fearlessly advocate, when 
and as necessary, either added pressure, 
or passing retrenchment. 

But, above all things, his judgment 
must be based on true experience, on 
the unique analysis that’s born of 
caution ... the end must justify the means. 


THE L&T FORMULA—This ad, from which Mr. Lasker reads in this instalment, was re- 
produced from one of a series of pocket-size folders which Lord & Thomas produced 


du ring 1925 


sits down in the front row and dares 
them to make him laugh. | will get out 
of any store without giving my name if 
I start to do that. But this appealed to 
that advertiser very much, and this as- 
sociate of ours said to me, when I asked 
him how he could recommend a plan 
that had been tried and had failed, that 
he felt the client who had tried it and 
had failed hadn’t tried it right. I didn’t 
ask him the next question, “Did you tell 
that to the prospect?” I know he didn't. 

Now, a little of that has crept into 
our institution while I was away. I had 
one man lately connected with us who 
got out and has cleared the way for me 
to clear this thing up and to get all of 
us talking and thinking on identical lines, 
because it is only if we talk and think 
on identical lines that we can make our- 
selves felt. There may be more than one 
right way—there may be many right ways 

-but in any one institution we must 
adopt one right way and all stand for that 
one right way, because if we undertake 
1 marriage of different viewpoints, we 
will get such a conglomeration to the 
advertiser that he will get no results at 
all. ° 

I am perfectly willing and anxious for 
discussion, comment and criticism on the 
program and the policies that we define 
and lay down, from any and all of you. 
I invite it, I know we can't be absolutely 
ilong the right line; we need experience 
[ook at the experience I got from [the 
talk with] this one man where I made 
1 “bull.” He accepted my advice 100% 
ind yet was 80% prejudiced against me 
because I didn’t handle it right 

And, far from resenting Mr. Cole com- 
ing and making that report, I wanted it 
and I asked him if he had told his as- 
sociates in New York and he said no. 
that he thought it might be embarrassing 
to me. Well, heavens, I have no em- 
barrassment where there is a lesson to 
be learned, even though I am the medium 
through which the lesson is to be learned, 
and if any of you are so thin-skinned 
1s to feel embarrassed under similar cir- 
‘umstances, we aren't going to get along 
together 


I don’t ask you to have consideration 
for me if it is a false consideration. We 
must learn lessons, but we must have 
a viewpoint, and study how to present 
that viewpoint so it doesn’t do us huft 
but helps instead, because whenever you 
have a very positive differing viewpoint 
from everyone else, you can do yourself 
a world of hurt with it, and what we 
want to do is to do ourselves good and 
benefit and aid others in the doing of it. 


® Now, I am just giving this sort of ram 
bling along. But to get back to this falge 
plusage. . . 

An advertiser might be getting good 
copy and getting good results and be per- 
fectly satisfied (and maybe no reason 
why he shouldn’t be), but along would 
come a competing agency—and they had 
to live—and so they said: 

“Does your agent know what the re- 
action of the dealer on Main and 8th 
Streets in Monmouth, Ill, is to your 
goods? Does your agent know the reac- 
tion at 11:22 on a given morning to a 
man walking across the street at a given 
angle to one of your pieces of goods dis- 
played in a given window?” 

And, by gum and by heck, the man 
realized his agent didn’t know that, and 
so this fellow says, “Well, I have made 
great studies of that kind and I can go 
out and make surveys, and I will find 
out for you, and you ought to know that.” 
And if the man happened to be a live- 
stock raiser, he would often go out and 
make a great research and come back 
and profoundly report to the advertiser 
that a jackass has two ears 


@ Now, | don't want for one moment to 
be misunderstood—that there isn’t cer- 
tain fundamental research work that an 
agent has to do to understand, the public's 
reaction. I don’t mean to say that for one 
moment. I think that we or any other 
agent could not operate without studies 
in given instances 

But I do want to say emphatically that 
to preach the propaganda of research in 
every instance is to make the whole thing 
absurd. The final result is, when you give 
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this hokum—when you stick in this mor- 
phine—that the advertiser expects bigger 
and bigger dosages until the time has 
come in many cases in America today 
among advertisers where they rely on the 
agent to give them general merchandis- 
ing advice, pass on his sales force, pass 
on his sales manager, pass on how many 
salesmen he should have in a given town, 
instruct the advertiser as to the conduct 
of his business and heaven knows what 
else 

It is from this standpoint that I am 
protesting; it is the very point that I 
know is weakening the advertiser in the 
management of his own business, and is 
detracting from the power of advertising 
itseif, giving a lack of appreciation of that 
power when it is at its highest point. It 
is leading the advertising agency business, 
whick has reached a professional point 
such as it never occupied in the past, 
into a competition of bunco slinging. 


s And so I want to join with you in lead- 
ing the advertiser back to an understand- 
ing of his own strength, of his own po- 
tentiality, of his own powers, of the 
strength, power and potentiality of adver- 
tising as a force and of the strength, pow- 
er and potentiality of an agent as an ac- 
cessory. 

Unless we present this rightly, we get 
the opposite reaction frorn what we ex- 
pect and intend, just as I got it with Mr. 
Cole’s client. We are dedicated to that 
by these advertisements we are planning 
to publish, but most of all by my declar- 
ation of policy based on experience. I 
don’t want to say that we are not going 
to compromise with our views with many 
advertisers; I don’t want to say that with 
some present clients I would dare push 
these views too hard—with ciients to 
whom we are really giving the right serv- 
ice and with whom, if I pushed these 
views too much, it might get the opposite 
effect and they might get worried that 


a they ought to have the very thing they 


are not getting and which they ought not 
have. 


8 This is something on which we must 
feel our way and gradually I am sure it 
will come to acceptance, because it is 
right. But here and there is an advertiser 
who isn’t with us now to whom it will 
appeal, arid in the next two or three years 
if we get eight or ten new good accounts 
to add to our 36 we have made wonderful 
strides. We don't have to get so many. 
But if we join together and understand 
this, we not only can, working with in- 
telligence, change the whole complexion 
of our own business, but we can make 
a further contribution to our art and to 
our profession 


Next week: Mr. Lasker continues 


performing extra services for clients, 


consumer viewpoint. 


Tips for the Production Man... 


These advertisements you will see 
enunciate some of these views. They don’t 
go into detail, but as time goes on we 
will publish more advertisements and we 
will have more meetings like this because 
as we get out advertisements, as we de- 
velop the new thought—and we want 
suggestions from all of you—we will 
talk over what we mean by it. For in- 
stance, here is an advertisement, “Why 
We Claim No Major Part in the Success- 
es Pointed to As Ours”: 


@ “Many noted successes in advertising 
are pointed to as of Lord & Thomas— 
mastery of markets in many lines. 

“Yet in truth we claim no major part 
in even one. 

“We hold that no business which could 
not succeed without us could gain the 
pinnacle because of us. 

“The only role we play in the drama 
of success is as an able helper. A lieuten- 
ant whose only genius is that of common 
sense.” 

That is true with every client we have 
or anyone else has. In my talks of the 
last two days you will note that I have 
built up this idea time and again. This 
is just putting it into generalities. 

Now, what do I mean when I say 
that no advertiser who could succeed 
without us could succeed with us? Of 
course, I want to say this: I am referring 
here more largely to manufacturers; I 
am not referring to patent medicines, 
which we don’t handle. That is entirely 
advertising, and we can succeed for a 
man who might never have been success- 
ful without us, because we can run his 
whole business for him just by writing 
him a letter every day and telling him 
what to do, if he will send us his re- 
ports. And I want you to get that right. 


s And in the early days of advertising, 
before its force was understood, when 
we were the only ones who understood 
it, we could go to a man like the 1900 
Washer and show him where he was 
all wrong. But today we cannot claim to 
do that, because if the 1900 Washer man 
hadn’t found us, if he were in the market 
today, he could find scores of others who 
could do it for him. Do you get what I 
mean? Things have changed, times have 
changed. 

There was a time when we could suc- 
ceed in advertising for the people who 
couldn’t succeed without us, but save for 
those few products that are 100% adver- 
tising, there is no such man today, be- 
cause we no longer have exclusive ad- 
vertising understanding. It is shared with 
too many. So all we can claim, if we 
are to have behind us the dignity of 
truth, is that we are able helpers. 


his arguments against the agency’s 
with the exception of studies of the 


Trade Custom: 10% Over-run or Under-run 


By Kenneth B. Butler 

The buyer of printing who takes time to 
read the small type under the heading 
“Printing Trade Customs” when he signs 
an order finds some interesting reading 
matter. 

With most of these trade customs we 
have no argument, as it seems to us they 
set forth certain necessary protection for 
the producer who, after all, is a business 
man and entitled to a clear understanding. 

The one trade custom that seems out of 
order and bothers us considerably is the 
rule about ever-runs and under-runs 
which reads as follows: 

“Over-runs or under-runs not to ex- 
ceed 10% of the amount ordered shall 


constitute acceptable delivery and the ex- 
cess or deficiency shall be charged or 
credited to the customer proportionately.” 

We understand perfectly that the me- 
chanical uncertainties of press and bind- 
ery equipment operation is such that it is 
difficult for a producer to hit your order 
right on the nose. Our argument is with 
a percentage of 10% as the governing 
factor, as we think it is too high. After all, 
the printer has pretty definite experience 
figures which tell him his spoilage factor 
in each operation, depending on the 
nature of the job. 


® He should not require, then, an addi- 
tional 10% cushion to protect him against 


his variation in actual spoilage. 

If I ordered the printing of 100,000 cata- 
logs to take care of a contemplated mail- 
ing I would, of course, include in the 
order a quantity for miscellaneous uses. 
What I would do with an additional 10,000 
catalogs outside of having the scrap paper 
dealer pick them up, I wouldn’t know. On 
the other hand, if I were delivered only 
90,000, this quantity just simply would not 
take care of my needs and no amount of 
complaining on the part of the printer 
that he ran into hard luck would pacify 
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me on an under-run. 

If the printing order covers a staple, 
such as letterheads, for example, that is 
quite another matter. 

In other words, I believe any serious 
under-run is indefensible—and any over- 
run, particularly on a non-staple item, 
should be delivered and charged for only 
if I can put them to profitable use. 

All this may be an academic argument. 
In general printers may carry this for 
their protection but seldom invoke same. 
What has been your experience? 


Looking at the Retail Ads 


GET *20 TO *25 IN MERCHANDISE COUPONS 
With 21-Inch Airline TV at Usual Low Price--Sale Ends Saturday 


By Clyde Bedell 


As this ad was run in Spokane—a TV 
furor was on. The day before, a 30-page 
special TV section was published by the 
Daily Chronicle. Big TV showings were 
on in all the stores—for the first TV 
station in Spokane was soon to start 
telecasting. 

So one of the great retail organizations 
of the country enters the lists and ad- 
dresses the same audience that had 30 
pages of TV the day before. 

So up comes a gimmick. They use the 
biggest type in the ad to sell the gimmick 
instead of TV. Maybe they have more 
enthusiasm for the gimmick than their 
sets. 

Everyone else in town is variously 
telling about performance, tone, u.h-f. 
adaptation, installation, service, etc. But 
this advertiser can ignore practically all 
of these things. 

If you don’t get u.h.f. adaptation, or 
installation, or delivery, or excellent 
tone, or service—you at least get a MER- 
CHANDISE COUPON. 


@ Most retail advertising, weak as it is, 
has some elements of aliveness and spon- 
taneity. This advertising is as sterile and 
alive as a clinical thermometer. 

It is as though someone had said: “Take 
out all the sell, take out all the enthusi- 
asm, make it ice-cold. To hell with the 
public and its questions. Tell them in 
five lines of impersonal words.” 

It is obvious this advertising is not 
created to serve the public or to sell 
merchandise. It must be created to suit 
the prejudices of a personal policy, or a 
lay group policy. For no group of unprej- 
udiced business or ad people could con- 
ceivably understand advertising and the 


body of its established truth—and come 
up with a policy calling for nationwide 
use of deadpan, desiccated, atrophied ad- 
vertising. 

It is as though big brass said to ad 
creators: “I don’t care what people want 
to know. No ad should ever have more 
than five brief lines of copy. Make the 
copy barren and unproductive if possible. 
Ignore all that research has proved about 
what makes ads sell. Maybe the people 
won't like it, but I do, and the people 
ought to.” 


= There is only one organization in the 
country that spends big money consis- 
tently on this sort of dry-as-a-bone, dead- 
as-a-doornail, static-as-a-concrete-block, 
kind of advertising. It all looks as though 
it has been set by an ascetic 20 years ago 
and then forgotten. I do not know how 
it was arrived at. But it was not through 
an open-minded approach to human 
beings, nor to the research which has 
plumbed their nabits and their reactions. 
Nor can it be maintained on the basis of 
a careful weighing of shopping response. 

If a gratuitous opinion of this kind 
seems unnecessary, it should be remem- 
bered that constructive people in adver- 
tising should do all they can to minimize 
poor practices. Moreover, if the public 
prints carry several millions of dollars’ 
worth of such advertising, a few pen- 
nies’ worth of public comment about it 
seems not unjustified. Small advertisers 
who might become imitators of big ones 
are due the facts of life also. 

No newspaper in the U. S. can do a 
good job for an advertiser who is so in- 
different to the dynamic qualities of his 
copy and approach. 


Past! (Riasiow eee a8 a Pegg, Se PS By Sr ape So os Oy. eee oe sie! op aes ‘5 Meee re s : che } aes SASS sala cea 
ee wy. See cas ns - os : ee : gee Beas SE ae sk age poe. Sere ae ee Se oe : Sa aoe al 
See eer ee gre, |. cay Sh eee Re: ei te es cee et Ge on 
ily : 
yt : 
se 
= eee 
— K 
Par | 
— ' 
J 
“Ee { 
= if, i 
ee i 
i } 
ck ) 
iy 1 
he —— ee eet 
re Pe 
Cs << 
z were Ahnttemery Weéad roane 
=f rs : 
4 a aa / - =e 
| =) Mi: ; 
aS oo , a 
tad \. { 3 | / ; 
a . ae 
ad ‘ x 
at ; ; —_ —— j i 
= y . : teeny 
a | mr ta ‘cee = : 
. ee ai | aay — eek. —egeetey = : 
3 5 a | r 4 ae, s ar 
po: £ i } B= ae ag 
— | | : tad 
 g . ‘ 4 _— 
— I %? nae 
a ee » 
Ay : 4 : Yu 
—— ; : 
= 
fe? 
oo 
Sn a . 
ae 
io ‘ COE CN TARE TY AAMT VOR PAR TY MAROOANY CREE OOROLE PRLIARLE COUPONE WETH TY SETS: 
ae RE ee eet: ee ipannee 
SS == BS: Es 
7 : <a ee Sense a oe eee Se resid 
-2as a i Ee ee tO ee Sh Se a ee 
> > ee ee ae ee ee SE er nee Get ty nme me ee ey meee EES eee 
om s oe ee Me Oe me Be Oe oe ee ee ee 
4 
—) PC 
eS ' 
a : 
oe ! § 
mei ; 
— 
— 
a ¥ d 
i ' 
x 
— 
ts 
Bee. 
is 
sais 
ey) CC 
F 
Sy ——— 
‘ e. ee 
a ; 
} . 
| ‘ 
yy ‘ 
2 q 
5 
7 . 
F £ 
=, a 
os q 
Ze a 


Advertising Age, December 8, 1952 


Elmo Schedules Car Cards for National Bow| 
PHILADELPHIA, Dec. 2—Elmo Inc., 
cosmetic manufacturer, will start! 


its first national advertising cam-| from average families rather than 


paign, via car cards, in January. | from families in the public eye. 
The first cards, featuring moth-| 


er-daughter testimonials, will be. 


. ! 
(, P ar 
& x iQ | 
- 
Y&R Appoints Jack Voglin 
used in 25 major markets across 


|'GENUINE 
. . Jack Voglin, motion picture pro- f - 
the nation and will run every other duction executive, has joined , oes 
month through the year. | Young & Rubicam in Hollywood . 


Supporting the car cards in all in an interim appointment as film 
the markets will be cooperative) supervisor. The agency is coordin- PHOTOS 
newspaper advertising, utilizing ating five television film opera- , 
the same mother-daughter theme. tons, including “Singer Four Star 
The agency is John G. Petrik Co. Playhouse,” “I Married Joan, 


’ 
Our, Miss Brooks,” “The Life of [&74 Quantities 
= Prior to this campaign, Elmo he a. ley” and the “Charles Laughton 


_— SELL BETTER! 
a | Ee 


daughter testimonials, the agency | 
went out of its way to obtain them 


limited its advertising to coopera-| 

tive space only. | 
The mother-daughter approach | Appo a Wesley Songer 

is designed to attract younger wo- oe 7 Pen ng ange gs A 

men as well as Elmo's traditional rene sealhind pres Money te Nene 

market of older women. Copy will named v.p. and general manager 

suggest that the public guess the | of operations of American Safety 

ages of the women shown in the Razor Corp., Brooklyn. 

ads. The theme, “What Is My 

Age?”, is intended to translate the 

ft. colored transparency (in lower left-hand panel) 

d with i ti 


HUGE COLOR PHOTO—A 216 sq. 


Reproduction negatives 
feeling that beauty knows no age Lippman Joins Lavenson Zeviivonel veagh sebiect) 
is one of the latest outdoor features. The trans- ., ., ;: ‘ | Richard W. Lippman, formerly MA " 
parency, called a Spectachrome, is illuminated from the rear, thus presenting, pho- it ss enhanced by Elmo cos- | with Ed Shapiro Inc., Philadelphia, TIC co. 
tographically, the true, colorful and appetizing story of Swift foods. Other spectacu- metics. 


: - 4 ., Chieage 11, Illinois 
; ; has been appointed an account ex- [Rianne 
lar effects are Swift logotype flashes, animals on top are in neon and animated. A Petrik spokesman said that 
The sign, on Chicago's State St., is a General Outdoor Advertising Co. installation. 


f eu . *| ecutive for Lavenson Bureau of Phone: Witenes oe 
in building up a list of mother-| Advertising, New York. 
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— a 


rem Aven, 


now you cn nee yous teat Mt 0 Ss ida . ic ai WSpa pers a 
the. bis Wiss great neu? of shows f ; - é | - 
7-7:30 P.M....Visitin ee | ) ro mo t i on W S M : 5 ty le 
7,30-8 P.M....Ermest Tub rd oe Sree . : , dah ein 


2 


ff's Housewarming 
8-8:30 oa.35 an Gas Applionces 


Morgan Show 
$.30-9 P.M....George, Morge 


@xne 
ddie Hill eas 
9-9:30 P.M... Ee erondy’s Record Shop oe 


at 


) Sahel 2D ay 
Although WSM’s Grand Ole Opry star-studded Friday Night 


Frolic is sold out solid, the 112 Central South newspapers, 
> indicated on the map, were scheduled to carry the above copy the 


week of October 5th. 


Promotion like this helps to explain why there are radio stations ire ae 


everywhere but only one WSM. Ask Irving Waugh or any 
Petry Man for the full story. 


IRVING WAUGH Commercial Manager * EDWARD PETRY & CO. National Representative 


NA SHY ILLE Clear Channel © 50,000 Watts 
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ABC-TV Promotes Stone 

Robert L. Stone, TV salesman 
for American Broadcasting Co., 
New York, has been named busi- 
ness manager for network video 
sales. 


WCBS Appoints Blake 

Robert Blake, formerly publicity 
director of WOR and WOR-TV. 
New York, has been named direc- 
tor of public relations and ex- 
ploitation for WCBS, New York 


210.081 subscribers to 
The Rotarian buy 
or approve pur- 
chases of materials, 
supplies and 
services. That’s why 
The Rotarian is 
a good place to tell 
your story. 


Lad : ”“ ~ 


BORN 1820... SFIL CONG STRONG, 


JOHNME WALKER 


BLENDED SCOTCH whisky y 


JOHNNIE GETS ROTATED—S. W. Burton and J. J. Crowley of Canada Dry Ginger Ale 
Inc. inspect a section of the large Johnnie Walker cutout that is moved from one 
painted bulletin to another every 90 days in Boston on a “rotary paint’ plan 


‘Rotary Paint’ Used for Johnnie Walker 


Boston, Dec. 4—“Rotary paint” 


When Canada Dry and its agen- 


helped Canada Dry Ginger Ale Inc.| cy, J. M. Mathes Inc., decided to 


get wider brand recognition for concentrate on 


the metropolitan 


Johnnie Walker Scotth whisky, Boston market with an outdoor 


which it distributes. 


, ? . * + bY 
ites i ; “os 


Flore 


Letter opener, paperweight 
and desk ornament! 
New this year, Ascot’s Dagger 
Lighter — ideal gift for customers. 
friends, business associates 
Nationally advertised, nationally 
recognized! $19.95 at retail. Other 

Ascots from $6.95 to $200. 


~ ae 
a | @Windproof Pocket 


ora! Lighter by Ascot, $9.95 


— 


New Olympiab 


Se 


by 
Styled for office 
or home!’ $9.95 


ntine Dagger Desk Lighter 


Gift packaged or in sheath to 
match the black onyx, beige onyx 
or jade green hilt colors. All 
metal parts are handsomely gold 
finished. 

Message or monogram may be or 
dered at slight additional cost on 
lighter hilt or sheath. Write Dept 
A.A.-4 Business Gift Dept... A.S.R 
Corp., Brooklyn 1, N.Y. 


yt of 


the world’s most 
beauti/ul gift lighters 


| Graw-Hill publication, 


display, they originally planned to 
have just one dominant painted 
bulletin in downtown Boston. 
However, after discussing and 
inspecting several tentative loca- | 
tions and reviewing the local pic- | 
ture it was found that there were 
several important sections of the 
metropolitan area where painted | 
displays could be used to good ad- | 
vantage. } 
® But to use al! of these locations | 
would require an expenditure far | 
beyond the budget set by Canada| 
Dry for Johnnie Walker promotion | 
in this market | 
Canada Dry and its agency | 
talked the problem over with John 
Donnelly & Sons, local outdoor | 
operator, and a plan was evolved | 


| whereby a rotating paint display 


for Johnnie Walker would be 
placed on eight different painted 
bulletin locations | 

Under this plan, two locations | 
are painted with Johnnie Walker 


| copy and displayed for 90 days. At 


the end of 90 days the same display 
is moved to two different locations 
for the same period of time. This | 
rotation continues every 90 days! 
for the term of the contract. | 

Each display carries a giant cut- 
out pictorial of Johnnie Walker 
which is moved from one location 
to the next as the rotating sched- | 
ule progresses. 


Jurgen Appointed Editor 
of ‘Electronic Equipment’ 

Ronald K. Jurgen, formerly as- 
sistant editor of Electronics, a Mc- 
has been 
appointed editor 
of Electronic 
Equipment, a 
Sutton  publica- 
tion. At his pre- 
vious post, Mr. 
Jurgen wrote 
articles special- 
izing on transis- 
tors, the new 
small-size “dry” 
electronic tube 
which is revolu- 
tionizing the 
field. 

Mr. Jurgen is a graduate of 
Rensselaer Polytechnic Institue. He 
served in the Navy during World 
War II. While at Rensselaer he 
studied such subjects as industrial 
electronics and control, servo- 
mechanisms, communications, 
communication engineering, elec- 
tromagnetic wave theory and 
many others 


Ronald K. Jurgen 


Three Name Harry M. Frost 

Harry M. Frost Co., Boston, has | 
been appointed to direct advertis- 
ing for Lynn Gas & Electric Co., 
Lynn, Mass.; Hayward Hosiery | 
Co., Ipswich, Mass., and Wilbur & 
Williams Paint Co., Brighton, Mass. 
Previously Donald W. Gardner 
Advertising, Boston, had the Wil- 
bur & Williams account 


S-D Surveys Inc. Moves 
S-D Surveys Inc. has moved to} 


new and enlarged offices at 642) 


Fifth Ave., New York 


1yo2 


Advertising Aye, December 3%, 


APPEAR IN PERSON—The Pep Boys—Manny, Moe and Jack—appear in person in 

this 24’ two-sided flasher sign outside the newest location of the auto supply chain 

in Philadelphia. Cutler Sign Advertising Co., Philadelphia, produced the sign, as 
well as the 30° wide “Pep Boys” sign across the store front. 


ALL CUTOUTS—This Arden Farms bulletin on the Hollywood Freeway in Los Angeles, 

produced by Foster & Kleiser through Productive Advertising Agency, is notable 

because each of the design elements is a cutout, standing away from the sign’s 

background. The Arden name uses raised block letters faced with Plexiglass and 
illuminated with neon. 


ae 


: if. making of 


: ; engravings is an art 
Se then our etching 


personnel is to be 
included among 

America’s foremost 
artists. 


wie 


a Thomas F. McGrath 4 1 


and Associates 
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Rest roams like guest rooms 


Cleveland, has joined the sal 
Philip Morris Will | eeaiieas mack “eebiek “sehetens| © Cat Chant Atenetinp 


staff Popular Mechanics Press, Chi- 
Hold a Contest for |steee of radio station WERE, Cleve- cago, has appointed Paul Grant 


A Advertising, —< to a = 
; P A \vertising for Popular Mechanics 
Emp loy es Children ‘Apartment Lite’ Gets New Press and its division, Windsor 
New York, Dec. 3—Realizing) Ad Rates, Format, Publisher | Press. Promotion is planned for 
that its employes’ children must) Apartment Life, magazine for their books, sold aes stores . 
be tired of being excluded from|New York's cliffdwellers, will >Y mail. Test schedules are in 
contests, Philip Morris & Co. has, Come up with a revamped book in | rg in ——— ap 
arranged a competition just for January, a new publisher and new | oa cttee _~ "the . oni open 
thom | advertising rates. The latter will | cane ba Bes ay Se 
Prizes, still to be decided | be based on $300 per b&w page. It OW-'0- O~8 8. 
: 4 *d UPON, | formerly got $250 a b&w page. 
will be awarded to the kids who, The new ; ‘ 
, publisher is Roger S. 
build the best snowman. Spud phillips, who also publishes United 
Snowman, he will be called, in the Nations World. Edward E. Burke, 
promotion for the contest. He must formerly the publisher, is now looking for 
| be at least 3 tall. |general manager. Robert Bassi- 
If the weatherman fails to co- | nette, last with Morton Good & NATIONAL 


idi eces- C9., magazine representative, is 
| eS ee ae ae ‘advertising manager. Apartment DISTRI B UTION! 
ae | Life plans on an initial circulation | @ you ere » . or ad 
| may use sand or clay with a white} 5¢ 95 900—14,000 of it controlled. ageney man. -_t, Will pay 70u 10 ost sll 
| wash coating for their entry. They ‘ ‘ ibution’ secdasel’ ty ths direst-so-semmaner 
sales method 


| must mail a picture of their handi-| ¥ The ioe of rienced merehandiuing 
| | work to Philip Morris for judging. | Willey Joins KH]-Don Lee Saft ‘are eraliabie atte cos’ or ebigation x; 
: cae lei The contest closes March 15 Merrit Willey, formerly v.p. and | Datnet’ ansiysis, copy “assistance and 

' ; general manager of the San Fran- | through. Learn about this old and proven 
cisco office of Guild, Bascom &| Yumen working for you in 46 states eh 
_ Aspell Joins WERE, Cleveland |Bonfigli, has joined KHJ-Don Lee | their own expense. Write now to 
| William T. Aspell, formerly with Radio, Hollywood, as an account| OPPORTUNITY MAGAZINE 


the Catholic Universe-Bulletin, executive. Dept. A148, 28 E. Jackson Bivd., Chicago 4, Ui 


. . » you are 


! 


Ee 


W) SOMETHING A LADY APPRECIATES! 


REGISTERET 


CLEAN REST ROOMS—How four different oil panies have phasized clean 
rest rooms on their 24-sheet posters. From top to bottom, Pure Oil Co., Chicago; 
Standard Oil Co. (Kentucky); General Petroleum, Los Angeles; Texas Co., New York. 
All posters were lithographed by Edwards & Deutsch Lithographing Co., Chicago. 


| It’s EASY to pick the winner 
| in Kentucky radio! 


55.3% of Kentucky's total retail sales An impressive number of leading adver- 
are made in the area covered by WAVE tisers buy WAVE exclusively in Louis- 

| alone. To cover the people who make ville. There must be a reason. Ask 

| the rest of the State's retail purchases, Free & Peters for all the facts. You 
you have to use many of the State's might be surprised! 


| 46 other radio stations. 


WAVE | 


Serotec wer null sooowarrs + nec + LOUISVILLE 


Free & Peters, Inc., Exclusive National Representatives 
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by selling to these 
1,515,215 growing 
young families! 


Just key your advertising to 
these larger-than-average 
family homes across America 
through the two great na- 
tional weeklies they read and 
enjoy . . . Our Sunday Vis- 


itor and The Register. 


The money-saving OSV- 
\ Register UNIT rate offers 
© new sales horizons for your 
product — plus nationwide 
: sales response so pleasing to 


your Accounts Receivable! 


Try this coast-to-coast 
sales producing OSV-Regis- 
ter UNIT now for convincing 
proof. Greater net profits and 
steady, steady volume-buying 
’ new customers are yours for 


a modest investment. 


Get the facts and helpful 
suggestions without obliga- 
tion. Just write, wire or tele- 
phone for factual, money- 
about 


making information 


this vast buying market you 
may be overlooking. . . 


1,515,215 


WEEKLY CIRCULATION 
(June 30, 1952) 


WATIONAL REPRESENTATIVES 


ED Bertolet a (o,ine 


—CHICAGD 


canmraear 6- 


With Sales Down Only 4% 


Imported Liquors Are Doing Well 
Compared to Domestics, That Is 


New York, Dec. 2—Imported 
liquors are holding up relatively 
better than domestic types, and 
apparently one of the reasons is 
their comparatively concentrated 
purchase by upper income groups. 

That’s one of the conclusions to 
be drawn from a new study on 
imported liquors by Newsweek. 

It shows that while ail distilled 
spirits dropped somewhat in con- 
sumption in 1952 (through July), 
domestic spirits were off 10.3% 
from 1951 levels, and imports were 


off only 4%. 


| 


The imports which did particu- 
larly well in 1952 were Canadian 
whisky, Cuban and Jamaican rum, 
Puerto Rican rum and Scotch 
whisky. Relatively severe declines 


were sustained by Irish whisky 
(—30%), Virgin Islands rum 
(—27%), cordials (—24%), bran- 


dy (—19%) and gin (—14%). 


@ The imported products which 
did well account for nearly 90% 
of the imported liquors brought 
into continental U. S., and their 
showings offset the sizable losses 
in smaller tonnage items. Canadian 
whisky came closest to breaking 
even—comparing seven months 
of 1952 with seven months of 1951, 
imports were off only 0.6% ; Scotch 
was off 3.3%. 

The report also delves into the 
sales of the imports in 38 states. 
In 29 states, imports fared better 
than the genera! showing for all 
liquors, but in nine states imports 
ran behind the general level 

Of the nine states where imports 
lagged, seven were monopolies— 
and the imports fell off so badly 
in these seven that they dragged 
down the other ten monopoly | 
states which recorded a gain, so’ 


that in 17 monopoly states imports 
had a 6.5% decline. Over-all de- 
cline in these states was 5.8%. 


8 In 21 open states, however, im- 
ports lagged behind the general 
trend only in two states, and the 
volume of import shipments into 
the 21 states for the first seven 
months showed a 4% gain—against 
an over-all drop of 9% in ship- 
ments of all liquors to these mar- 
kets. 

The good showing of all imports 
in these markets is due very large- 
ly to gains of Canadian and Scotch 
whiskies, plus some inventory ac- 
cumulation of some brands of 


Scotch. 
Puerto Rican rum _ showed 
strong. In these 21 states it re- 


corded an 18% gain, against a 
31% drop for Virgin Islands rums, 
and a 52% drop for other imported 
rums. The report notes that Virgin 
Islands and Puerto Rican rums pay 
no import duty, which lets them 
sell at somewhat lower prices than 
other imported rums—which may 
explain the poor showing of the 
latter. 


@iIn the monopoly states, other 
imported rums took a 19% dip 
while Virgin Islands rum showed 


a 6% gain, and Puerto Rican rums | 


a nominal 0.4% decline. 

In the 38-state group, imported 
brandies and cognacs declined 
17%, and imported cordials fell off 
11%. All liquors in these markets 


| fell off 7.4%, and the report notes 


that “the sales lag by these ex- 
pensive imported brandies and 
cordials is not too unfavorable, 
all things considered.” 

The report points out that im- 
ports represent only 11% of the 


MBL ELE TT, 
THIS NEWEST WARWICK 


TYPESETTING SERVICE 
IS IMPORTANT TO YOU! 


WHAT new service? It’s called “Fotoset” . . . 


it's Warwick's 


sensational, new process of setting type directly on film or paper! 


Headings, body, tabular matter .. . 


all composition is set automati- 


cally and less expensively. From the “spare no expense” brochure to 
the “save every penny" piece, Warwick Fotoset does the job. 


throughout 


reproduction proofs 


36 point at the finger tips of the 


type metal... 


new Fotoset can mean to you, 
write Dept. A-11 


WARWIC 


920 Washington Ave. 


ing many large “handset” sizes) . . . 
the speed and flexibility of Fotoset composition is 
naturally a more economical operation. 


TYPOGRAPHERS 
INCORPORATED 

St. Lovis 1, Mo. 
++. overnight by rail and air from nearly all U.S... 


WHY is it important? You get razor-edge sharpness of all 
letters, including the finest serifs and hairlines . . 
And there's no smudging or bleeding. No matter what 
your layout calls for you get it from Warwick on actual fiim or 
. ready for the engraver or lithographer. 


. evenness of color 


HOW will it save you time? Warwick Fotosetter sets type 
directly on film, so all you need do is OK galley proofs before final 
film or reproduction proofs are produced to your exact specifications. 


HOW will it save you money? With 32 type fonts up to 


operator (which means keyboard- 
the elimination of expensive 


WHERE can you get it? Warwick Typographers can give 
you Fotoset combined with a complete typographic service, from 
creative typography to typesetting ready for the engraver or printer. 
Warwick serves clients in 32 states plus Mexico and Puerto Rico. 


For the complete story of what Warwick's 


1h 06G ay, 
> 


~, 
< 


be ert i 


Advertising Age, December 8, 1952 


Apparent Consumption of Imported Liquors 


(Irish whisky and 
January-July: 1952 


gin not included) 
change from 1951 


Total 38 17 Monopoly 21 Open Share of 
Type U. States States States Market 
All distilled spirits —10.3% —7.4% —5.8% —9.0 ° 
mports only ..... . —4.0 4.0 6.5 13.7 11.0 
Canadian whisky —0.6 10.8 0.3 22.4 3.8 
Scotch ..... ; -. 3.3 3.1 —13.0 17.5 5.2 
Puerto Rican rum coon ae 10.3 aa 18.2 f 
Virgin Is. rum ..—27.0 —10.8 6.2 —31.0 4 12 
Other rums —49 —40.7 —19.0 —52.2 \ 
Cordials ....... —24. —lll —6.1 —13.0 0.1 
eee ee —19.4 —17.2 —8. —22.5 0.4 
*Although the 38 states account for 58% of total U.S. consumption they consume only 45% of 


total import volume. Not included among the 38 states: Oklahoma and Mississippi, where no sales are 


permitted; California, Connecticut. District of Columbia, 


Jersey and New York. 


Illinois, Maryland, Massachusetts, New 
—Source: AA's table based on Newsweek analysis 


of data by D'stilled Spirits Institute. 


total U. S. liquor market, 
Scotch taking 5.2%, Canadian 
3.8%, all imported rums 1.2%, 
brandies and cognacs 0.4%, and 
imported cordials 0.1%. They car- 
ry a $1.50-a-gallon tariff duty, plus 
the excise tax of $10.50 a gailon, 


plus ocean shipping charges, and | 


state and local taxes. 


® The report quotes the Crowell- 
Collier Alcoholic Beverage Survey 
to show that, for instance, 48.1°% 
of the families with weekly in- 
come of $200 or more buy Scotch, 
and cites Bureau of Labor Statis- 
tics findings to show that the fam- 
ily with $7,500 annual income 
spends about $128 a year for liquor, 
compared to $97 for the $6,000- 
$7,499 family, etc. 

The complete report may be ob- 
tained from Newsweek's research 
department, Newsweek  Bidg., 
Broadway & 42nd St., New York. 


Bourges Inc. Shifts Heads 

H. Franklin Mayfield has been 
elected president and Albert R. 
Bourges has been named chairman 
of the board of Bourges Inc., New 
York, manufacturer of Colotone 
and Solotone products. Mr. 
Bourges, formerly president and 
inventor of the Bourges process, 
will continue to direct research of 
products in the photoengraving 
field. Mr. Mayfield has been gen- 
eral manager and secretary-treas- 
urer since 1945. Mrs. J. Bourges 
Mayfield, Mr. Bourges’ daughter, 
remains as v.p. and art director. 


Issue Booklet on Georgia 

“Mr. Smith Looks at Georgia,” 
an illustrated booklet on the indus- 
trial, agricultural, educational and 
natural resources of the state, has 
been issued by the Georgia Depart- 
ment of Commerce. It is intended 
to give outside industrialists and 
prospective newcomers data on the 
state. The brochure was prepared 
by Liller, Neal & Battle, Atlanta 


with | 


agency. 


Dearborn Motors’ 
Peddler Optimistic 


on Business Outlook 


New Or.LEANS, Dec. 2—An opti- 
mistic outlook for advertising and 
business in ’53 was expressed here 
last week by James F. Peddler, 
v.p. in charge of advertising for 
Dearborn Motors Corp., Birming- 
ham, Mich. 

Mr. Peddler, whose company 
produces Ford tractors and Dear- 
born farm implements, told a 
meeting of tractor dealers that 
next year will be an “excellent 
one for good advertising, good 
management and good merchan- 
dising.” 

In the past four or five years, he 
said, businesses which did not ad- 
vertise as much as they could man- 
aged to “get by” while businesses 
which did reach their peak in ad- 
vertising prospered. 

Because of an increased adver- 
tising effort, he said, all business 
will experience a better year in 
1953 than in the last half decade. 


David North PR Formed 


David North, Public Relations, 
has been organized at 16 Jay St., 
New York. David North, who has 
done newspaper reporting work 
and magazine editing, and most re- 
cently was production director for 
John O'Malley, New York public 
relations consultant, heads the new 
organization. The company has 
been named to handle promotion 
and public relations for Hotel Bar 
butter and Happy Boy margarine. 


Murphy Heads Merchandising 

Sherwin Murphy, formerly on 
the copy staff of Glenn, Jordan, 
Stoetzel Inc., Chicago, has been 
appointed merchandising manager 
of Specialty Salesman Magazine, 
Chicago. 


Ud Beyer 


(at the Top 


i 
AV 


SAYS... 


FORD 


in Hlinois) 


Best Test City 
in the Mid-West 


Population 126,876 A.B.C. City Zone 


ROCKFORD MORNING STAR 
Rockford Register-Republic 
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Audits of Trade 


Shows Praised 
by Exhibitors 


(Continued from Page 1) 
information on the facts of the 
shows’ attendance and show cov- 
erage of a market,” Mr. Wedereit 
said, “then the monies so spent 
will make the larger amounts spent 
on the shows themselves worth 
every penny. 

“Then instead of a fumbled an- 
swer when some v.p. or sales man- 
ager wants to know why we should 
or should not have a displny in a 

| specific show, I, and all other ad-| 
» vertising managers, will be able 
to give an intelligent reason.” 

During his talk, Mr. Wedereit 
stressed the fact that there are 
many industrial exhibitions in 
which it is impossible for many 
companies to get display space.' 
“How big can a show get and still | 
do a job for exhibitors?” he asked, | 
and suggested it was one of the | 
problems that EAC ought to tackle. | 
® “The exhibition medium is an} 
old one,” he said, “but apparently | 
modern developments and new de- | 
vices are not being fully exploited, 
at least not to the advertising pro- 
fession. 

“It’s an established sales tool, | 
but its real value and effective- | 
ness has never been measured. | 

“It’s as exact a science as any 
other medium of advertising, but 
it employs none of the standard 
practices of data presentation to| 
prove its worth.” 

Similarly, Mr. Hart told an audi- 
ence of 350 to 400 advertisers and 
exhibition men that auditing of 
trade shows “can and will make for 
better business for all concerned.” 
He likened audits to the concept | 
of modern packaging “of showing | 
ithe buyer what he is buying.” 


| 


@ What has been done in the pub- 
lication field can be done with} 
equal success in the exhibition | 
field, Mr. Hart said. He emphasized 
that it is always necessary for a| 
small group with vision to lead) 
the way in pioneering new con- 
cepts and ideas in any industry, 
and he urged EAC to continue 
its effort for sound exhibition 
audits. 

Other features of the meeting 
included: 

Recommendation by Will Bur- 
tin, design consultant, that the 
council undertake to compile a 
glossary of basic exhibition terms | 
and materials. 

Explanation of the increased 
use of animation in trade exhibits 
by Ed Burnett, secretary of Gale 
Dorothea Mechanisms Inc., who 
said simply that animated dis- 
plays pay off for exhibitors, but, 
he pointed out, most exhibitors still | 
overload their displays with too} 
much extraneous material. 
8 Comparison of an industrial ex- | 
hibit with an advertising layout 
by Adkins Lowell, sales promotion 
manager of American Machinist 
and Product Engineering, Mc- 
Graw-Hill publications, who said, 
“the bigger it is and the more) 
colorful it is, the better job it 
will do for you.” He quoted from 
an article in the November issue 
of Industrial Marketing on a co- 
operative study made at the Na- 
tional Office Management Assn. 
exposition this year to support his 
argument. But, he warned, “un- 
less you get a user benefit ap- 
proach into everything you do, 
neither size, color nor anything 
else is likely to help your sales.” 

For the first time, EAC spon- 
sored an exposition of display 
technique, and 19 exhibits were 
on display. It is believed that fu- 
ture clinics will be marked by a 
larger number of displays. 
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NEW THERMOMETER—The 20’ thermometer on this Kansas City, Mo., bulletin is a 
Time-O-Matic thermometer. The principle of this curtain type thermometer is a tape, 
or steel ribbon that is raised or lowered in front of neon tubing or fluorescent lights, 
exposing a column of light which indicates the temperature reading. In the display 


shown here the steel tape is | d 


ing a column of 


to app 7 - 
light from 70° down. General Outdoor Advertising built the 


display. 


GOA Data Show 95% of Women Read — 


Outdoor Advertising, Tyrrell Says 


Cuicaco, Dec. 4—Ninety-five 
per cent of housewives questioned 
in a continuing readership and 
recall study by General Outdoor 
Advertising claim they read out- 
door advertising. 

The study further shows that 
those reading outdoor advertis- 
ing were able to name an aver- 
age of five current ads in their 
areas. 

These facts and other results 
of the study were described here 
this week by T. Walter Tyrrell, 
General Outdoor’s merchandise 
manager, in a talk before a sales 
manager conference sponsored by 
W. E. Long Co. 


s Mr. Tyrrell told the group, com- 
posed of representatives of inde- 
pendent baking companies, that 
the housewives were contacted in 
their own homes and were asked 
a series of five questions. Only the 
last question concerned outdoor 
advertising. 

In a second section of the study, 
more than 170,000 men and women 
were interviewed on the remem- 
brance or recall value of outdoor 
ads in their areas. The men were 
questioned in downtown parking 
lot areas and the women in super- 


marxets. 

This phase of the study showed 
that 75% of those interviewed had 
seen the ads and, of this number, 
75% could correctly identify them. 


@ The interviewees were shown 
pictures of ads in their areas with 
all billboard and advertiser iden- 
tifying features removed. The pic- 
tures, in color, showed only the 
general features of the ads and 
any carrier devices they might 
contain. 


This phase of the study was) 


based on 275 massed ads covering 
all product classifications. 

Using pictures of actual ads to 
underscore his meaning, Mr. Tyr- 
rell told the group that successful 
outdoor programs have four in- 
gredients in common. He listed 
these as (1) continuity, (2) a 
theme based on association with 
the product, (3) an approach call- 
ing forth reflex buying action, and 
(4) a carrier device such as a com- 
pany’s trademark or label. 

The Long company is an ad- 
vertising, sales and merchandising 
organization for more than 100 
independent companies, which de- 
vote a considerable portion of their 
advertising to outdoor media. 


Chicago Agencies 
Seek Metro Area 
Circulation Data 


(Continued from Page 1) 
Louis & Brorby; MacFarland, Ave- 
yard & Co.; Price, Robinson & 
Frank; Ruthrauff & Ryan; Russel 
M. Seeds Co.; Sherman & Mar- 
quette, and Tatham-Laird. 

Cooperation and consideration of 
the agencies’ views has been asked 
of the ABC and the American 
Assn. of Advertising Agencies 
through the latter’s newspaper 
committee, Mr. Hussey said. 

It was understood they possibly 
were to be brought to the atten- 
tion of an ABC directors meeting 
in New York this week. 


ws Whether or not the cooperatign 
of the ABC and the Four A’s is 
obtained, Mr. Hussey said the ten 
agencies intend to keep working 
for their objective on their own. 
The fact that the agencies have 
started working for a metropolitan 
area figure was brought to the 
attention of the annual meeting 
of the American Assn. of Newspa- 


| dailies. 

Nine of the ten agencies last 
March revealed that they were 
working on a project designed to 
|break down the circulation fig- 
ures of magazines and supple- 
ments into whole counties and 
groups of counties (AA, March 17). 
The new agency working with the 
group is MacFarland, Aveyard & 
Co. 


Hiram Walker Inc. Names 
William E. Macke V. P. 


Hiram Walker Inc., Detroit, has 
apointed William E. Macke v.p. 
Mr. Macke formerly was merchan- 
dising manager 
of Hotpoint Inc., 
Chicago, and was 
connected earlier 
with Zenith Ra- 
dio Corp., Chi- 
cago. 

He will direct 
the advertising 
and sales promo- 
tion of Hiram 
| | Walker Inc., 
} which is the 
| William E. Mocke American selling 
organization 
Canadian Club, Imperial, Walker’s 
DeLuxe and Ten High bourbons, 


Meadow Brook Rye and Hiram | 


of 


FTC Injunction 
vs. Chesterfield 
Denied by Court 


(Continued from Page 1) 
sections is a sound one and con- 
| sideration of the merits of the 
petition for injunction has, there- 
| fore, been reserved until this jur- 


isdictional question has been re-| 


solved.” But, he concluded, smok- 
ing tobacco is not to be interpreted 
as a drug. 

In answer to another charge in 
|the complaint, Judge Kaufman 
pointed out that Chesterfield ad- 
vertising does not claim that smok- 
ers will receive a beneficial, ther- 
apeutic effect. Instead, he noted, 
| Chesterfield advertising points out 
that smokers will receive a “non- 
adverse” effect. 


# In connection with this, the 
judge contrasted Chesterfield 
claims with those of Fairfax cig- 
arets. On June 18, the Food and 
Drug Administration seized 46 car- 
tons of Fairfax cigarets in Jersey 
City, together with 51 leaflets 
titled “How Fairfax Cigarets May 
Help You.” A libel of information 
filed by Food and Drug said the 
leaflet suggested that Fairfax cig- 
arets were effective in preventing 
respiratory diseases and infections, 
scarlet fever, whooping cough, 
tuberculosis, mumps, ear infection, 
parrot fever and other illnesses. 


® The judge continued: 

“The commission asserts that the 
defendant alleges a ‘soothing’ 
property and that cigarets are ad- 
vertised and bought with this 
soothing property in mind. But 
many things soothe the troubled 
mind of modern man and I do not 
feel that this is the type of effect 
which the statute contemplates. . . 

“IT am conscious of the commis- 
sion’s failure in the past to treat 
this type of cigaret advertising 
under its ‘drug’ powers. This, how- 
ever, should not in itself be deter- 
minative of the question of legis- 
lative interpretation. As times and 
conditions change it is fitting that 
an administrative agency, before 
resorting to the legislature, should 
seek to invoke new means of cop- 
ing with still unsolved problems. 
But in its zeal, the agency must not 
exceed the bounds of its statute. 
The legislative history, such as it 
is, coupled with indications of 
contemporaneous administrative 
interpretation leads me to the con- 
clusion that Congress, had the 
matter been considered, would not 
have intended cigarets to be in- 
cluded as an article ‘intended to 
affect the functions of the body 
of man,’ or in any other definition 
of ‘drug.’ 

“Since I hold that no drug is in- 
volved in the sale of defendant's 
product, the complaint must be 
dismissed. . .” 


8 One of the affidavits submitted 
to the court in support of Liggett 
& Myers was by Frederick H. 
Walsh, president of Cunningham & 
Walsh, the Chesterfield agency, 
who said, “The current advertising 
of Chesterfields represents a new 
te wholesome approach in the 


field of cigaret advertising.” 

Mr. Walsh referred to earlier 
complaints by the FTC against cig- 
| aret companies, some of which had 
| lasted more than ten years, during 
| all of which time, Mr. Walsh said, 
| no attempt was made by the com- 
| mission to enjoin advertising. 
He alluded to recent advertising 


per Representatives here this week. Walker’s London dry gin, cordials | of Dunhill, Life, Kool and Embassy 


The action started by the agen- 
cies contains an element of contro- 


versy. It is understood that such a | 


move probably would not be fa- 
vored by small papers, particu- 


| and cocktails. 


Names Edward W. Pearson 
Edward W. Pearson has 


appointed research directer for | 


Channing L. Bete Co., Greenfield, 


cigarets, again pointing out that 
the FTC had made no effort to 
| Stop that advertising. 

Liggett & Myers’ president, Ben- 
jamin F. Few, in another affidavit 


larly, on grounds advertisers would Mass., public relations sales pro- Said that granting an injunction 


|eliminate them in favor of large motion consultant. 


| before trial would, in effect, win 


a battle for the FTC “which in the 
end it must lose.” 


FTC WILL APPEAL 
CHESTERFIELD RULING 

WASHINGTON, Dec. 4—The Fed- 
eral Trade Commission is expected 
to appeal Judge Irving Kaufman's 
decision denying an injunction to 
stop some of the ads which Liggett 
|& Myers is running for Chester- 
| field cigarets. 

Even under ordinary conditions, 
'a government agency seldom 
| abandons a legal argument until its 
case has been tested before the 
highest courts. This case is con- 
sidered far from ordinary 

Most commission people feel this 
case will show once and for all 
whether FTC has sufficient power 
to do anything about cigaret ads. 


® For more than ten years, the 
commission has quibbled with in- 
| dustry members over the use of 
|medical testimonials and other 
copy that implies that cigarets 
can be used without injuring the 
throat. 

Most manufacturers were al- 
ready under cease and desist or- 
ders barring them from using this 
type of copy when Liggett & Myers 
broke out a “medical” campaign 
for Chesterfield. 

FTC members say it is mani- 
festly unfair to let Chesterfield 
make these claims after other in- 
dustry members have been p 
under cease and desist orders f 
similar copy. 

The commission’s impatien 
was exemplified by the cour 
of action selected—the applic 
tion for court injunction. 


@ This was admittedly a _ risk 
course, since the injunction pr 
cedure is available under the la 
only for advertising involvin 
drugs that may injure the publi 

The commission argued that t 
bacco is a “drug” according 
medical dictionaries, and that th 
cigaret companies have been tell 
ing the people it will not injur 
the body, though “in fact” it wil 
But Judge Kaufman held Monda 
that tobacco is not a drug in th 
legal sense, and that the injunc 
tion “remedy” is not available. 

The commission says it inten 
to issue a routine complaint agains’ 
Liggett & Myers, as it has again 
other cigaret companies whic 
used medical themes. 


@ It argues that the court injunc- 
tion would be a more effective 
remedy, however, because it would 
deprive Liggett & Myers of the 
competitive advantage it will ne- 
cessarily enjoy if the commission 
is powerless to interfere with the 
ads until the whole routine of 
hearings and further court appeals 
is exhausted. 

There seems to be no doubt that 
FTC will press the injunction ac- 
tion to the Supreme Court, if ne- 
cessary. Among FTC people the 
feeling is, “If we win, fine. If we 
don’t win, we will be well 
equipped to go before Congress, 
and argue for new legislation 
which will enable us to deal with 
this type of situation.” 


Warwick Heads Plans Board 
as Morey, Humm V.P. 

J. E. Warwick, formerly a v.p.. 
and general executive for Kenyon 
& Eckhardt, New York, has been 
appointed v.p. 
and chairman of 
the plans board 
of Morey, Humm 
& Johnstone, New 
York. 

Mr. Warwick, 
also formerly a 
Warwick & Leg- 


© 


y 


ler v.p., late in 
1951 formed a 
new agency in 


partnership with 
Mark Woods, 
previously as- 
sociated with American Broadcast- 
ing Co. The agency, known as 
Woods & Warwick, was dissolved 
}in April, 1952. 


J. R. Warwick 
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DIG THIS—A. C. Nielsen, president of A. C. Nielsen Co., had some pretty nice help 

on hand for ground-breaking ceremonies to start construction on the research organi- 

ration’s new $850,000 addition. At left is Jean Collion, representing the Nielsen 

food and drug division, and Mary Good, of the radio-TV division, is at right. Nielsen 
expects to occupy the new wing next September. 


PHOTO 
REVIEW 


i ve pa 
GIRL SCOUT; 


1953—Girl Scout Gloria Weinberg holds up 
the new 17x22” poster, designed by A. F. 
Arnold, which will be in stock at all Girl 
Scout outlets by the end of the month. 
The poster uses a stroboscopic technique 
in brillliant colors on a black background. 


WHAT NOW?—The outlook for advertising in Washington was 
among matters discussed by the American Assn. of Advertising 
Agencies committee on government, public and educator relo- 
tions ot its last New York meeting. Members shown, left to 
right, are: Standing, Enno D. Winius, Winius-Brandon Co. (vice- 
chairman); Corleton L. Spier, Batten, Barton, Durstine & Osborn; 


a >. “a 


= : 


-? > 


William Reydel, Cunningham & Walsh (chairman); Charles H. 
Eyles, Richard A. Foley Advertising; A. H. Gunn, J. Walter 
Thompson Co.; Otto Kleppner, Kleppner Co. Seated, R. G. Mont- 
gomery, Richard G. Montg y&A iates; A. W. Seiler, Cram- 
er-Krasselt Co; Kenneth Akers, Griswold-Eshieman; A. J. Welch, 
Wilson, Haight & Welch; Holcomb Parkes, Benton & Bowles. 


a 
Se ae - 


THE HIGH LIFE—Milwaukeeans feted C. D. Jackson (second from 
left), publisher of Fortune, recently ot the Miller Brewing Co.'s 
Miller lon after Mr. Jackson finished a talk before the Milwaukee 
od club. With him are Vernon S. Mullen Jr. (left), Miller ad- 


CHICAGO FARM PARTY—Chicago farm publication representatives have again held their annual Farm 
Harvest Party, largest such event in the farm paper field each year. At left, Gladys Richardson of Henri, 
Hurst & McDonald prepares to hand out one of the many door prizes won by agency men and others, this one 
to go to Bill Miller of Capper Publications. Center: Chuck Gilkison of Farm Journal with (left to right) Nate 


Oy Pee eee 


vertising director; Norman R. Klug, v.p. and secretary for Miller; 
I. R. Witthuhn, president of the Milwaukee Assn. of Commerce, 
and Ralph E. Hieber, who traveled up from Fortune's Chicago 
office for the occasion. 


eo ee 
v ; 
GRAND 


PRIZE 
Sle Da 


‘STANDARD 
OIL 


IRON CITY 


THREE FOR CHRISTMAS—How three companies ere getting over their Christmas 

messages. At top, Gulf Brewing Co. Grand Prize beer; center, Standard Oil of Ken- 

tucky; bottom, Pittsburgh Brewing Co.’s Iron City beer. All were lithographed by 
Edwards & Deutsch Lithographing Co. 


THROUGH ARTIST'S EYES—A two-day visit by students of the Art Students League 
to the Ford assembly plant in Edgewater, N. J., resulted in the above pictures of 
the automobile worker on the job. Judging the competition (left to right) were Arthur 
T. Blomquist, v.p. and art director, J. Walter Thompson Co.; Arthur T. Lougee, art 
director, Ford Motor Co. publications, and painter Ogden Pleissner. The winner 
among 103 entries was Marilyn Miller of Son Francisco, whose work is shown here. 


Pumpian of Henri, Hurst; Bob Potter of Buchanan Co., and Bill Ninabuck of International Harvester. (Thot’s 
Bob Finn of Farm & Ranch in the background.) At right are Bob Harris of Toni Co.; Leo Rosenberg of Foote 
Cone & Belding; Harline Ward of Toni; Dan Welch of FC&B, and George Schulte, LP Gas Information 
Committee. 
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Drake Publishing Co. 
Starts Supermarket 


Merchandising Plan 


Cuicaco, Dec. 5—Full-page ad- 
vertisements in the December is- 
sues of National Grocers Bulletin 
and Super Market Merchandising 
announced the 5 Star Merchandis- 
ing Service developed by Drake 
Publishing Co. for use by owners 
of supermarkets, with the coopera- 
tion of leading national grocery 
product advertisers selling through 
this type of store. 

This merchandising service is 
built around the distribution of a 
32-page 61%2”"x9'2” booklet, carry- 
ing the name of the store and 
mailed by the publisher to the cus- 
tomer and prospects of that in- 
dividual store. The booklet carries 
premium value coupons issued by 
manufacturers, which are vali- 
dated to contribute points to the 
purchase of premiums. Premium 
points are also acquired by pur- 
chases in the store, with the cash | 
register receipts establishing the 
amount. The booklet also will car- | 
ry the standard cash value cou- 
pons issued by manufacturers. 


@ Premiums are delivered by mail 
to purchasers on receipt of premi- 
um coupons and cashier receipts, 
plus a cash payment usually 30% 
below the regular retail price. 
Premiums are handled through an | 
affiliated organization, Premium) 
Club of America. The store is not 
involved in either handling cou- 
pons or delivering premiums. 

In addition to the premium in- | 
centives offered in the booklet, | 
Drake Publishing Co. is also pro- | 
viding to cooperating stores a mer-| 
chandising service consisting of | 
posters, shelf markers, special dis- | 
plays, newspaper mats and radio 
scripts for tie-in purposes on these | 
featured products. 

Distribution of the first issue 
of the merchandising booklet will 
be made in March, 1953, with a} 
fall edition planned for September. 
Circulation of the first number will | 
be 500,000, with about 1,500 stores | 
participating. | 

The 5 Star Merchandising Serv- | 
ice was developed through re-| 
search and merchandising studies 
with Independent Grocers’ Alli-| 
ance, Chicago, in cooperation with | 
Drake, which has now assumed | 
complete responsibility for the 
promotion. IGA supermarkets will 


Better Proof Books 


for your campaigns 


Burrelle’s loose leaf proof 
books are worthy of your best 
advertisements sturdy 
enough for the reception room 
or front office ... handsome 
enough for a Board of Direc- 
tors covers of maroon 
leatherette are embossed in 
gold with your firm name, ac- 
count name or other line of 
identification. Perfect for a 
presentation. 


Easy-to-open binding posts 
and heavy plate manila loose 
sheets, scored to lie flat, permit 
the grouping of proofs, radio 
script and news items in o: der 
and sequence. The manila 
sheets are particularly suit- 
able for holding photo prints. 


Made in two sizes — Magazine 
and Newspaper. Magazine size, 
12” x 15”, with index page, 75 
sheets (150 pages) and one 
line embossed in gold on cover. 
$7.90 plus 29 cts. postage. 
(Extra embossed lines 80 cts. 
per line). Allow 10 days for 
delivery. 


PRESS CLIPPING BUREAU 
165 Church St., New York 7 
Est. 1888 BA 7-5371 


be included in the initial distribu- 
tion, which will also include many 
other supermarkets. 

O. A. Feldon, president of Drake 
Publishing Co., said that all super- 
markets are eligible for participa- 
tion in the program. 


Gas Group Names Miss Jones 

Gussie O. Jones, ad manager of 
Atlanta Gas Light Co., has been 
appointed chairman of the do- 
mestic gas copy committee of the 
American Gas Assn. This commit- 
tee prepares all national ads sched- 
uled for publication in consumer 
magazines by the trade group. Miss 
Jones is the first woman to head 
this committee. The association 
spends over $875,000 a year for 
consumer advertising. 


Promotes Gilbert Burton 

Irwin Vladimir & Co. has pro- 
moted Gilbert L. Burton to ac- 
count supervisor for the San Fran- 
cisco office. He was executive as- 
sistant to Russell Pierce, v.p. 


“My beer is 
RHEINGOLD- 
the DRY beer!” 


; 


ONE OF MANY—Miss Rheingold has been appearing in numerous poses on the At- 

lantic Seaboard for Liebmann Breweries for many years. Here is one of the 1952 

Miss Rheingold posters, lithographed by Forbes Lithograph Mfg. Co. for Foote, | 
Cone & Belding, Rheingold agency. | 


McDonnell to Quinn & Boden 


F. Russell McDonnell, formerly 


‘with Plastic Printing Plate Corp., 


Cambridge, Mass., has been ap- 
pointed New England represent- 
ative of Quinn & Boden Co., Rah- 
way, N. J., book manufacturer 


| 

Barnard Named Eastern A.M.| 
John R. Barnard, formerly of | 
the national advertising depart-| 
ment of the New York Post, has 
been appointed eastern advertis- 
ing manager of Liquor Publica-| 
tions Inc., New York. 
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TOPNOTCH ART 
AT SCISSOR-TIP 


Quality art creations, every one 
ORIGINAL, designed for flexible ap 
plication in preparation of creative 
Nothing canned, nothing 
stereot yped—instead, fresh, dynamic 
idea inspiring—that’s the monthly 


Canaan 


300 SUBJECTS, 1000 PRINTS 


printing 


More than 300 subjects. more than 


1,000 reproduction prints every 
month, more than 20 How te 
Use samples. No wonder top 
flight concerns renew year afte 


vear! 


White FOR FREE SAMPLES 
MULTI-AD SERVICES, INC. 


105 Walnut St. 


+ Peoria, Iilinois 


BAY TON 


CINCINNATI 


eeeand the key 
to it is the.. 


8 COLUMBUS 


CLEVELAND 


AKRONS 
_ veers 


205%... 


Total Effective Buying 
Income: $421,603,000 | 


Canton, Ohio is 
a KEY Market 


Key Facts: The compact Canton Metropolitan Area thrived 
abundantly in the 1940-1950 period. For example: retail sales are up 


20.5% .. 
were added... 


wholesale trade is up 204% 
. industrial wages gained 205% . . . 52 new plants 
industriak employment advanced 65%. 


. » « population increased 


One newspaper, the Repository, covers the Canton market— 
96.7% city zone coverage; 99.4% home delivered. No other newspaper 
gives you merchandisable coverage of this key market. 


A Brush-Moore newspaper, represented nationally by Story, Brooks & Finley 
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BBDO Copywriter 


Wins ‘Cosmo’ Award 


New York, Dec. 3—John H. 
Leonard, copywriter for Batten, 
Barton, Durstine & Osborn, is the 
winner of the October Cosmo-Quiz 
contest, sponsored by Cosmopoli- 
tan. 

G. A. Duff, public relations man- 
ager of Scott Paper Co., Chester, 
Pa., and Barbara M. Endom, as- 
sistant to the research director of 
Foote, Cone & Belding, San Fran- 
cisco, took second and third places 
in the monthly contest. 


The trio, along with a number 
of other winners, are eligible to 
compete for three grand 
including a 1953 Cadillac con- 
vertible, a two-week Bermuda va- 
cation for two, and an Admiral 
console TV and radio-phonograph 
set. 


@ Grand prize winners, selected 
from a list of nine monthly contest 
winners, will be announced the 
week of Dec. 8 by a committee of 
five agency executives. Judging 
will be based on a 25-word state- 
ment beginning: “I like the new 
streamlined Cosmopolitan be- 


prizes, 


cause. ..,” contestant 


each 
submitted along with answers to 
15 questions about the magazine's 
articles and features. 


which 


Amos Joins Starch & Statt 


Archibald J. Amos, onetime 
marketing director of General 
Foods Inc., has been named to 


head a new department set up by 
Daniel Starch & Staff, Mamaro- 
neck, N.Y. The department will 
study and investigate specific mar- 
keting and distribution problems 
at the management level. Mr. 
Amos has recently been with the 
market counse! companies of Dun 
& Bradstreet and Stewart Dougall. 


FORT WORTH:STAR- 1 ELEGRAM 


LARGEST 


CIRCULATION IN 
TEXAS 


TOTAL 


NET 
PAID 


DAILY 


MORN. 
& EVE. 


240,197 


TOTAL 


NET 
PAID 


SUNDAY 


220,413 


Serving a Market with An Annual Buying Income 


of Over $2,400,000,000 


President and National 


*ABC Publisher's 
Statement 
Sept. 30, 1952 


' The FORT WORTH ~ 


STAR-TELEGRAM — 


WRITE Amon Carter, $Jr., 


Advertising Director; for complete market date and 


Star-Telegram coverage. 


Ee. 
te 


AMON G CARTER, publisher 


' 
' 
’ 
’ 
’ 
’ 


LARGEST CIRCULATION IN TEXAS 


Without the use of contests, schemes or premiums “Just @ good newspaper” 


Laboratories Told 
How to Keep Tab 


on Sales Claims 


(Continued from Page 1) 
printer in time to permit ade- 
quate review by the laboratory and 
return of the approved copy to the 
client,” the committee said. 


8 The council, which has a mem- 
bership of 63 leading independent 
commercial laboratories, voted to 
accept the report. Chairman of the 
special committee was Dr. Alvin 
C. Purdy, president of Bull & Rob- 
erts Inc., New York. 

Before giving its approval to an 
advertisement or sales promotion 
material, the laboratory should 
consider the following points, the 
committee said: 

1. The laboratory should deter- 
mine whether there are any omis- 
sions of its derived data unfavor- 
able to the client’s product, or 
omissions of its derived data favor- 
able to any competitive product 
that may have been tested in con- 
nection with the client’s product. 


a “This does not mean that the 
laboratory will not approve copy 
for a piece of literature or adver- 
tising pertaining solely to the cli- 
ent’s product based on laboratory 
tests, even though such tests may 
have been conducted in compari- 
son with competitive products. 

“The laboratory should not, 
however, approve copy purporting 
to cover comparative tests of client 
and competing products, if certain 
competitive products be omitted.” 

2. The laboratory should see that 
all 
products is by letter or number 
and not by name. 

3. The taboratory should detect 
and eliminate exaggeration pur- 
ported to be based on its derived 
data. 

4. The laboratory should dis- 
courage the use of its name in con- 
nection with literature or adver- 
tisements of such wording and 
nature as would lower the labor-| 
atory profession in the estimation 
of intelligent laymen, engineers) 
and scientific people. | 

5. The laboratory should give 
consideration to limiting the time 
during which its report or quota- 
tions from it may be used, accord-| 
ing to the nature of the product | 
and the trade practice in the prod- | 
uct’s field. 


@ In issuing its report, the com- 
mittee said it is interested in find- 
ing ways to strengthen the belief 
of the public in the objectivity of | 
scientific and technical appraisal | 
by independent commercial labor- 
atories of the relative merits of 
| competitive materials and prod- 
ucts. 

| The committee pointed out that 
| the council has already cooperated 
with the American Standards 
| Assn. in the preparation of stand- 
‘ards of practice for certification 
| procedures. 

| It added, however, that to as- 
| sure fairness and objectivity in| 
the appraisal of materials or prod- 
ucts for which no standard tests 
or specifications exist the labor- 
atory has a special responsibility 
to devise tests which reveal all the | 
relevant factors of quality. 


| 


s “If the results of the investiga- 
tion are appraised by the labora- 
tory for advertising, the data used 
as a basis for its conclusions must 
be revealed or must be made avail- 
able to responsible parties on re- 
quest at a reasonable charge to be 
paid by the party making the re- 
quest. 

“The testing procedures should 
be revealed in sufficient detail to 
permit verification by independent 
agencies equally skilled in the art. 
However, when skill in the art is 
an exclusive property of the cli- 
}ent or laboratory, or represents 

‘a major investment in time or | 
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identification of competitive | 


money, the details of the pro- 
cedure need not be revealed, but 
the general character of the meth- 
od should be described in suffici- 
ent detail so that an approximately 
equal investment, including the 
risk factor of failure, might per- 
mit another independent agency to 
make equivalent tests; or the test- 
ing services must be made avail- 
able to competitive interests on an 
equal-fee basis; or, if neither of 
these alternatives is feasible, then 
the test method must be revealed 
in sufficient detail to at least per- 
mit reasonable scientific evalua- 
tion of the significance of the re- 
sults.” 


Dallas Paper Adds Supplement 

The Dallas Times-Herald has 
become the 24th newspaper to dis- 
tribute The American Weekly. The 
Texas paper will begin carrying 
the supplement on Jan. 11. The 
Times-Herald is the second metro- 
politan newspaper to add the 
weekly since the introduction of its 
new rotogravure format last May 
11. 


FREE BOOKLET 
“Courtesy Poys Off.” 
Write todoy—use business 
letterhead, please. 


They Give Your Letter a 
Second Look when it’s on 


WATERMARKED 


Fox Riv ER 


9 *Cotton-fiber makes the finest « 
BUSINESS, SOCIAL, AND ADVERTISING PAPERS 


He's giving your letter a second look... 


and that’s worth money to you. For 
that one letter, if average, cost you 
more than $1! 

Letters don’t work in waste baskets. 
Do everything to keep them in view. 
Make them meet the four tests of 
Money-Making Mail, described in free 
booklet by Dr. Robert R. Aurner, emi- 
nent letter authority and director of our 
Better Letters Division. 

Cotton-fiber paper “by Fox River” 
helps win that valuable second look — 
and compared to total letter outlay, the 
cost of this finest paper is trifling. Four 
grades—100%, 75°, 50%, and 25% cot- 
ton-fiber content. The more cotton-fiber, 
the finer the paper. Ask your printer. 


Fox RiveR Paper CORPORATION 
1129 S. Appleton St., Appleton, Wis. 


Look through the paper --- § a> 
see the — 


Fox River= 


WAME OF QUALITY z 
WATERMARKED IN EVERY SHEET 


~ 
=~ 
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FC&B Does 


52 


It Again: 


Resigns Toni Account 


(Continued from Page 1) 

the agency and the home perma- 
nent producer who had risen to 
meteoric heights behind sensa- 
tionally successful advertising and 
selling policies, was bound to re- 
sult in a complete separation. 
Month by month, almost day by 
day, the breach had widened; 
month by month, FC&B’s share of 
the total Toni ad business had 
shrunk. 

When the separation finally | 
came, admen estimate’ that the 


closed product somewhere in the 
laboratory stage, retains this prod- 
uct and also gets Toni Creme 
shampoo from FC&B, for a net 
addition to Toni billings of perhaps 
$300,000. 


® The FC&B exit ends a fabulous 
agency-advertiser relationship. 
Toni has been with Foote, Cone 
since July, 1946, when it was be- 
ginning a sensational climb to the 
top of the new home permanent 
business. During these past six 


Toni products in the FC&B stable! years it has even had the same ac- 
—-Toni home permanent and Ton-| count executive—veteran adman 
ette, the children’s wave, plus Toni! Leo Rosenberg. 


Creme shampoo—accounted 
$4,000,000 in billing—no 
even a majority of the $10-$11,- 
000,000 Toni advertising budget. 

But others pointed out that 
FC&B, which in the spring of 1948 
startled the advertising world by 
resigning the $12,000,000 Lucky 
Strike account, had added another 
substantial item to its column of 
resignations. 


@R. N. W. Harris, president of 
Toni Co., now a division of Gil- 
lette Safety Razor Co., lost no 
time in picking up the ball. Scarce- 
ly 24 hours after the FC&B staff 
had been notified that it was re- 
signing the account effective “when 
it is worked out to Toni’s satis- 
faction,” Mr. Harris announced 
that the date would be March 1, 
and that all the Toni accounts 
would be shuffled. 

The beneficiaries are four other 
agencies which have been hand- 
ling various parts of the Toni 
business. Most important benefici- 
ary is Weiss & Geller, newest ar- 
rival in the Toni stable, which has 
been handling Prom and an un- 
disclosed new product in the lab- 
oratory state. Prom moves to Leo 
Burnett, while Toni and Tonette 
permanents go to Weiss & Geller, 
to give that agency something near 
$4,000,000 in Toni billing. 


® Tatham-Laird, which has been 
handling White Rain lotion sham- 
poo and Toni Creme rinse, keeps 
these products and adds Bobbi 
home permanent, formerly at Leo 
Burnett, plus a new and undis- 
closed product which is reported- 
ly ready for exploitation. Its cur- 
rent billings of about $2,000,000 on 
Toni will thereby be expanded to 
about $3,500,000 or $4,000,000. 
Burnett, which loses Bobbi home 
permanent in the shuffle, picks up 
Prom from Weiss & Geller, giving 
it somewhere between $1,500,000 
and $2,000,000 in potential billing. 
Price, Robinson & Frank, which 


for | 
' somewhere between $3,800,000 and | Irving—launched Toni in 


The Harris brothers—Neison and 
1944 


longer | from their plant in St. Paul, Minn. 


Within three years the company 
was ploughing $6,000,000 into ad- 
vertising and getting back much 
more in sales. Toward the end of 
1947 Toni moved its headquarters 
to Chicago. 

On the second day of 1948 the 
Harrises announced they had sold 
out to Gillette for the healthy sum 
of $20,000,000—more than half of 
which was cash on the line. 


s However, Toni continued as a 
separate marketing operation. Nei- 
son Harris stayed on as president 
and FC&B continued to handle the 
account. After Foote, Cone resigned 
the Lucky Strike account, Toni be- 
came the biggest account in the 
agency. 

The bulk of Toni’s ad budget has 
always gone into broadcast time. 
It credits radio with a big assist in 
its sales success, Eleven network 
radio and television programs are 
currently sponsored by Toni. 

A big part of the Toni story is 
research, The company maintains 
the most complete hair laboratory 
in the world and spends more than 
$1,000,000 developing new prod- 
ucts. From this laboratory has 
come the incessant stream of new 
Toni products—Prom, Bobbi, 
White Rain, Tame. 


Trimble Boosts Swazey 


Trimble Inc., Rochester manu- 
facturer of “Kiddie-Koop” and 
“Kiddie-Trainer,” has promoted 
Edward S. Swazey to the new post 
of executive v.p. Mr. Swazey was 
v.p. in charge of sales and adver- 
tising. Edward C. Trimble, who 
was sales manager, has been 
| named v.p. in charge of marketing 


| Sills Joins Rit Products 


Raymond R. Sills, formerly gen- 
eral sales manager, has been ap- 
pointed v.p. in charge of sales for 
Rit Products Corp., New York, a 
wholly owned subsidiary of Best 
Foods Inc. Rit makes and distrib- 


previously had only an undis- utes household fabric dyes. 
The Toni Lineup of Agencies 
EXISTING LINEUP AGENCY NEW LINEUP 
Toni Home Permanent Foote, 
Tonette Children’s Wave| Cone ——. 
Toni Creme Shampoo & Belding —— 
Prom Weiss Toni Home Permanent 
Undisclosed New & Geller Tonette 
Product 
White Rain White Rain Shampoo 
Lotion Shampoo oe Toni Creme Rinse 
Toni Creme Rinse Bobbi Home Permanent 
New Product 
Bobbi Home Permanent; Leo Burnett | Prom 
Undisclosed Price, hewn mtn a 
Robinson Jn osed New 
N 
walictosaied & Frank Product 


Last Minute News Flashes 


ABC Gives Supplements Non-Voting Membership 

New York, Dec. 5——The board of Audit Bureau of Circulations meet- 
ing here today set up a non-voting membership in ABC for newspaper 
supplements. Supplements distributed regularly and exclusively 
through daily or Sunday newspapers were granted a miscellaneous 
membership in ABC under Article 1, Section 1 of its by-laws. Dues will 
be $250, payable quarterly, plus charges for all services. ABC will is- 
sue statements on supplements after ABC newspaper publishers’ state- 
ments have been compiled No action was taken on the NBP resolution 
asking audit of paid and non-paid business papers, nor on metropolitan 
coverage breakdown of newspapers (see story on Page 1). 


Knittle Heads Orr & Associates Market Research 


New York, Dec. 5—Fremont Knittle, formerly with Market Research 
Corp. of America, has been named v.p. in charge of marketing and 
research for Robert W. Orr & Associates. Mr. Knittle was previously in 
the research department of Colgate-Palmolive-Peet Co. 


Billipp and Bidwell, V. P.s of B&B, Resign 


New York, Dec. 5—Two Benton & Bowles v.p.s, copywriter Casper 
Billipp and M. Oakley Bidwell, account supervisor on various General 
Foods accounts, have handed in their resignations. Future plans have 
not yet been announced. 


Mennen Extends Coverage Area for Spot Radio 
Newark, Dec. 5—Mennen Co., via Kenyon & Eckhardt, has added ap- 
proximately 30 markets to the early morning spot radio schedule for 
| its men’s toiletries. Participations and announcements are included. 
| This addition gives the company AM spot coverage of about 90% of 
the country. 


'BBDO Gets Schmidt's Beer; Other Late News 


e Jacob Schmidt Brewing Co., St. Paul, Minn., has appointed Batten, 
| Barton, Durstine & Osborn, Minneapolis, to handle advertising for 
Schmidt’s City Club beer, effective Jan. 1. Ruthrauff & Ryan is the 
present agency. 


e Charles F. Moore, formerly assistant general manager of Diamond 
Crystal-Colonial Salt division of General Foods Corp., has been named 
general manager of the unit. He succeeds J. J. Le Clare, who is retiring. 
| Mr. Moore has been with GF since 1930. 


e Michael M. Rudner, formerly assistant promotion director of Moore 
Publishing Co., New York, has joined Wehner Advertising Agency, 
Newark, as a copywriter. Before his association with Moore, Mr. Rud- 
ner was with Kenyon & Eckhardt. 


e Defender Publications, new national Negro newspaper company, has 
opened headquarters at 101 Park Ave., New York, and is offering mer- 
chandising, research and public relations services relating to mar- 
kets covered by its seven publications. These are in Chicago, New 
York, Detroit, Memphis, Louisville and Gary, Ind. Charles V. Brown- 
ing, v.p. and advertising director, directs the New York office. 


e Temas Magazine, New York, has appointed Edwin Seymour Inc. as 
advertising representative for both domestic and international editions. 


e The contract division of W. & J. Sloane, New York, furniture and 
fioor covering company, has appointed Wesley Associates as advertis- 
ing and merchandising counsel. 


e The executive committee of the National Industrial Advertisers 
Assn., meeting in New York Dec. 5, voted to confirm plans for holding 
the organization’s 1955 conference at Washington, D. C., and its 1954 
meeting in Montreal. The 1953 conference is scheduled for Pittsburgh. 


approximately 9,000 weekly news- 
papers throughout the country, in 
the early 1930s. Gradually there- 
after he built up a chain of 11 
daily and 16 weekly newspapers 
in Florida, four radio stations in 


John Perry Dies; 
Owner of Western 
Newspaper Union 


West Patm Beacu, FLa., Dec. 5— 
John Holliday Perry, 71, owner of 
Western Newspaper Union and a 
string of newspa- 
pers and radio 
stations in Flori- 
da and Kentucky, 
died yesterday. 
Mr. Perry was in 
Good Samaritan 
Hospital here re- 
covering from a 
fractured hip 
when he was 
stricken with 
cerebral throm- 
bosis Nov. 30. 

Born in Port Royal, Ky., Mr. 
Perry was graduated from Han- 
over College and studied law at 
the University of Virginia. He 
started legal practice in Seattle 
and became city prosecutor and 
later national counsel for the 
Scripps-McRae newspaper chain. 

He held similar posts with 
United Press and Newspaper En- 
terprise Assn. Starting to build his 
| publishing empire, Mr. Perry 
bought into American Press Assn., 
| which became the national adver- 
| tising representative of 4,500 week- 
ly newspapers. He bought and later 
sold newspaper interests in Seat- 
tle, Tulsa, Charleston and Reading. 


John H. Perry 


e Mr. Perry acquired Western 
Newspaper Union, which distrib- 
utes comics, news and features to 


the same state, and four Kentucky 
newspapers, Among these publica- 
tions are the Jacksonville Journal, 
Palm Beach Post-Times and Daily 
News, Pensacola Morning Journal 
and Evening News, and the Frank- 
fort State Journal in Kentucky. 

An enthusiastic booster for Flor- 
ida, Mr. Perry was co-author with 
Frank Parker Stockbridge of two 
books on the state, “Florida in the 
Making” and “So This Is Florida.” 
He was also the author of “News- 
paper Law,” a book which details 
libel laws, on which Mr. Perry was 
an authority. 


Atlanta Newspapers Inc. 
Promotes Six Executives 

Atlanta Newspapers Inc., which 
publishes the Atlanta Journal and 
Constitution, has promoted six of 
its executives. Horace Powell, v.p., 
has been promoted to executive 
v.p. He assumes duties in the gen- 
eral management of the corpora- 
tion. He relinquishes his duties as 
business manager and is succeeded 
in that post by Louis G. Johnson, 
who has been general advertising 
manager. 

Jack Tarver, assistant to the 
president, has been advanced to 
general manager. George C. Big- 
gers Jr., retail advertising man- 
ager, moves up to advertising di- 
rector. He is succeeded by J. C. 
Murray, who was assistant retail 
advertising manager. William F. 
Sykes, who was Mr. Johnson’s as- 
sistant, succeeds him as general 
advertising manager. 
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Seven Radio Stations 
Commission Politz to 


Do Audience Survey 


New York, Dec. 5—How do Mr. 
and Mrs. America and their off- 
spring feel about radio? How im- 
portant is it to them? In general, 
how much time do they spend lis- 
tening? 

Do attitudes toward the medium 
and its usefulness vary sharply 
among different economic, ethnic 
and professional groups? 

Answers to these and similar 
questions will be sought in an Al- 
fred Politz research study to be 
underwritten by seven of the 
country’s top radio stations. This 
survey, which is expected to cost 
more than $60,000, will concentrate 
on areas where television already 
is an active competitor. 

Sponsoring stations are WBEN, 
Buffalo; WGAR, Cleveland; WJR, 
Detroit; WDAF, Kansas City; 
WHAS, Louisville; WTMJ, Mil- 
waukee, and WGY, Schenectady. 
All are represented by Henry I. 
Christal Co.; several of them own 
sister video outlets. 


|@ Field work will begin soon on 
|the project, which will cover a 
,000-home probability sample in 
markets within reach of TV. Data 
will be secured through personal 
interviews. Initial findings will be 
published prior to the National 
Assn. of Radio & Television Broade 
| casters’ convention in April, 1953, 
| The sponsoring broadcasters aré 
undertaking this survey to providé 
| basic factual data on the signifie 
cance and impact of their medium, 
They hope to demonstrate how ra¢ 
dio reaches its audience and how 
| this audience reacts to broadcasts, 
| There will be no competitive sta< 
| tistics on how radio compares with 
other media or how radio sta< 
tions rate against each other. 
There will be no specific in= 
formation compiled about the sev< 
| en stations paying the bill for this 
| research, which is Alfred Politz’s 
first major radio undertaking. Mr 
Politz, who has won awards for 
the development of new techniques 
in marketing research, has made a 
number of surveys for magazines 
and newspapers. : 


| 
| 


s Operating on the theory that 
anything that heips the industry 
will be helpful to their individual 
businesses, the broadcasters, in a 
joint statement summarized the 
primary objectives of their study: 

1. “To provide broadcasters, ad- 
vertisers and agencies with a fresh 
perspective on the medium, its in- 
| herent values and characteristics.” 

2. “To chart a course of future 
radio research that the industry 
might profitably undertake on a 
broader scale, in greater detail and 
on a continuing basis.” 

They emphasized that the re- 
search will not resemble or com- 
pete with any old or existing meas- 
urements. - 


s They view this as a “pioneer 
project for radio in a research di- 
mension which has been used suc- 
cessfully by other major media” 
and believe it will contribute a 
“fundamental kind of knowledge 
that the industry needs about ra- 
dio before it can properly judge 
what the medium is worth, or what 
it can accomplish.” 

Mr. Politz, who pointed out that 
advertisers are familiar with the 
“qualitative” approach, predicted 
that sponsors and agencies “will 
appreciate this forward-looking 
step on the part of the individual 
stations who are sponsoring the 
study and making the results free- 
ly available for the rest of the in- 
dustry to use and build on.” 


| Litecraft to Fairfax Inc. 
Litecraft Mfg. Corp., Brooklyn 
manufacturer of lighting fixtures, 
| has appointed Fairfax Inc. to han- 
dle its advertising. Media and mer- 
| chandising plans are being pre- 
‘ pared. 
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Vance Named Clinic Head 
a, Herbert A. Vance, president o 
Vance Publishing Corp., will be 
chairman of the third annual mid- 
western clinics sponsored by Asso- 
ciated Business Publications, to be 
held Jan. 28 at the Drake Hotel, 
Chicago. The event originally was 
scheduled for Feb. 5. The session 
will be devoted to “how-to” pan- 
els on better business paper pub- 
lish 


New YoOrK, 
Learned the Sec 
Advertising,” 


ing 


‘SET TYPE 
AT YOUR OWN 
Bannan SET 


Business men everywhere use FOTOTYPE 

to beat high type costs A sure, quick 

way of preparing copy for offset or any 

photographic reproduction 

can dv a professional job (A tenog 

tapher set this entwe ad}. Send 
tor tree catalog over 100style 


G. Lynn Sumner 
vertising 

The working « 
lems makes 
Told here 


Anyone 


are 


ly 
national 


1415 ROSCOE ST. CHICAGO 13, ‘Tu, Fruit-of-the-Mor 


MOUNTAIN LION*— 


BUT... 


YOU NEED 
THE FETZER STATIONS — 
TO BAG SALES 

IN WESTERN MICHIGAN! 


The doubie-barreled power of the Fetzer operation, ¢ 


WJEF in radio. 


jet for Kalamazoo-Grand Rapids. Its sharp Channel 3 
serves a 28-county area which boasts 58.1% 
60.1% of it« non-Detre 
television he 


population . . . it retail sales. 
than 


than are available in 


eoo—oF 


million 
Atlanta, Kansas City or Se 


more *® quarter 


payoff: 
106.1% 


evening viewers! 


more afternoon viewers than Station 


« that they deliver 57% 1 


petition in their home ¢ 
than the next-best tonetetion choice in Kalamazoo a 
Vet they cost 20% 
figures showed that WKZO-WJEF have greatly inerea 


res over 1946—up 52.9% at night, 16.7 ¢ 


le oss! 


cated audier 


since 1949, 


It will pay you to get all the facts 


"J. R. Patterson killed a 276-pound mountain lion at 
in March 1917. 


ALL THREE OWNED AND OPERATED BY 


FETZER BROADCASTING COMPANY 


Prentice-Hall Inc., 


problems. 


fascinating reading. 
the 
planning which went into the high- 
successful campaigns for 


Inter- 
Correspondence Schools, 
ith Club, the Du- 


YOU MIGHT GET A SIX-FOOT 


Dec. 3—“How I 
rets of Success in 


published today by 


is G. Lynn Sum- 
ner’s informal 
account of his 40 
years in adver- 
tising and selling. 

This is a “how” 
book in the best 
sense of the word. 
It does not tell 
how to make $1,- 
000,000 in adver-| 


tising. It does tell 
how one adman| 
met and solved 


some specific ad- 
yut of these prob- 


thinking and 


New Book by G. Lynn Sumner Tells 
What's Behind Successful Advertising 


| to 


an help you “bag 


the limit” in Western Michigan. That's WKZO-TY in television, WKZO- 


TELEVISION: WKZ0-1\ is the Official Basic CBS Television Out- 


picture effectively 


of Michigan's non-Detroit 
WRKZO-TY reaches 


more TV homes 
And here’s the 


The October 1952 Videodex Report credits WKZO-TV with 
“BRB” 


—213.4% more 


j RADIO: WKZ0, Kalamazoo, and WJEF, Grand Rapids, are Western 


Fgh Michigan’s one outstanding radio buy. Both are so far ahead of com- 


nore city listeners 


nd Grand Rapids. 


Rural coverage is tremendous, too. 1949 BMB 


sed their undupli- 
% in the daytime! 


And there is good reason to believe that similar increases have occurred 


—write direct or ask Avery-Knodel. 


Hillside, Arizona, 


AVERY-KNODEL, INC., EXCLUSIVE NATIONAL REPRESENTATIVES 


| ments in the Women's Home Institute di- 


| Don't be misled by the foregoing 


! . 
amples of advertising techniques. 
| 


of such problems as long vs. short 


Advertising Aye, December 8, 


Barry Success Course and Singer 
sewing machines | 


® Mr. Sumner has been a door-to- 
door seller of maps, a business pa- | 
per writer, an ad director of a 
large mail order house, a presi- 
dent of the Assn. of National Ad- 
vertisers, and manager of his 
own agency for 25 years. 

But his book is autobiographi- | 
cal in form only. the format serv- 
ing a device for Mr. Sumner. 
describe his business experi- 
ences. And as he goes along, Mr. 
Sumner extracts from these ex- 
periences the basic principles 
which he believes are the founda- 
tion of advertising. 


as 


® Mr. Sumner’s picture of adver- 
tising is rather uncomplicated. He 
is not a gimmick man and he is 
not a member of the “sock ’em 
dead” school. His early training 
and success came in mail order 
advertising and he still thinks good 
copy is the sine qua non of all suc- 


Lynn Sumner on Copywriting 

The following are the ten commandments of copywriting which 
Mr. Sumner prepared when he was president of the Assn. of 
National Advertisers: 

1. Learn all about your proposition before you write anything 
about it. 

2. Organize your material. Get it down 
viewpoint of the buyer’s interest—not yours. 

3. Decide to whom you are writing. Remember, 
not a circulation or a list. You are writing a letter, not a speech 

4. When you are ready to write, keep it simple. That does not 
mean writing down to anybody. Avoid high-flown phrases. 

5. Use meaningful words and phrases—words that stir the 
emotions, make the mouth water, make the heart beat faster. 

6. Don’t try to be funny. To try and fail is tragic. Few people 
can write humorous copy, few products lend themselves to it. 
Remember, the most serious of all operations is separating a man 
from his money. 

7. Make your copy specific—names, places, what happens to 
whom. 

8. Write to inspire confidence. Prove your points. 

9. Make your copy long enough to tell your story—and quit. 
No copy is too long if it holds the reader’s interest. One sentence 
can be too long if it doesn’t. 

10. Give your reader something to do and make it easy for him 
to do it. Tell him where to get what you have to sell, how much 
it costs—and why he should do it now. You've written the copy— 
cash in on it! 


in order, from the 


it is a person, 


cessful advertising. 
He calls imaginatien the “baking 


knowing how to find out what to 


powder of advertising” and he be-| do.” rived, ICS had enrolled 1,000,000 
lieves that if you want to sell any- students and was offering some 200 
thing, your approach must be/# Mr. Sumner explains “how to courses. Since then, total enroll- 
grounded in an awareness of peo-| find out what to do” in the fol- ment has passed 5,000,000 and 


ple’s basic desires. Once you have 
this awareness, your job as an ad- 
man is to utilize it through im- 
aginative copy. Expressed in two 
words, Mr. Sumner’s advertising 
principles come down to “human 
interest.” 


% 
=: 


TELLING A STORY~ This type of ad, in the 
form of a fictional short story, was run 
many times by Mr. Sumner to get enroll- 


vision of ICS. 


change, times change, customs 
change, and tastes change—but 
human nature, never.” 


into thinking that Mr. Sumner’s 
book is a didactic expounding of 
these principles. For the heart of 
the book is a narrative account of 
events, packed with practical ex- 


| 


There is detailed consideration 
copy, ad position in magazines, 
how to start a small agency and 
how to use your imagination in 
planning advertising and sales. | 

Advertising, Mr. Sumner makes} 
not all inspiration. Re-| 

extremely important. | 
of averages that} 
and | 
out. | 


clear, is 

search is 
“There is a law 
will work for every advertiser 
every salesman,” he points 
“The problem is to find by test} 
the plan that yields a profit and/| 
then to turn it loose with the mul-| 
tiplication table. ‘Knowing’ in ad- 
vertising is not so much knowing | 
what to do to sell at a profit as. 


lowing passage: 
If you constituted yourself a sort of 


women, you would find that out of that 
5,000 a certain percentage 
red hair, a certain percentage would like 
Gary Cooper better than Clark Gable, 


percentages on your first test would hold 
true on the 


During 10 of those years he was 


census taker on your own account and s The copy appeal used bv Mr. 

went out and called from house to house | , 2 2 "i Y 

until you had met and talked with 5,000| Sumner to boost ICS enrollment 
stressed not the courses them- 


would have 
home 


higher wages, a better job. 


a 


Moreover, Mr. Sumner con-| certain percentage would wear a 5A shoe, ; 

siders these basic principles im-]@ certain percentage would have little| ing success” is the way Mr. Sum- 
tabl H ‘loses his book ith daughters by the name of Mabel, and ner puts it 

mu able. , e€ closes Nis DO ws a certain percentage would buy what you : ee ti a biaaie 

this warning: “Remember: Styles| had to sell. And if, when you had com- Once a copy theme Is set, how~ 

pleted your canvass of the first 5,000 ever, research figures prominent- 

| THE SECRET TROUSSEAU Snag vou went 9g a exactly ly. At ICS. Mr. Sumner writes, 

e@ same canvass of another 5,000, you . ates cal i: ae os # 

pone Ys f prey would find with amazing fidelity the these seven factors were carefully 

Be. / es =o, 


second. It is the good old 


law of avera s lz s - 7 

or should ge ng Lge pa lo (1) Copy appeal. (2) Type of pub- 

whether by direct mail, by periodical ad- lication. (3) Life of the publica- 

vertising, or by salesmen tion. (4) Size of the advertise- 
From 1910 to 1925, Mr. Sumner ment. (5) Position in the issue. 

put these principles to work while (6) Position on the page. (7) The 

he was with International Corre- coupon. 

spondence Schools in Scranton, Pa. Each of these factors is dis- 


“I Got the Job!” 


“T'm to be Manager of my Department starting Monday. ‘The boss said he had 

en watching all the men. When he found I had been studying at home with the 

ernational Correspondence Schools he knew I had the nght stuff in me—tha: | was 

sand to make good. Now we can move over to chat house on Oakland Avenue and 

u can have a maid and take things easy. I tell you, Nell, taking that course with the 
1. ©. S. was the best thing I ever did.” 


h ds of men 


Spare-time study with the I. C. S. is winning p for 
and bringing happmess to thousands of homes all over the world. Jn. othces, shops, 
stores, mines, mills and on ratiroads, 1. C ERNATION RESPON DENCE SCHOO 

trained men are stepping up to big jobs, over ‘i wT OWA , con h SCRANTON, PA. 
the heads of older men, past those whose sno, bow 3 can quality for the gua 
only qualification «s long service. 


Bae, wines ‘aprons 


Therets a job ahead of you that some man 
8 gomg to be picked for. ‘The boss can't 
take chances. When he selects the one to 

hold it he is going to choose a trained man 
with sound, practical knowledye of the work. 
Get busy nght now and put yourself in line 
for that promotion. You can do it in spare 
time m your own home through the I nter- 
national Correspondence Schools, just as 
tearly two million men have done in the last 
twenty-five years, just as more than 100,000 


men are doing today. Lang 

‘The first step these men took was to mark and —e Ee 
Mail this coupon. Make your start the same way fa % 
~and make it right now, +) A ermeseesenennntiiasens 
INTERNATIONAL CORRESPONDENCE SCHOOLS ! pate us tg 

oe —— 
Montreal Can Camndtoame may grad thes compum t 
oonwwta, Bentres, Cam, 


TEST AD—Reprinted in G. Lynn Sumner’s book is this basic ICS ad used to test new 
publications. 
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advertising director. When he ar- 


more than 400 courses are offered. 


selves, but the positive results of 
study—self-improvement, 
“Sell- 


studied as having an influence up- 
on the productiveness of an ad: 


cussed fully by Mr. Sumner. (As 
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Imagine Harry and Me adv ertising 
our PEARS J in F Fortune! 


RATE OF FESPONSE OF SEVEN CLASSES OF MEDIA 


Percentage of Total Inquiries Received 
within Indicated Periods of Elapsed Time 


6 

10 Days | 30 Days | 60 Days | 90 Days | Months | 1 Year 

J 

ped hang am 802 | 941 | 980 | 984 | 992 | 998 

| General Weeklies ....| 463 | 734 | 865 | 998 | 952 | 97.7 
Fiction Weeklies ...... 22 | sis | 62 | 794 | 90 | 974 
General Monthlies 97 | #3 | na | 78 | 908 | 973 
Fiction Monthlies ....... us | 423 | saz | 761 | 99.7 | 980 
Women’s Magazines | 184 | 569 | 785 | 867 | 939 | 989 
Film Magazines ........ 9.1 52.0 726 813 91.7 982 


seven classes of media—as presented by Mr. Sumner in his book. This type of chart 


| 
| 
| This is the latest cumulative tabulation of rate of response to mail order ads by 
was originally used by Mr. Sumner at International Correspondence Schools. 


Promotes R. G. Johnson 
Florence Stove Co., Gardner, 
Mass., has promoted R. G. John- 
son from sales promotion manager 
to merchandising manager. Mr. 
Johnson's department will coor- 
dinate advertising, sales promo- 
tion, sales training and marketing 


Of the 293,000 top ranking 
4 executives reached by 
The Rotarian, only 
32.5% 
are reached by the combined 
circulations of the other 


s Rarest Fruit 
if ! We Ship ly Abroad? 
« 


ONE OF SUMNER’S BEST—This is the famous pear ad created by G. Lynn Sumner 

for Bear Creek Orchards. It is listed by J. L. Wotkins as one of the “100 Greatest 

Advertisements ond was one of the earliest attempts at selling fruit by mail. The 
headline came from an actual comment made by the advertiser to Mi. Sumner. 


an example, look at the accom- 
panying chart on the rate of re-| 
sponse to an ad by media.) 


| it, but you get the idea that this 
is his favorite campaign. 

The bank came to Mr. Sumner 
and asked him how it could get 
more customers and increase the 
size of the average account. Mr. 
Sumner did the job and he went 
at it this way: 

First, he had the bank sponsor 
a contest in Brooklyn based on 
the question: “What would you do 
if you had $1,000?” The idea was 
to get the law of averages work- 


8 Mr. Sumner is at his best ir this 
book when he is reliving a cam- 
paign which demonstrated clearly 
the importance of capturing read- 
er interest with the right copy ap- 
peal. Such a campaign was the 
one his agency created for the 
Green Point Savings Bank in 
Brooklyn. Mr. Sumner doesn’t say 


The ENLARGED City Zone 
of the BUFFALO MARKET 


ft SHADED AREA 
ar’ IS NOW PART OF 
b THE BUFFALO 
LEN ATT 23 ABC CITY ZONE— 
tae oii 
3 Sh eee 
i A x a) : si 
These fast growing [| 
suburbs place the 
Buffalo City Zone 
in the i 
“OVER *4 MILLION” fF 
Class— : _ 
: s 
e . 
{- of 
i ee 
s - 
is 1 oe 
t, - - f 


i The Buffalo Evening News City Zone Circulation is 
Ps! 204,068—95.9% Coverage of 212,597 Families 
SELL THE NEWS READERS AND YOU 
SELL THE WHOLE BUFFALO MARKET, 
NEW YORK STATE'S 2nd LARGEST MARKET 


BUFFALO EVENING NEWS 


EDWARD H. BUTLER KELLY-SMITH CO. 
Editor and Publisher i ® i 


WESTERN NEW YORK’S GREAT NEWSPAPER 


Neti 


pe 


ing. Of the 8,000 entries, more than 
one-third said the money would be 
used to get a better education, 
for themselves or their children. 

Spurred by these findings, Mr. 
Sumner’s agency got the bank to 
eompile a 70-page directory which 
listed every kind of special train- 
ing and education available to 
Brooklyn residents in the city 
schools. The bank then offered this 
book free to every interested per- 
son. 

At the same time, it offered per- 
sonal counsel on a savings plan 
which would make possible better 
education. The ads that ran during 
the campaign utilized the findings 
by making education the copy 
theme. 


s Commenting on the success of 
the campaign, Mr. Sumner writes: 

“This was not a sensational cam- 
paign. It was in no way inconsist- 
ent with the traditional ‘dignity’ 
of a savings bank. It was just an 
understanding campaign in terms 
of human interest. It turned out 
to be a campaign of public serv- 
fee... 

“But for those who advertise 
and sell, it provided more proof 
of the principle that if you would 
advertise and sell successfully, 
find out what people want.” 

As you might expect from an 
adman whose forte is copy, this 
book is more than just readable; 
it’s lively, interesting and provoca- 
tive. Mr. Sumner has spent most 
of his life trying to get reader in- 
terest and he hasn’t lost the knack. 


Moyer Retiring After 
30 Years With ‘News’ 


Benton L. Moyer, national ad- 
vertising director of the New York 
News, will retire Jan. 1, after 30 
‘years in execu- 
tive positions 
with the news- 
paper. Mr. Moyer 
joined the News 
three years after 
it was founded, 
starting as New 
England _srepre- 
sentative. 

He is a director 
of Ahrens Pub- 
lishing Co., and 
of the First 3 
‘Markets Group, 
and a member of the sales ad- 
visory committee of the Metropol- 
itan Group. 


| Drybak Buys Albert-Richard 

| The Albert-Richard outerwear 
| Sarment merchandising division 
of Fried, Ostermann Co., Mil- 
| waukee, has been sold to Drybak 
|Corp., Binghamton, N. Y., man- 
| ufacturer of hunting garments. 
| Drybak acquires the brand name, 
anes -Richard, a line of garments, 
some production equipment and 
‘the services of Albert-Richard 
|salesmen. Fried, Ostermann will 
concentrate on the production of 


Benton Moyer 


garments sold through mail order 
houses and under the brand names 
of chain stores. 


Truckers Name Allman Co. 


later. 


gloves and mittens. The company | 
will continue also to make leather | 


four leading executive 
publications. 


Eastman Joins ‘Circle’ 

Frederic C. Eastman, formerly 
| with Better Homes & Gardens, has 
been named to the Chicago sales 
staff of Family Circle. | 


is your food sales-program 
in balance? 


How many housewives 
equal the buying power 
of ONE Restaurant owner? 


ETS MA 


You are not selling ALL of the Food Market if you are . 
beaming your sales and advertising just to housewives 


It costs a lot less to sell the men who 
serve over 70 million meals a day : 


When you beam your advertising dollar to the restaurant in- . 
dustry, you are selling the biggest individual buyer of food 
products and ingredients—the restaurant owner. He’s worth 
several hundred housewives. He serves more than a thousand 
meals a day. Any food sales program which doesn't include the 
restaurant industry is missing a great low-cost sales opportunity. 
The restaurant industry is now the 4th largest and still grow- 
ing ... and AMERICAN RESTAURANT MaGazine, the oldest in the 
| field, has done the most to promote the welfare of the industry. 
It was awarded two placques in appreciation of its service and 
leadership to the industry. And, its editor and publisher, C. A. 
Patterson, was cited as the man who has done the most for the 
industry in the past 50 years. 

You get more for your advertising dollar when you use the 
magazine restaurant men read and believe in. 


Top Paid Circulation at Lowest 
Cost per Thousand 
Everything is going up, but today it costs 
LESS to sell to the restaurant field than it 
did last year. Based on top paid circulation 
—nearly 30,000 paid subscribers—and cur- 
rent advertising rates, the cost is only $11.00 

per thousand—the lowest in the field. 


Highest Advertising Volume 


| Every year for the past 10 years, more ad- 
| vertisers place more advertising in ARM 
than in any other restaurant magazine. 
ARM is your No. 1 sales-producer and best 
buy in the restaurant field. 


iMERIVA 
RESFH RANT 
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ba % 
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American Restaurant 


| = ZXmerican * 
The American Trucking Assn.,' > 4a 
Washington, has appointed Allman | 3 Rens : MAGAZINE 
Co., Detroit, to handle a special <¢ : 
public relations project. Details of ~ - Patterson Publishing Co., 5 $. Wabash Ave., Chicago 3, Ill. 
the undertaking will be released *tsrayer™ 


Also publishers of AMERICAN MOTEL MAGAZINE 
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THERE’S AN ECHO 
IN THE VALLEY... 


_. = | DELAWARE VALLEY, U. S. A. 


aa s Sry “h 
ae ...the Greater Philadelphia Market! 
amy The World’s Greatest Industrial Area 
Pe, stretches from Trenton to Wilmington... east and west through 14 rich, busy 


counties. It’s the Delaware Valley, a producing giant that refuses to quit growing! 


Where's all the growth? In industry... with new plants and expansion worth 
$1% billion under construction or planned. In housing... with new homes by 
the thousand erected last year to help house the Valley’s huge working force. 
Inretail sales... where goods worth $4,762,100,000 moved across counters in 1951. 


Upward and onward goes the Delaware Valley, powered by the dynamic force of a 
forward-looking newspaper—THE PHILADELPHIA INQUIRER. Acting on its creed 
of constructive service to the whole valley, THE INQUIRER steadily increases its 
influence. The result is improved performance for national and local advertisers 
...and more of them! 


he Philadelphia Pnguiver 4 =~ 


Constructively Serving The World’s Greatest Industrial Area 


Exclusive Advertising Representatives: ROBERT T. DEVLIN, JR., Empire State Bidg., N.Y.C., Longacre 5-5232; EDWARD J. LYNCH, 20 N. Wacker Drive, Chicago, Andover 3-6270; GEORGE S. DIX, Penobscot Bidg., 
Detroit, Woodward 5-7260, West Coast Representatives: FITZPATRICK & CHAMBERLIN, 155 Montgomery St., San Francisco, Garfield 1-7946 © 1127 Wilshire Boulevard, Los Angeles, Michigan 0259 
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